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- Youngstown Sheet 


Sets $1,300,000 
Ad Budget for ‘61 


Steel Giant to Resume 
Product Ads in 32 


Books After Media Study | 


YOUNGSTOWN, O., Nov. 11— 
Youngstown Sheet & Tube Co. will 
invest about $1,300,000 in advertis- 


ing next year—the largest ad ap-| 


propriation in the company’s his- 
tory. 


The bulk of the appropriation | 


will go into print media, the steel 
giant said, but other areas of sales 


support have been strengthened. | 


The 1961 budget represents a 40% 
increase over this year’s budget. 

William Farragher, advertising 
manager, unveiled the 1961 ad pro- 
gram to the Youngstown manage- 
ment today. “This aggressive mar- 
keting strategy indicates our faith 
in potential steel sales despite the 
industry’s present ability to pro- 
duce more ingot tons than the na- 
tion demands, and in the face of 
foreign competition,” Mr. Farragh- 
er said. 

“Our willingness at this time to 
invest more creative energy and 
dollars in advertising draws a bold 
black line under our corporate slo- 
gan: ‘Youngstown .. . growing 
force in steel’.” 


® The new program, which in- 
cludes both corporate and product 
(Continued on Page 138) 


Dodge Moves to 
Colgate from W&L 


New York, Nov. 10—Sherwood 
Dodge has joined Colgate-Palm- 
olive Co. as vp and director of 


vision. 


wick & Legler, Mr. Dodge succeeds 
Robert Hilbrant, who recently be- 


(AA, Nov. 7). 
He reports di- 
rectly to C. Guy 
Grace, division 
vp and general 
manager. 

Earlier Mr. 
Dodge was exec 
vp of the old 
Fletcher D. 
Richards Inc. 
(now Fletcher 
Richards, Calkins & Holden). That 
agency had been runner-up for 
Colgate’s Halo account when it 
went to D’Arcy. At the time, Col- 
gate acknowledged its difficulty in 
choosing between the two finalists. 
Mr. Dodge was mainly responsible 
for the Richards presentation. 


Sherwood Dodge 


# Prior to joining the Richards 
agency in 1957, Mr. Dodge was as- 
sociated with Foote, Cone & Beld- 
ing since 1938. While at Foote, 
Cone, Mr. Dodge at one time head- 
ed up the agency’s New York of- 
fice and later served as national 
marketing director. Mr. Dodge for- 
merly served as chairman of Ad- 
vertising Research Foundation’s 
committee on printed advertising 


rating methods. # 


FTC Calls Sof’ Stroke 
Ad False, Disparaging 


Mennen Complaint Is 
FTC’s Fourth Against 
Shave Creams This Year 


WASHINGTON, Nov. 10—Some- 
body at the Federal Trade Com- 
mission has a special concern for 
shavers. 

For the fourth time this year, 
FTC has turned out a complaint 
against a shaving product or pre)- 
aration; this time against Menn.n 
Sof Stroke shave cream. 


The commission’s complaint, :3- | 


sued today, charges that the Scf’ 
Stroke used in underwater .y 
shaving demonstrations is Sif’ 
Stroke fortified with toothpasie. 
FTC also contends that the sk 4 
diver in the Sof’ Stroke comme °- 
cial cups his hand to a lesser degre 
when he squirts out a competiiig 
brand than when he discharges t ie 
Mennen product. 


@ The complaint leveled against 
Sof’ Stroke is the latest in an a>- 
parent series in the shaving fie) 1. 
In January, FTC cranked out four 
compleints on the same day, one 
of which was against Colgat#- 
Palmolive Co.’s “sandpaper” ‘tv 
ads for Rapid Shave (AA, Jén. 
18); in March, the commissij n 
cracked down on Schick’s “box- 
ing glove” tv ads for scaring aw ¥ 


buyers from competing razirs toothpaste mixed with the shave | vertising Co. is 


(AA, March 28); and in June, 


FTC fired off a complaint against 
Carter Product’s Rise shave cream 
for pitting Rise, via tv, against a 
preparation which wasn’t really a 
shaving cream (AA, June 27). 

ls Eversharp Co., maker of Schick, 
|and its agency, Compton Advertis- 
|ing, are the only ones to settle 
| with FTC so far. They accepted a 
|consent order in October forbid- 
ding them from using their boxing 
glove commercials to push Schick 
jrazors (AA, Oct. 10). 

| The latest hearings were held 
| last month in the Rapid Shave case 
| (AA, Oct. 31). 


|@ The shaving commercial hit by 
FTC, Sof’ Stroke’s underwater ad, 
|shows a skin diver with a heavy 
| growth of beard plunging into wa- 
| ter about 6’ to 8 deep. He first 
|shows how the competing brand 
| scatters when it’s squirted into the 
|diver’s cupped hand before being 
|applied to the beard. He then dis- 
|charges Mennen Sof’ Stroke into 
|his hand, applies it to his face 
|with no apparent trouble, and 
| starts to shave. 

FTC contends that the demon- 
stration is “not a valid portrayal” 


|of the superiority of Sof’ Stroke | 


over other shaving products be- 
cause of artifices—the degree the 
hand was cupped and the use of 


(Continued on Page 132) 


marketing of the toilet articles di- | % 
Formerly marketing vp at War- 
came vp in| 


charge of sales | 
of the division | 


es oo 


CARNIVAL—Quaker Oats Co., Chi- 
cago, via Compton Advertising, is 
using newspapers and tv spots to 
test its two types of Merri-Oats 
hot flavored cereal in Syracuse, 
Utica, Binghamton and Elmira, 
N.Y., and Indianapolis, Muncie and 
Terre Haute, Ind. 


After 1142 Years... 
Furness Jilts 
Westinghouse 


She’s Still Consultant; 
Ponders Doing TV Show; 
Company ‘Still Negotiates’ 


New York, Nov. 10—Betty Fur- 
ness, who closed her last refrigera- 
tor door for Westinghouse this 
week, hasn’t shut the door on 
offers from other advertisers, she 
told ADVERTISING AGE today. 

When the television curtain 
went down on the Presidential 
election yesterday, Miss Furness 
announced that she was ending her 
11%-year reign as commercial 
spokeswoman for Westinghouse 
Electric. The company had spon- 
sored the 1960 election and con- 
vention coverage on CBS-TV and 
CBS Radio, as it did in 1956 and 
1952. 


(Continued on Page 134) 


Bl wews (Maybe) Seen Ahead 


|bring a big turnover in the top 


| packages, 12 to a box. A three-day 
Except for one three-year con- | 
tract in the past, Miss Furness has | (AA, Nov. 7). Flavors are choco- 


‘Consumer Orientation’ Key to New 


Changes in Attitudes, 
Policy-Making Personnel, 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, Nov. 10—A Dem- 
ocrat in the White House will 


ranks of government and open the 
way for policy shifts of critical 
importance to marketing and ad- 
vertising. 

President-elect John Kennedy 
has disowned suggestions for a tax 
on advertising. But he has em- 
braced the notion that the govern- 
ment needs a consumer-oriented 
shakeup. 

His party favors new laws add- 


General Mills’ 
Route 900 Goes 
National Sans Ads 


MINNEAPOLIS, Nov. 9—Encour- 
aged by trade response to its Route 
900, a controlled calorie food, in- 
troduced last week at the Dairy In- 
dustry show in Chicago, General 
Mills is rushing the product into 
national distribution—without na- 
tional consumer advertising. 

Dairies, which will distribute the 
powder, designed to be mixed with 
skim milk, on their routes along 
with the milk, are getting complete 
packages of promotional materials, 
including three-column and five- 
column newspaper ad mats and 
sample radio and tv scripts, Tom 
Kennedy, product manager, said. 


s The only advertising General 
Mills itself has scheduled thus 
far is a page ad in the December 
issue of American Milk Dealer and 
a spread in the January American 
Milk Review. Knox Reeves Ad- 
vertising, Minneapolis, is the agen- 
cy. 
Route 900 comes in meal-size 


supply will retail for about anid 


late and vanilla. + 


Lehn & Fin: 


New Yoru, ! 
to Ted Bates & ( 9., ef 
Lehn & Fink P 
by Bradley Lz 
there have bee! 
and acquired t 
brands, includi: # 


Altec Lansi 


ANAHEIM, Ci 
Temco Electro:« 
Colombatto, Lo 
& Adams is th 
components. TI 
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Grove Test 
Sr. Louis, N: 
| new tablet for , 
kets or media 
tober, and new 
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Last Minute News Flashes 


Assigns Noreen to Bates 


“83 dvertising for Noreen Inc. has been assigned | “Most advertisers would be respon- 
tive Jan. 1, by the Lehn & Fink division of | sive to such a penalty—in their 
«ucts Corp. The hair rinse account had been handled | own protection.” 
*® Advertising, Denver, for 20 years; recent billings | 
#)0ut $250,000. Noreen was founded in Denver in 1938|# The business field must elimi- 
hn & Fink in August, 1960. Bates has other L&F | nate questionable advertising prac- 
3tri-Dex, Hinds Honey & Almond Cream and Lysette. tices if it = pr avoid ene 
regulation of advertising, the Sears 
* to Davis, Johnson, Andersen loan a 
Nov. 11—Altec Lansing Corp., a division of Ling- | curs because of false or inadequate 
, Dallas. has named Davis, Johnson, Andersen &/| reasons, involving only a small mi- 
ngeles, its agency effective Jan. 1. MacManus, John | nority, the result is just as bad as if 
urrent agency. Altec Lansing makes high fidelity | there were sufficient and valid rea- 
udget is estimated at about $200,000, of which $125,-| sons,” he said. 


“arkets New Assure Tablets 


11—Grove Laboratories is tést marketing Assure, a|the public interest should receive 
| ef of menstrual pain. Grove would not reveal mar-| recognition for it, Mr. Kellstadt 
i, but the product has been in test since mid-Oc-| said. He added that he planned to 
ser ads are being used in Peoria, Ill. Gardner Ad-| urge the Assn. of Better Business 


Administration's Views on Marketing 


ing to the power of such agencies 
as the Federal Trade Commission, 
the Food & Drug Administration 
and the anti-trust division of the 
Department of Justice. 

In addition, the President-elect 
has talked several times about 
creating a special White House 
“agency” to “speak for consumers 
in the formulation of government 
policy and to represent consumers 
in administrative proceedings.” 


= The “consumer bloc” in Con- 
gress received an even more de- 
cisive mandate at the polis than 
the President-elect. Sen. Paul 
Douglas (D., Ill.), Sen. Hubert 
Humphrey (D., Minn.) and Sen. 
P. V. McNamara (D., Mich.) helped 
carry critical states for Kennedy. 
Others in the “consumer bloc”— 
Sen. Estes Kefauver (D., Tenn.) 
and Sen. Maurine Neuberger (D., 
Ore.), a newcomer—couldn’t carry 
their states for Kennedy, but they 
supplied impressive demonstrations 
of their own pulling power. 

The changes will involve men, 
attitude and perhaps law. 


= Needless to say, Eisenhower ap- 

pointees in the top jobs are all job 

hunting. In addition, several hun- 
(Continued on Page 134) 


Media Must Bar 
Questionable Ads, 
Kellstadt Says 


Cuicaco, Nov. 8—Advertising 
media must consider playing a 
larger and more responsible part 
in guiding and maintaining good 
advertising practices, Charles H. 
Kellstadt, board chairman of Sears, 
Roebuck & Co., said here last night. 

Speaking at the annual meeting 
of the Chicago Better Business Bu- 
reau, Mr. Kellstadt pointed out that 
media are in an excellent position 
to demand factual advertising, be- 
cause they can refuse to accept ads 
which do not meet accepted stand- 
ards. 

“The denial of the use of media 
may be a severe penalty, and yet it 
is the only one available if we are 
convinced that the best solution is 
self policing,” Mr. Kelistadt said. 


executive said. “If regulation oc- 


Media which do an outstanding 
job of protecting the public and ac- 
cepting only advertising that is in 


| Bureaus to present awards to me- 


. | Iditional News Flashes on Page 131) 


| dia for good advertising practices. = 
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Oregon Voters Reject 
Outdoor Ad Proposal 


Unions, Travel Interests, 
Admen Fought Politicos, 
Garden Clubs on Measure 


PORTLAND, ORE., Nov. 10—Oregon 
voters rejected a proposed meas- 


ure that would have practically | 


eliminated outdoor advertising 
from major interstate highways. 

The vote from 2,779 of 2,896 pre- 
cincts was 434,718 against and 237,- 
923 for an initiative petition calling 
for strict controls on outdoor ads. 
Opposition to the proposal was led 
by the outdoor industry, strongly 
supported by admen and labor or- 
ganizations as well as hotel, motel, 
restaurant and other travel inter- 
ests. 

The measure, rejected in the 
1959 legislature, was placed on the 
1960 ballot by an initiative peti- 
tion bearing signatures of more 
than 40,000 citizens. 


s Advertising signs would have 
been outlawed within 660’ of the 
national system of interstate and 
defense highways, which at pres- 
ent include the main north-south 
route (99) and the main east-west 
route (30). Where such highways 
pass through city areas zoned for 
commercial or industrial use, the 


High Court Holds 
‘Inviolable’ Census 
Data FTC Sought 


Court Rules Beatrice 
Foods Case Dissimilar 
to Tax Subpoenas 


WASHINGTON, Nov. 8—The Su- 
preme Court gave tacit approval 
today to a lower court decision 
which blocks the Federal Trade 
Commission from subpoenaing con- 
fidential census reports. 

By refusing to review the deci- 
sion, the high court brought to a 
close an intra-governmental squab- 
ble that lined up FTC and the 
anti-trust division of the Justice 
Department on one side and the 
Census Bureau on the other (“In 
Washington,” Sept. 19). 


® While FTC was not trying to get 
data from the Census Bureau files, 
it started the controversy by de- 
manding carbon copies of census 
reports from the files of Beatrice 
Foods, Chicago. 

The commission charged that a 
series of mergers by Beatrice en- 
abled it to increase substantially its 
market share for a number of 
dairy products. It hoped the prod- 

(Continued on Page 140) 


UNFORTUNATELY, gnawing 
the bone is 


frowned upon! | 


Gnawing the bone of a fine roast of beef! And 
at the Motor Bar in the Sheraton-Cadillac! 
Why, it simply isn’t done (while the waiter is 
watching, at lest)’ But who could blame you? 
Rarely (or well-done), has roast beet ever had 
it so good. You can hardly be expected to 
leave the choicest part. However, if you are 
caretul and handle your fork with dexterity, 
you can tempt the very last morse! from its 
mooring. Of course, the variety of meals on 
the Motor Bar menu is equally good—if less 
Wkely to stimulate your pession for bone- 


dinner this evening, won't espectfully, 
the Sheraton-Cadillac Hotel. 1114 Washing. 
ton Boulevard, Detroit 31, Michigan. 


HUMOR—Sheraton Corp. of Ameri-| 


ca has been running a series of | 
small newspaper ads with humor- | 
ous copy for its Sheraton-Cadillac 
Hotel in Detroit. Batten, Barton, 
Durstine & Osborn is the agency. 


ban on advertising would not have 
applied. 


such groups as the state grange, 
Oregon State Motor Assn., and gar- 
den clubs, women’s clubs, sports- 
men’s groups, and architects’ or- 
ganizations. It was vigorously 
opposed by advertising groups, in- 
cluding the Oregon Advertising 
Club, Advertising Assn. of the 
West, and the Oregon Council of 
Outdoor Advertising, formed in 
June, 1959, by various outdoor ad- 
vertising interests. In addition, the 
(Continued on Page 132) 


AB-PT Appoints 
Delehanty for Three 
New Record Labels 


New York, Nov. 10—American 
Broadcasting-Paramount Theaters 
has named Delehanty, Kurnit & 
Geller Advertising to start a “hefty 
six-figure” ad campaign next 
month for three record divisions— 
Command, Grand Award and 
Pulse. 

The divisions will be advertising 
for the first time; the new agency 
appointment does not affect AB- 
PT’s current agency, Lennen & 
Newell. 

The company said that Com- 
mand label, on the market for only 
a year, has been a “fantastic suc- 
cess,” with top hi-fi and stereo 
unit manufacturers selecting this 
label for demonstrating their mod- 
els. 

Advertising for Command will 
break in Life Dec. 12, with similar 
b&w page ads set to follow in Jan- 
uary issues of Esquire, Hi-Fi, and 
Playboy. 


# Grand Award will begin adver- 
tising in the Dec. 11 New York 
Times Magazine. A second ad will 
follow in Playboy in January, with 
other publications to follow. The 
label currently features one type 
of album, a stereo presentation of 
the “Roaring Twenties,” with mod- 
ern jazz artisits. 

Pulse, the third label, is a new 
line not yet in the record shops. 
Advertising will break in January 
and February issues of publica- 
tions not yet decided. # 


s The initiative was supported by | 


Advertising Age, November 14, 1960 


TRUST SWANSON—Campbell Soup is 
11 outdoor bulletins on the Pacific Coast for the second year with 
new copy featuring the tv dinner package and the product itself. 
Last year’s outdoor campaign was Swanson’s first use of outdoor. 


Tatham-Laird 


pushing its Swanson products on 


is the agency. 


Doner Succeeds 
Ver Standig on 
Wilkins Coffee 


WAsHINGTON, Nov. 10—Wilkins 
Coffee Co., the largest selling cof- 
fee in this area, is shifting its $250,- 
000 advertising account from M. 
Belmont Ver Standig Inc., Wash- 
ington, to W. B. Doner & Co., Bal- 
timore. 

Aided by the humorous “Wilkins 
Muppet” tv spots (AA, June 9, ’58), 
Wilkins has recorded a 36% prefer- 
ence here for its regular coffee, 
outselling the nationally advertised 
brands. Its instant coffee enjoys an 
18% preference, ‘and is also among 
the leaders. 


@ The account has been with Ver 
Standig for about eight years. The 
Muppet spots were developed by 
Ver Standig for Wilkins, and Wil- 
kins has exclusive rights to them in 
the markets where it operates. Ver 
Standig holds a management con- 
tract for the Muppets with Mup- 
pets Inc., the owning corporation, 
and he is currently supplying them 
to sponsors in at least a dozen non- 
Wilkins markets, including New 
Orleans, Minneapolis-St. Paul, Bos- 
ton, Cleveland and Chicago. 


es Mr. Ver Standig attributed the 
“cordial” parting to differences 
which have developed over mar- 
keting strategy. In addition to 
Washington, Wilkins is also active 
in Baltimore, Philadelphia and 
Norfolk. 

Herb Fried, vp of Doner, said 
a new campaign will be developed 


will continue to be part of it. 


s This is the second setback for 


| Ver Standig in recent weeks. Last 


month his agency broke with Dart 
Drug, which operates a discount 
drug chain here, and is building a 
network of franchise outlets else- 
where in the country. Ver Standig 
resigned as agency for the 13 Dart 
stores here, and the account was 
moved to Larrabee Associates (AA, 
Oct. 31). Talks reportedly are un- 
der way between Ver Standig and 
Dart to terminate an arrangement 
which ties the agency to the Dart 
franchising operation under a 30- 
year contract. # 


Purex to Sponsor 
NBC-TV Inauguration 
Coverage Jan. 20 


SOUTHGATE, CAL., Nov. 10— 
Purex Corp., maker of bleach, 
soap and allied products, will 
sponsor the complete NBC-TV 
coverage of the Presidential in- 
auguration Jan. 20. 

The sponsorship covers a mini- 
mum of five hours of network 
time, beginning with a parade 
down Pennsylvania Ave. at 11 
a.m., and concluding after mid- 
night with the inaugural ball. 


s The swearing-in of the new Pres- 
ident will be presented by NBC as 
a public service, and interrupt 
Purex sponsorship from noon to 
12:45 p.m. A second break will oc- 
cur in the evening hours preceding 
the inaugural ball. 

Purex will prepare specially in- 
tegrated commercials for its more 
than 30 minutes of commercial 
time. 

Edward H. Weiss & Co., Chicago, 


for Wilkins, but that the “Muppets” 


made the buy for Purex. + 


Armand Bagar, Richard McCarthy and 
Richard Neygro, principals in Armand- 
Richards, are charged with contempt of 
a temporary injunction forbidding them 
to solicit or do business with clients of 
Conti Advertising Agency .......... Page 4 


Magazine Publishers Assn. appoints Harry 
C. Thompson, director of Newsweek 
International, to head its new interna- 
tional committee to handle overseas af- 
fairs 


| True’s 18th liquor report shows that 
Americans are taking to imported dis- 
tilled spirits at a faster clip than to U.S. 
liquors 20 


| Storer Broadcasting weighs pros and cons 
| of expanding its national sales offices 
in New York and Chicago to handle 
spot sales for the company’s five tv sta- 
tions 


Dr. E. Vincent Askey, president of the 
American Medical Assn., charges that 
advertising has distorted the image of 
science by leading the public to believe 
that the world’s most noted researchers 
are preoccupied with toothpaste flavors 
or absorbed in the “vital task of making 
tablets dissolve faster in a tumbler of 
I  ceccstnstiitertnintntinstenettimennnee Page 23 


James F. Henrich, store designer for the 
Red & White Corp., says supermarkets 
should help women to feel less self- 

| conscious about buying wieners, ham- 


burger and cheaper cuts of meat .Page 24 | 


Patents Development Quorum introduces 
a new trading stamp dispensing ma- 


chine, which is expected to save super- | 


"| markets much time and money and 
eliminate bottlenecks at checkout coun- 


P. J. Flynn, director of research lab- 
oratory, J. C. Penney Co., charges that 
in their eagerness to outstrip competi- 
tion, makers of apparel and household 
textiles sometimes allow enthusiasm in 
advertising to overshadow common 
INE sceisictheiinndascindelahvenntnsimsndeimsmedl 


Eugene Miller, director of public affairs | 
and communications of McGraw-Hill | 
Publishing Co., says public relations has 
grown to the point where it is 
now a “must” for corporate manage- 
ment 


James D. Doyle, representative of three 
furniture manufacturers, uses a mobile 
showroom to sell furniture to store 
buyers oy 


Erie County health department in New 
York orders seizure of 500 advertising 
pencils which contain “potentially dan- 
gerous” capsules of uranium ore ..Page 52 


John W. 
| 


Highlights of This Week's Issue 


Rogers Page 77 


Chun King Corp. will spend $1,000,000 on a 
radio-tv campaign to let the world 
know that 95% of the people in the 
country aren't buying Chun King chow 
mein 


Shaw Advertising names David 
E. Guerrant president, succeeding John 


man of the board .............ccc Page 131 


Ad Year Plans Told... 
Prove Worth as 
Media, Fish Tells 


Small Newspapers 


General Mills Exec 
Asks for Evidence That 
Values Offset High Cost 


MINNEAPOLIs, Nov. 10—Weeklies 
and small dailies were challenged 
today to devise tests to demonstrate 
their effectiveness as vehicles for 
national advertising. 

James S. Fish, vp of General 
Mills, told a diamond jubilee fall 
meeting of the National Editorial 
Assn. the tests would have to show 
advantages offsetting “the far 
greater cost per 1,000 of reaching 
prospects than through the media 
we use more regularly.” 

Mr. Fish said these factors also 
discourage national advertisers 
from using local papers: Lower 
readership of national ads com- 
pared to those of local concerns; 
lack of consistency of rates; lack 
of a national network of newspa- 
pers which would offer a simpler 
way of buying circulation; and lack 
of color reproduction. 


s “More importantly, your ability 
to localize the content of your pa- 
per tends to make less important 
the more generalized advertising of 
the national advertiser,” Mr. Fish 
said. 

“We feel your greatest strength 
is to add to the news of our prod- 
ucts which gets into your commu- 
nity by means of other media, the 
important elements of ‘where can 
I get the product?’ and ‘how much 
will it cost me?’ Here is where the 
local retailer advertising can pick 
up where we leave off and effec- 
tively consummate the ultimate 
sale. This, we feel, makes for ef- 
ficiency in advertising.” 


s Mr. Fish, who is chairman of Ad- 
vertising Federation of America, 
told the newspaper men AFA is 
planning to stretch 1961 Advertis- 
ing Week into an advertising year, 
starting Feb. 1. The campaign will 
be coordinated by McCann-Erick- 
son and will seek to better the un- 
derstanding of advertising’s con- 
tribution to the American way of 
life. Ads tailored for various me- 
dia and a fact book for editorial 
writers are being developed, Mr. 
Fish said. They will show in a 
serious and factual way the im- 
portance of advertising as an eco- 
nomic “growth ingredient.” 

He asked the editors to support 
the campaign “not to please your 
|advertisers but to strengthen the 
foundation on which even the free- 
dom of the press exists.” + 


Shaw, who has been appointed chair- | 


FIGURES TO FILE 
Nielsen Net TV ..... fiasnanteapuenty Page 72 
Network Radio's Top 

Advertisers 
October Ad Volume in 
Reet Publicati 


REGULAR FEATURES 


Mission Macaroni Co. offers a free spa- 
ghetti dinner for four in a new promo- 
tion just launched in five states .Page 57 


By-Line Club offers advertisers the 
chance to place commercial plugs in up 
to 800 unsyndicated newspaper col- 
CED vismceeiittitpeiectnenatitintinataaciens Page 64 | 


Robert W. Sarnoff, chairman of the Na- 
tional Broadcasting Co., and Joseph Ep- 
stein Sr., exec vp of Fitzgerald Adver- 
tising agency, will be featured speakers 
at the fifth annual convention of the 
Broadcaster’s Promotion Assn. starting 
Nov. 14 in New Orleans ................Page 67 


Galbraith-Hoffman and Rogers & Collins 
merge to form Galbraith, Hoffman & 


| Advertising Market Place 
| Along Media Path .. 
| Coming Conventions . 
Creative Man's Corner . 
Editorials 
Getting Personal 
Information for Advertisers . 
Merchandising Ideas 
Obituaries .......... espana 
On the Legal Front | 

On the Merchandising Front 
Photographic Review 
Rough Proofs ....... 
This Week in Washington on 
Tyler Picks Ten 
Versatile Adman 
Voice of the Advertiser ....... 
What They're Saying 


Davis & Eng Is New 
‘Pharmaceutical Shop 


New York, Nov. 11—Davis & 
| Eng, a new agency in the pharma- 
|ceutical field, has been formed 
| here. 

The principals—Maxon Davis 
jand James M. Eng—are both ethi- 
cal drug advertising veterans. Mr. 
| Davis resigned recently from Sud- 
\ler & Hennessey. Previously, he 
|was with McCann-Erickson and 
| William Douglas McAdams Inc. 
Mr. Eng, a designer, also worked 


| 
| 


og | 10° Sudler & Hennessey at one 


|time, but for the past four years 
he has been president of Pharma- 


|ceutical Advertising Associates, a 


house agency for Purdue Frederick. 
Davis & Eng will be located at 65 
E. 55th St. The agency said that in 


| addition to ethical drugs it will be 


prepared to handle products which 


gs | are advertised directly to the con- 
te | sumer. = 
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Six-Page Ad in 
‘Life’ Spearheads 
Rexall Yule Drive 


Los ANGELEs, Nov. 9—Spear- 
headed by a six-page four-color ad 
in the Nov. 14 Life featuring 26 
items, Rexall Drug Co. will again 
hold a “Chris Jingle” Christmas 
promotion in its 10,000 member 
drug stores. The promotion was 
first used last year, when eight 
pages in This Week Magazine 
kicked it off. 

Supporting advertising will in- 
clude commercials on “National 
Velvet” (NBC-TV) and distribu- 
tion of several million circulars 
throughout the country. 


s Items advertised include Christ- 
mas products and drug store sun- 
dries, most priced under $5. In the 
stores, each of the advertised items 
will be marked with Chris Jingle 
string tags, price cards and tickets 
reading, “As advertised in Life.” 
Point of sale material also includes 
giant blowups of the six-page ad. 
The promotion is tied together by 
the use of the Chris Jingle charac- 
ter, which is also offered for sale 
in the form of a plush, stuffed ani- 
mal, presumably a fawn. 

Batten, Barton, Durstine & Os- 
born is the agency. # 


Hearst Sale of 
‘Times’ Startles 
Detroit Market 


Detro1’, Nov. 8—The Detroit 
Times, which began life 60 years 


ago as Detroit Today, became a| 


part of Detroit’s yesterday this 
week. 

Its memory survives in the De- 
troit News logotype. The News has 
bought t-e newspaper, for a re- 
ported $10,000,000, from Hearst, 
and the News will incorporate 
many Hearst features carried in 
the Times, including The American 
Weekly, into its own pages. 

The announcement of the pur- 
chase surprised everyone, including 
most Times employes. Reports of 
the Times’ demise were made pub- 
lic via radio in the Detroit area on 
Sunday. The Times did not print 
on Monday morning. 


s According to the Hearst an- 
nouncement, the Times was beset 
with problems common to other 
metropelitan papers. 
costs, including labor, newsprint, 
equipment and supplies of every 
nature, have risen far more rapidly 
than have revenues,” the an- 
nouncement said. 

The paper was founded by James 
Schermerhorn on Oct. 1, 1900. 

When Hearst bought the paper 
in 1921 at a receiver’s sale, its cir- 
culation was 26,000. Daily circula- 
tion reached a peak 440,000 in 1950, 
and at its most recent ABC audit 
it had a circulation of 373,275. The 
Sunday edition was started in 1922, 
reached a peak 625,000 in March, 

(Continued on Page 132) 


Advertising Age, November 14, 1960 


9d Fen small budgets buy 


je 100K FOR CHRIS SINGLE ON THESE PRODUCTS FEATURED AT YOUR REXALL DRUG STORE TURN THE PAGE FOR MANY MORE WONDERFUL GIFT VALUES FEATURED AT PEXAL: 


YULE SPREAD—These are two of the six pages Rexall is running in the 
Nov. 14 Life. Marketers of the products shared costs with Rexall. 


Election Motif Rampant 
in TV Voting Coverage 


New York, Nov. 10—When the the best man is your man. But the 
networks went on the air election | best washer always wins...” 
night, the candidates’ race for) 


the sponsors’ race for viewers was | minute local cut-ins about every 
just beginning. Taking advantage | half-hour. On WCBS-TV, New 
of the dramatic setting, many ad-| York, this time was bought by 


messages to the election theme. 

Betty Furness, in her finale as| by Tony Marvin, with the election 
spokeswoman for Westinghouse | tally boards as a backdrop. Mr. 
Electric (see story on Page 1),| Marvin asked, “Did you exercise 
made frequent reference to the| your right to the secret ballot? I 
returns on CBS. At one point, the| hope you also exercise your right 
network’s news anchor man, Wal-|to the secret ingredient in Chock 
ter Cronkite, said, “Now we go to| Full O’ Nuts coffee...” 


votes was pretty much over, but|™ The networks provided five- | 


NEw York, Nov. 10—‘‘The small- 
er agency business is a very un- 
promising affair. There’s some- 
thing going on in this business 
that requires size. I see very few 
examples to the contrary.” 

Thus President Mort Heineman, 
who started in advertising with 
$200 in 1928, philosophized today 
about his decision to merge his 
| present agency—-Heineman, Klein- 
| feld, Shaw & Joseph—into one with 
|} an even longer name, Kastor, Hil- 
|ton, Chesley, Clifford & Atherton, 
|effective Dec. 1. 
| The Heineman agency, originally 
|known as Franklin Bruck Adver- 
| tising Corp. when it was founded 
| in 1934, billed slightly over $5,000,- 
000 at its height in 1957-58, ac- 
|cording to Mr. Heineman. Today, 
' billings are reported slightly be- 
| low the $2,000,000 mark. 

At the new agency, Mr. Heine- 
|man will be a senior vp and mem- 
ber of the management committee 
and plans board. He brings with 


vertisers tied their commercial|Chock Full O’ Nuts. Commercials | him key executives and personnel | 
\for the coffee were delivered live |—about eight or ten—and all ac- | 


| counts. 

|@ Major clients include E. Regens- 
|burg & Sons (Admiration cigars), 
|Antoine de Paris cosmetics and 
|Lane Bryant (Over Five-Seven 
|shops). The agency has also spe- 


Kastor, Hilton Acquisition of 
Heineman, Kleinfeld Is 5th Since ‘57 


‘Something in Ad 
_ Business Requires Size,’ 
| Philosophizes Heineman 


into our agency. We work on their 
business and they work on ours. 
Most of the mergers that fail do 
so because everybody continues to 
do the same things they were doing 
before, without getting the bene- 
fits of contact with each other.” # 


Benton & Bowles 
Leaves $400,000 


Red Cap Ale 


| New York, Nov. 9—Benton & 
|Bowles and Carling Brewing Co., 
| Cleveland, have agreed to end their 
|ll-year relationship at the end of 
| the year, leaving the agency free to 
| solicit a bigger account. 

The agency had contemplated 
|the break for two years because 
|the Red Cap ale portion of the 
|Carling account which it handles 
|has decreased from the time that 
| it was taken over. Initially the ac- 
|count billed about $1,000,000, but 
|it dropped to $400,000 this year. 
Benton & Bowles got the account 
| from Leo Burnett Co. but, just 
| about the time B&B took over, 
|\Carling “decided to pull in its 
|horns a bit.” Essentially, an agency 
| source said, the ale account has not 
been profitable. “If it had growth 
|potentialities, we would go along 


Betty Furness for her report.” The 


ness, who stood before a mock | 
election map of the U.S. She said, | 
“Our report comes from Bellevue, | 
Wash., from another Westinghouse | 
total electric home...” 
| At another point, Miss Furness | 
began, “Does the best man always | 


win an election? That depends if | 


On NBC-TV, Remington Rand | 


camera then switched to Miss Fur-| electric shaver division of Sperry selling field, among them Fashion | 


Rand ran an ad which showed an | 
announcer interrupting a man in a | 
voting booth to ask him, “What’s | 
going on in there—a new way to} 
vote?” Coming out of the booth | 
with a Remington shaver in hand, 
the man replies, “No, a new way 
(Continued on Page 131) 


VP Rule at Mullican 
Ends; Meeker Named 
President of Agency 


LOUISVILLE, Nov. 9—After a year 
with four partners—all vps—at the 
helm, Mullican Co. has a president 
again. C. Kenneth Meeker, one of 
the quadrumvirate, was elected to 
the post, which had been vacant 
since Sept. 1, 1959, when Howard J. 


“Publishing | 


Perry was elected chairman of the 
board. 


. At the 1960 meeting of the board, 


selor, on a semi-retired basis. His 
successor as board chairman is Ar- 
thur A. Klein, likewise a former 
vp. 

Miss Roberta J. Richardson, for- 
merly vp and general manager, 
was named exec vp. Reelected to 
their old posts were Barksdale F. 
Roberts, vp; and Elizabeth Diecks, 
secretary-treasurer. 


|@ Mr. Meeker, who is chief execu- 

tive officer of the agency, has been 
with Mullican for six years. He was 
formerly with CBS Radio, New 
York, and WHAS, Louisville radio 
| station. + 


— 


ANDO LOAN ASSOCIATION 


J 


a , 
| Prudential Savings | 


ST. LOUIS FIRST—The Prudential Savings & Loan Assn. has launched 


what it believes to be the first 


double-panel outdoor advertising 


campaign in the St. Louis area. The campaign will continue for 12 


months, with a copy change every 40 days. Katzif-George-Wemhoe- 
ner is the agency. 


Crane Narrows 
Contenders to 4 


Cuicaco, Nov. 10—Crane Co. has 
narrowed a list of agencies down 
to four “finalists,” and the com- | 
| pany is planning to appoint a new 
|agency next week. 

Crane, which has been busy 
talking to agencies since N. W. 
Ayer & Son resigned the account 
last week (AA, Nov. 7), told Ap- 


cialized in accounts in the direct | with it,” he said. 
Robert C. Garretson, Carling vp 
Frocks, Cort men’s cosmetics, Sig- |of marketing, told ADVERTISING AGE 
net Club Plan and Charles Chester | that he does not plan to talk to any 
Shoe Co. agencies about the Red Cap account 
For Kastor, Hilton, this is the until after Jan. 1. “We are going to 
fifth merger—second in 1960— | ‘ke a look around and make a 
since the then Kastor, Farrell, |complete economic analysis of the 
Chesley & Clifford agency em-| account before we talk to anyone,” 
barked on an acquisition program | he said. He added that Red Cap ale 
in 1957 with the merger of Hilton | @s been billing about $500,000. 
& Riggio. In 1958 Atherton & Cur-| 
rier was acquired. In 1959 Herschel |® It seemed to be no secret in the 
Z. Deutsch and earlier this year, brewing industry that B&B was 
Sterling Advertising. gunning for one of the bigger ac- 
|counts. An agency man admitted 
s Henry Kastor Kahn, chairman as much. “If one of the six or seven 
of the agency, said the latest ac-|large brewers is disenchanted with 
quisition has put it at the $20,000,- | its agency, then B&B would be 
000 billing level. happy to compete for its services,” 
Commenting on the mergers of|he said. 
the last four years, he said; “We’ve| Carling, which made the break 
been able to integrate these people | (Continued on Page 140) 


J&J's Cough Medicine Comes of Age; 


'with some 24 agencies. Although 


with some 24 agencies. Axhoues TW Ads Aim Arrestin at Adult Market 


Mr. Perry was named senior coun- | the company declined to say who | 


| the four finalists were, it was dis- 
|closed that two are Chicago agen- 
|cies; the other two have headquar- 
jters in New York. 

| Ayer, which resigned the ac- 
jcount after handling Crane just 
|one year, said that Crane’s expan- 
|sion into the air conditioning field 
| creating a conflict with Carrier 
|Corp., an Ayer client since 1945. 
| However, it is common knowledge 
that among other economy meas- 
ures initiated by the new Crane 
|management, the company’s ad- 
vertising budget was slashed 
sharply this past year. 


# One source has estimated that 
‘Crane will spend $1,500,000 for 
jadvertising this year. Other 
sources have told. AA, however, 
that the expenditures will run 
much closer to $500,000. + 


Arcair to Swink 

Arcair Co., Lancaster, O., has ap- 
pointed Howard Swink Advertis- 
ing, Marion, O., its agency. Arcair 
|makes metal cutting torches and 
lelectrodes. Harry M. Miller Inc., 
Columbus, was the previous agen- 
cy. 


| New Brunswick, N. J., Nov. 10—j|bearing the namie Arrestin was 
Johnson & Johnson has switched | pasted on the bottle cap, but the 
the marketing approach for its|Arrestin name appears nowhere 
|cough medicine from a children’s | else and the folder inside the car- 
to an all-purpose product promo-/|ton discusses J&J Cough Medicine 
tion. |for children. 

J&J Cough Medicine for children| Other J&J proprietary products 
was originally marketed last year. | include a liquid aspirin, nose drops 
The same formula, containing ajand spray, a chest rub and a 
non-narcotic cough depressant! mouthwash, the latter now in test 
called d-Methorphan, is now called | markets. 

Arrestin. It is being introduced na- 


pe a Sige advertising mostly in REM DRIVE INCLUDES 
network television, although spot| 
ty is also running. THERMOMETER OFFER 
A new advertising theme will be| JERSEY Crty, Nov. §9—Rem cough 
along the lines of “More cough re- | ™edicine, made by Block Drug Co., 
lief per spoonful than any leading has come up with a natural tie-in 
advertised brand.” This is a switch Premium for cold sufferers. A fever 
from the earlier theme—‘“Contains | thermometer, valued at $1.50, is 
more safe cough relief than ever | being offered for 50¢ and a Rem 
before possible without prescrip- | 0x top. ane } 
tion.” N. W. Ayer & Son handles} In addition, Block said it plans 
the account. | the most extensive ad campaign in 
Rem’s history, to run through the 
s The product was supposed to be cough and cold season, on network 
repackaged in keeping with the television in combination with spot 
new selling angle, but in at least tv, newspapers and radio. Rem’s 
one instance, advertising has been decongesting action will be stressed 
running ahead of repackaging. In in this advertising. Lawrence C. 
Chicago, bottles were available this Gumbinner Advertising is the Rem 
week in which a round sticker | agency. + 
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Conti Suit Asks 
$350,000, Charges 


Injunction Broken 


Armand-Richards, Hit 
in ‘Account Piracy’ Case, 
Countersues on ‘Fraud’ 


RipGewoop, N.J., Nov. 9—Three 
former employes of Conti Adver- 
tising Agency who set up their own 
agency, Armand-Richards, are 
scheduled to appear in superior 
court Nov. 16, charged with con- 
tempt of a temporary injunction 
forbidding them to solicit or do 
business with clients of the Conti 
agency. 

The three are Armand Bagar, 
Richard McCarthy and Richard 
Neygro, principals in Armand- 


agency in January, 1959; Mr. Ney-| trustee as was allegedly required, 


gro and Mr. McCarthy in Decem- 
| ber, 1959. 

| The defendants are accused of 
| violating the terms of their em- 
| ployment contracts, including a 
|clause forbidding solicitation or 
|servicing of Conti clients for a peri- 
od of two years after leaving Conti. 
They have denied the charges. 

Suit was entered several months 
ago and in July, Conti obtained a 
temporary injunction which the 
defendants are now accused of vi- 
olating. Mr. Conti alleges damages 
totaling $350,000. 


= In a separate and later action, 
Mr. McCarthy, exec vp of Armand- 
Richards, has filed a fraud com- 
plaint against the Conti agency and 
Edward Conti, president, dealing 
|with payments for insurance pre- 
| miums on Mr. Conti’s life, deducted 
from Mr. McCarthy’s salary, which 
| were to be applied toward the se- 
|curing of Conti Advertising stock. 


and that the premiums he paid be- 
tween February, 1956, and Decem- 
ber, 1959, have not been returned 
to him. Action on this suit has been 
postponed. + 


Beef to Pacific National : 

Washington Beef Council, El- 
lensburg, has named the Seattle 
office of Pacific National Adver- 
tising Agency to direct a promo- 
tion program for Washington state 
beef. A relatively inactive account 
previously, the council has not 
used an agency recently and has 
not yet determined the budget for 
the new campaign. 


Transfilm-Caravel Names Two 

William E. Huston, previously 
director of international sales of 
Filmways Inc., has been named 
to the new post of vp in charge of 
tv commercials of Transfilm-Ca- 
ravel, New York, tv film producer. 
Transfilm also has named Peter 


| Mr. McCarthy charges that the A. Griffith, an account executive- 


Richards. Mr. Bagar left the Conti’ stock was never deposited with a’ producer, a vp. 


Retailers love to see families like this walk 
into their stores. OUR SUNDAY VISITOR 
and THE REGISTER specialize in reaching 
these bigger families—Catholic families who 
prove pleasingly responsive to national ad- 
vertisers who tell our readers about their 


products! 


If bigger, more youthful, families are just 
what you need to build sales volume for 
your products—look into the Our Sunda 
Visitor-Register Unit. It’s the “package” 
that delivers an audience absolutely unique 
in character and BUY-ABILITY. Make us 


prove this today! 
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What every advertiser should know 


about OSV-Register families 


1,764,362 solid A.B.C. circulation. 
In 1959, they welcomed 332,371 new babies 


into their homes—more than were born in 


the same year in New York City, Chicago, 
Baltimore and Boston combined! 

78% live in their own homes! 

Median income is $6,317. 

About 23% will be in-the market for an 
automobile in 1961. 

They’re thirsty—93% use soft drinks regu- 


larly in the home! 


Our Sunpay Visitor - Recister Unit 


21.8% COVERAGE OF THE ENTIRE U.S. CATHOLIC MARKET 
Represented nationally by 

c. D. BERTOLET & COMPANY, INC. 
CHICAGO-30 N. Dearborn St., CEntral 6-0481 © NEW YORK-10 E. 39th St., Room 519/LExington 2-818¢ 
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City Slicker Aura 


Hurts Ad Field, 
Says Taubeneck 


Decentralize, Humanize, 
Adcrafters Are Advised 
by Detroit Publisher 


Detroit, Nov. 9—Advertising’s 
image would improve if (1) New 
York ceased to be the center of ad 
activity; (2) slick-looking admen 
would switch to sports shirts; and 
(3) ads were more delightful to 
read. 

Admitting that his suggestions 
were not likely to be followed, 
George Taubeneck, board chair- 
man of Business News Publishing 
Co., Detroit, told the Adcraft Club 
of Detroit that they were, nonethe- 
less, ‘worth mentioning. 

“First, disperse the advertising 
activity further, getting it out of 
New York City. The New York 
connotation rubs off badly in other 
sections of the country. The pub- 
large has been sold the 
image of slick guys, doing slick 


things in a city of slickers. I am | 


not implying that this is true,” 


Mr. Taubeneck said, “but merely | 


reporting impressions that exist, 
due to fictional writing of recent 
years and such books as Vance 
Packard's. 


® “Secondly,” Mr. Taubeneck said, | 


“T think a bit of dishevelment 
would improve the image of ad- 
vertising in the minds of the gen- 
eral public. The average 
distrust again is of the dude and 
the city slicker. False though the 


image may be, it is quite commonly | 
B® \held, and it has become solid’ 


man’s | 


enough so that in recent years it 
has attracted dudes to the business. 
This is a sportshirt economy in 
which we are living, and the peo- 
| ple preparing our advertising could 
| use a little of that sort of environ- 
|ment. 

“Thirdly, as my final point,” the 
publishing executive said, “I think 
we could use more delight in ad- 
vertising. We are making too much 
of a mechanical job of advertis- 
ing production, at the expense of 
creativity. Abroad, advertising has 
a very fine public image, because 
there admen don’t indulge so much 
in the hard sell. Their advertise- 
ments are a delight to read,” ac- 
cording to Mr. Taubeneck. 

The ultimate solution heard from 
some other sources—increased gov- 
ernmental regulation—would be 
“fatal to creativity” and a danger- 
ous curb on the freedom of the 
press, he said. + 


Baltimore Dailies Boost Price 
Street sale prices of the Balti- 
more Sun, the Baltimore Evening 
Sun and the Baltimore News-Post 
were hiked from 5¢ to 7¢, and the 
home delivered price went up from 
30¢ to 35¢ per week. Prices of Sun- 
day editions remain the same. 
Rising costs were cited as the 


| Feason for the increase. 


|Barron Proctor Resigns 


| Barron R. Proctor has resigned 
|as chairman and treasurer of Car- 
| penter-Proctor Inc., Newark and 
|New York, and has sold his inter- 
jest in the five-year-old agency. 
|His future plans are unannounced. 


Leber & Katz Names Youngclaus 
| Arthur Youngclaus, a member 
of the art staff at Leber & Katz, 
New York, has been appointed art 
department manager. Another art 
staffer, Elinore Gustafson, has 
been named his assistant. 


In the 
Top 20 in 


Total Retail Sales 


Cultivate Apparel 


In the South’s top markets—highly industrialized Greens- 


boro ranks high in Apparel 


Store Sales ahead of Chatta- 


nooga and close behind primary markets like Richmond 
and Mobile. To harvest this rich dollar crop, your clothing 
advertising should wear the label of the Greensboro News 


and Record—the only mediu 
the Greensboro Market and 
of North Carolina. Over 100 
readers. 


m with dominant coverage in 
selling influence in over half 
,000 circulation: over 400,000 


Write on company letterhead for “1960 Major U. S. Mar- 
kets Analysis” Brochure of all 300 Metropolitan Markets. 


Greensboro—In the Top 20 Retail Markets 


of the South and in th 


Sci 


GREENSBORO, NORTH CAROLINA 


e Top 100 of the Nation 


greensboro News and Record | 


he: Yoke 


Represented Nationally by Jann & Kelley, Inc. 
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USING IT THIS WEEK? 


In today’s savagely competitive market, more and more advertisers are turning to the 
selling power of THIS WEEK Magazine. Top Manufacturers will 
invest $11,780,000 in THIS WEEK Magazine in just the last quarter 
of 1960 alone—an increase of 5% over 1959! 


_ Check these top advertisers 
November 13, 1960 who are using it this week! 


|| SEX-PAGE INSERT Ee 
“Tis Week. --ercscvevorsrne | SESE | 


m | ~ PAGE . 
MAGAZIN ij Birds Eye Frozen Foods ae 
Book-of-The-Month Club, Inc.— 

Young Readers of America Pes 
Brach’s Candy 
Combination Advertisement — 

Betty Crocker Pie Crust Mix & 

Borden’s None Such Mince Meat 
Eureka-Williams Corp.—Vacuum Cleaners 
General Mills, Inc.—Betty Crocker Products 
Helene Curtis Spray Net 
Libby’s Beef Stew 
Lipton’s Soup Mixes 
Mazola 
St. Joseph Family Almanac Calendar 
Swans Down Cream Puff-Eclair Mix 


SEVEN-TENTHS OF A PAGE 
Woodbury Beauty Bar 


THREE-FIFTHS OF A PAGE 


Dual Filter Tareyton 
General Foods Corporation— 
German’s Sweet Chocolate 
Baker’s Angel Flake Coconut 
Swans Down Cake Flour 
Mission Pak Co.—Mission Folk Fruit Gifts 
Johnson Sea-Horse Motors 
Knox Gelatine 


HALF-PAGE 


Karo 

Proctor Silex Corporation — Silex Products 
Reynolds Wrap 

Scott Paper Company—Waldorf Tissue 


OTHER 


Campana — Italian Balm 

Campho-Phenique Antiseptic 

Clark-Cleveland, Inc.—Fasteeth 

Cream of Rice 

Costume Jewelry by Albert Weiss 

Dr. Scholl's Air-Pillo Insoles 

General Electric Company—Telechron 

Good-Aire Air Freshener 

Hamilton Beach Company—Super Mixette | 

Kitchen Bouquet a 

John G. Marshall Manufacturing, Inc.— sone 
Photo Painting Pencils ye 

Murine # 

Pittsburgh Plate Glass Company— 
High-Fidelity® Mirrors 


a all-star 
roundup ! 
* Malik * erty 
* lender 
«Cantinilas 
+ Wodehouse 
*Linkletter 
+ Paddleford 
/lsRONe 
Bouche on: 
a 
( 
a a 
on beauty 
feature 


Pro-Phy-Lac-Tic Tote Tooth Brush = 
Richardson After-Dinner? Mints te 
Selfix Products Company kG 


Sleex Products Div. of the 
Formfit Company 

Stardust Hotel — Las Vegas 

Tru-Aids Dental Cushions 

The Vick Company—Vicks Inhaler 
Vicks Va-tro-nol 

Westclox Watches, 
Division of General Time 


To move goods fastest...use 


THE MOST POWERFUL SELLING FORCE 
IN PRINT! crx» 13,000,000 | 
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Thompson Named 
to Head New MPA 


International Unit 


New York, Nov. 11—The Maga- 
zine Publishers Assn. has estab- 
lished an international committee 
to handle overseas affairs, and has 
appointed Harry C. Thompson, di- 
rector of Newsweek International, 
to head it. 

The committee will offer a vari- 
ety of services to MPA members 
and agencies and advertisers both 
in the U.S. and overseas. It will 
provide: 


e Statistical information on read- 
ership, circulation and advertising 
of international magazines. 


e Data on national and interna- 
tional postage and freight rates, 
tariffs, currency restrictions and 
censorship problems. 


e Information on international 
magazines to advertisers and agen- 
cies in the U.S. and abroad. 


e Information of research, adver- 
tising and promotion opportunities 
for MPA members. In addition, the 
committee will represent MPA in 
such matters as the shipment of 
extra and returned copies of maga- 
zines overseas for free distribution 
through government propaganda 
agencies. 

The MPA said that in behalf of 
domestic magazines, the committee 
will “attempt to provide informa- 
tion to advertisers placing adver- 
tising to the American market di- 
rect from overseas.” 


s Committee members under Mr. 
Thompson’s chairmanship will 
concentrate in three areas. Adver- 
tising and sales promotion will be 
handled by Arthur B. Whitcomb, | 
Vision Inc.; Eugene Wyeneth, Mc- 
| Graw-Hill International Corp.; and 
|Geraid Broidy, Time-Life Interna- 
| tional. 

Circulation and distribution will 
be handled by Donald B. Stedman, 
Curtis Circulation Co.; David W. 


Ballard, Time-Life International, 


and Paul R. Lilly, Dell Publishing | 


Co. 

Traffic matters will be the re- 
sponsibility of Raymond Graulich, 
Time-Life International; John D. 
Martelock, Curtis Publishing Co., 
and Charles W. Edward, U.S. News 
& World Report. 

In announcing formation of the 
international committee, MPA said 
circulation and ad revenue of 
American-owned magazines over- 
seas is approaching the $100,000,- 
000 mark. Advertising in interna- 


tional publications which circulate | 7 % 


only outside the U.S. will reach 
about $34,000,000 this year. Amer- 
ican consumer, business, trade and 
technical publications have a total 


Advertising Age, November 14, 1960 


Overseas circulation of more than | "a= 


14,200,000 copies an issue, repre- 
senting an income of between $50,- 


| 000,000 and $60,000,000 each year, 


MPA added. # 


WLS Moves Studios 

WLS, Chicago radio station, has 
moved its studios and offices to 
360 N. Michigan Ave. 


| Nov. 21 Life launches a new series 
|scheduled by Edison Electric In- 


stitute to promote “how clean 

flameless electric house heating can 

be.” Ad will follow in other maga- 

zines. Compton Advertising is the 
agency. 


ees 


... it’s as easy and productive as panning in 
Fort Knox! Put your product story before 
the readers of INDUSTRIAL EQUIP- 
MENT NEWS. There are 80,000 of them 
...important, multi-functional executives 
from all phases of U. S. industry . . . from 
more than 40,000 plants representing more 
than 4/5ths of the gross national product! 

With circulation like this — an exclusive 
circulation built on Thomas Register’s con- 
tinuing census of U. S. business and busi- 
nessmen — you reach all U. S. markets for 


ing problems. 


your products, including the ones you now 
sell and hope to sell in the future. 

And because of the caliber of IEN’s edi- 
torial material .. . 
treatment — you can bet your last nugget 
that IEN is turned-to and returned-to by 
its readers in a constant search for products 
that will solve their current and ever-chang- 


its exciting new cover 


You owe it to yourself to get all the facts 
on this exciting, resultful medium—and you 
can: just ask for our latest Media Data File. 


good for selling... because it’s used for buying 


Industrial Equipment News m@ 


, 461 Eighth Avenue, New York 1,.N. Y. | 7homas Publishing Company 


Affiliated with Thomas Register 
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Quebec Budgets 
$3,000,000 for 


Tourism Drive 


MontTrREAL, Nov. 8—Advertising 
totaling about $3,000,000 will fall 
in the laps of U.S. and Canadian 
publications next year when Que- 
bec Premier Jean Lesage outlines 
a program to lure more tourists 
abroad, ADVERTISING AGE learned 
exclusively today. Mr. Lesage, 
since coming to power as leader 
of the Liberal Party after defeat- 
ing the National Union Group last 
June, has let it be known in no 
uncertain terms that Quebec isn’t 
attracting a sufficient number of 
tourists. He claims that Mexico and 
Florida are getting more. 

It is also expected that a French 
Canadian cultural affairs depart- 
ment will be created to work full 
time on an advertising campaign to 
promote tourism. 


= Desbarats Advertising Agency 
has long held the Quebec account 
and is expected to remain active in 
the stepped-up program, although 
it was rumored here today that the 
government is shopping for other 
agencies to assist in preparation of 
specialized copy. 


SECOND QUEBEC PUSH 
IS AIMED AT EUROPE 

MONTREAL, Nov. 9—To attract 
European tourists—and fishermen 
—to French Canada, the Quebec 
government today decided to spend 
nearly $1,000,000. 

Ads will be placed in leading 
London, Paris and Berlin maga- 
zines and newspapers on the rec- 
ommendation of George LaPalme, 
Quebec attorney general, who re- 
cently returned from an extended 
tour in Europe. He suggested the 
ads feature fishing and recreational 
centers in color. 


s The provincial government is re- 
ported to be shopping in Europe 
for an agency, but ADVERTISING AGE 
has learned that most of the budget 
approved today will remain with 
Desbarats Advertising Agency, long 
associated with the government. M. 
LaPalme reportedly recommended 
the opening of Quebec tourist bu- 
reaus in London, Paris and Berlin, 
predicting that the move would pay 
off in the next few years. + 


United Artists Names Three 

Mori Krushen, formerly national 
exploitation manager of United 
Artists Corp., New York, motion 
|picture producer, has been pro- 
|moted to the new post of director 
lof press and exhibitor relations. 
| Al Fisher, previously assistant ex- 
|ploitation manager, succeeds Mr. 
|Krushen. United Artists also has 
| named Gabe Sumner publicity 
|}manager, replacing Burt Sloane, 
|who is on an indefinite leave of 
|absence. Mr. Sumner formerly was 
la partner in Sumner & Friedkin 
| Associates, a publicity company. 


‘Chain Store Age’ Names Three 
| Chain Store Age, New York, has 
jadvanced William Waddington, 
|formerly midwestern advertising 
|manager of the executive edition, 
|to publishing director of that edi- 
‘tion. Albert R. Charlton, formerly 
'with the Chicago Tribune, has 
joined the Chicago advertising 
sales staff of the restaurant edi- 
tions. Floyd P. Hall, previously 
with the Milwaukee Journal, has 
joined the West Coast advertising 
sales staff. 


Parker Advances Smith 

Harry B. Smith, account exec- 
utive of Parker Advertising, Sag- 
inaw, Mich., has been elected to 
the board of directors and named 
vp in charge of pr. 
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Py RAH! 
4p RAH! RAH! 
“THE OCTOBER 
fa 29TH SATURDAY 
4 EVENING POST TOPPED 
“agp 6,500,000 CIRCULATION- 
a” A FULL THREE MONTHS BEFORE 


fgg” DEMAND. CHECK THE STANDS. THAT’S WHERE THE 
Gay PEOPLE PICK AND CHOOSE. THAT’S WHERE A FAN 
“‘¥@ SHOWS HIS TRUE COLORS. AND WE RACK UP A LEAD OF 
ABOUT 2 TO 1 OVER THE OTHER BIG WEEKLY ON NEWS- 
STANDS, WEEK AFTER WEEK. SO JOIN US OVER ON THE 
WINNING SIDE. WE’LL BE THE ONES YELLING “QUANTITY 
WITH QUALITY— YEA!” AND WEARING THE EXTRA- 
BROAD GRINS. THE SATURDAY EVENING POST: 
6,500,000. RAH! RAH! RAH! THE SATURDAY EVE- 
NING POST: 6,500,000. RAH! RAH! RAH! THE 
SATURDAY EVENING POST: 6,500,000. RAH! 
RAH! RAH! THE SATURDAY EVENING POST: 
6,500,000. RAH! RAH! RAH! THE SAT- 
URDAY EVENING POST: 6,500,000. 
RAH! RAH! RAH! THE SATURDAY 
EVENING POST: 6,500,000. RAH! 
RAH! RAH! THE SATURDAY 
EVENING POST: 6,500,000. 
RAH! RAH! RAH! THE SAT- 
URDAY EVENING POST. 
RAH! RAH! RAH! 
RAH! RAH! 
RAH! 


The Saturday Evening 


POST 


THE INFLUENTIALS’ MAGAZINE 


A CURTIO MAGAZING 
@ 
‘ 


READERS TURN AND RETURN TO YOUR AD 
PAGE IN THE POST—THE HI-FREQUENCY WEEKLY! 


Publisher's estimate 
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s Ys ing cool in the jazz sense. The | soles—like walking on air.” “With- | 
Endicott J ohnson words are set to a soft jazz instru- | out a care, man, without a care.” + | 


mental background. 4 hice ar. oN oe 
Adopts J azz Theme Retailers selling the shoes will! Floridg Gets $50,000 for Jepae 
to Lure Cool Cats 


give away standard-size 45 rpm 
BINGHAMTON, N. Y., Nov. 8—En- 


dicott-Johnson Corp. is threatening 
to become one of the jazz capitals 
of the world. 

The formerly plain-talking shoe 
company is taking a new, jazzy 
approach to the job of selling its 
product. 


And the reference to jazz is not | 


intended to be figurative. Ed 
Mooney, E-J’s marketing chief, 
provided a peek into the company’s 
new bag of tricks. 

The company apparently has de- 
cided that the way to cultivate the 
jazz-minded teen agers, the go-cart 


records containing the “mood mu- 
|sic”’ unembellished with the ad 
dialog. 

Another promotion for a line of 
male footwear is keyed to giving 
away go-carts in merchant-spon- 
sored contests. 

Still another promotion will aim 
at exploiting the interest of flexi- 
bly-muscled young citizens in the 
art of bouncing on a trampoline. 
Guess what will be given away in 
contests on the retail level? 


® The accompanying jingles will 
give the idea that wearing a cer- 
tain type of shoe makes you feel as 
if you’re on one of the contraptions. 


Additional Tourist Promotion 

Florida State Development Com- 
mission, Tallahassee, has received 
$50,000 from the state cabinet to 
advertise Florida in northern 
newspapers in order to sway tour- | 
ists still undecided as to whether to 
take winter vacations. The com- 
mission did not have 1¢ left from 
its regular tourist promotion budg- | 
et to pay for the additional ad pro- 
gram, B. R. Fuller, director of the 
commission, said. 

Mr. Fuller added that a study 
showed many persons who had} 
made inquiry about Florida vaca- | 


| 


tions were staying at home, saving | 


< BLENDED IO 


is part of a consumer campaign by Cannon Mills for its new Pima- 


set and the trampoline faddists is their money. He said the proposed blend Cannon Combspun Percale sheets. Four-color bleed second 

to join them. Again there’s the jazz background, | Color advertisements in four east- | covers will be used in McCall’s and Better Homes & Gardens in De- 
this time a brisk rhythm. : ern and midwestern newspaper | cember. N. W. Ayer & Son is the agency. 

# One jingle emphasizes coolness,| Imagine if you can this bit of| ™agazine sections would aim to | 

for a line of shoes using the same|dialog, the first line chanted by| “tip the scales” for many tourists; _ ‘ 

theme. It’s not necessarily a sum-|a male voice, the second caressed | toward coming to Florida. Money | will come from the state deficiency 


mer line—the pitch is keyed to be-| by a female voice: “E-J cushion| for the supplementary ad program appropriation. 


' 


Competitors in Dark... 


Cannon Secrecy 
Ends as Pima 
Drive Begins 


PHILADELPHIA, Nov. 9—A wall of 
secrecy built by Cannon Mills 
around its new Pima-blend Comb- 
spun percale sheets and pillow 
cases has come tumbling down. 

A luxurious long-staple fiber, 
pima was previously used only in 
premium-priced sheets. When 
Cannon decided to add a pima 
blend to all its Combspun percale 
sheets and to keep this competitive 
advantage from competitors, it 
disguised its unusually heavy pima 
purchases by reports that it was 
expanding its luxury line. 

When shipments began early 
last summer, the new sheets were 
wrapped in conventional packages. 
This enabled Cannon to say— 
truthfully—that Pima-blend was 
already in the stores’ stockrooms, 
ready to be promoted when a spe- 
cial red sticker was attached. 


s A two-stage trade campaign in- 
cluded ‘a two-color teaser page in 
Department Store Economist, Mer- 
chants Trade Journal and Linens 
and Domestics, posing the ques- 
tion, “What is Cannon’s Best Kept 
Secret,” with an oversize question 
mark. The package and red sticker 
were illustrated, but key words 
were obscured by a thumb. This 
was followed by a two-color 
spread in the same publications, 
stating, “Now ... In Your Stock- 
room At No Increase in Price .. . 
Cannon Combspun Percales 
Blended with PIMA ... Added 
Luxury, Added Smoothness, Add- 
ed Life, but NO Added Cost!” B&w 
ads were used in Daily News Rec- 


Why appliance advertisers put us first among all ord. 


|@ The consumer campaign, now 
under way, includes a four-color 
| spread in November Ladies’ Home 
Journal and four-color bleed sec- 
ond covers in December issues of 
Among New York's evening newspapers, | Better Homes & Gardens and Mc- 
the World-Telegram is: Call’s, heralding the “Greatest 
tek iia | Sheet News in Years ... Now 
* First in Retail Advertising | PIMA Is Blended into All Cannon 
* First in Financial Advertising | Combspun Percale Sheets .. . ” 
: a | Emphasis on Pima-blend in Can- 
¢ First in General Advertising ‘non advertising will continue for 
. . . . . | j i j i 
* First in Automotive Advertising ae CRS See B-. oeer & 
* First in Total Display Advertising 
¢ First in Total Advertising 


New York evening newspapers 


New appliances and up-to-the-minute housing equipment are 
the mark of New York’s active, better-income families. Every 
day, the World-Telegram — New York’s quality evening news- 
paper—gets home to these families, influencing their important 
: buying decisions. That’s why, during the first nine months of 
ae 1960, more appliance advertising was placed in the pages of 

ae the World-Telegram than in any other New York evening 
newspaper. As a matter of fact, the World-Telegram carried 
more appliance advertising during this period than the other 


|Son, here, is the agency. + 


| BIC Names Greene 


‘ . | British Industries Corp., Port 
two New York evening newspapers combined. , ™P 


| Washington, N. Y., has appointed 
|Irving Greene/Advertising, New 
| York, to handle advertising for its 


New York's gua/ity evening newspaper 
Widney Dorlec high fidelity cab- 
inet components. BIC imports high 


New York World-lelegram 125 Barclay Street, New York 15, N. Y. ¢ *BArclay 7-3211 fidelity equipment from Britain, 


Or Scripps-Howard General Advertising Offices: and this is the third piece of 
The Sun 


230 Park Avenue, N. Y.C. « Chicago * San Francisco business it has assigned to Greene. 
Los Angeles « Detroit « Cincinnati * Philadelphia « Dallas ‘Zlowe Co. formerly handled the 
A SCRIPPS-HOWARD NEWSPAPER 


Widney Dorlec line. i 


Source: Media Records 
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Who of all 
these people are 
really customers 


=) 
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business and consumer markets 


describe the 


N 
¥ 


in America today 


There is now available, for companies and 
advertising agencies alike, a wealth of new in- 
formation about the nature and size of major 
markets in this nation today. 


This information emerges from a series of 
studies which “U.S.News & WorLp REporT” 
has conducted, not among its subscribers, but 
among national cross-sections of owners and 
buyers in America. 


The findings, available in film strip form, tell 
how big these markets are, describe the charac- 
teristics of owners and buyers, and give facts 
and figures about buying activity during the 
past 12 months. 


We believe these studies perform a valuable 
and useful service to companies and advertisers 
in many different fields. For those of particular 
interest to you, call the “U.S.NEws & WorLpD 
Report” advertising representative nearest to 
you. He’d be happy to give you a showing. 


among the major 
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THE STUDIES REPORT THESE KINDS 
OF MARKET FACTS 


1. Size of total market. 


2. Ownership, and buying activity in the past 12 
months. 

3. Characteristics of owners and buyers such as: 
occupations, incomes, assets, education, age, 
family status, home ownership, etc. 


Also included are some facts about the readership of 
14 major magazines by these owners and buyers. 


Film strips available 


THE BUSINESS MARKET TODAY—BIGGER THAN EVER, 
TOUGHER TO SELL THAN EVER 


TODAY’S OWNERS AND BUYERS OF CORPORATE STOCK 
THE MARKET FOR NEW CAR SALES TODAY 
THE MARKET FOR NEW COMPACT CARS TODAY 
(Available shortly) 
TODAY'S BUSINESS TRAVELERS BY PLANE, 
TRAIN AND SHIP 
TODAY'S VACATION TRAVELERS BY PLANE, 
TRAIN AND SHIP 
TODAY’S CUSTOMERS FOR NEW AUTOMOBILE TIRES 
TODAY'S CUSTOMERS FOR CAR RENTALS 
TODAY'S CUSTOMERS FOR SCOTCH WHISKY 
TODAY’S CUSTOMERS FOR BOURBON WHISKEY 
TODAY'S CUSTOMERS FOR HOME AIR CONDITIONING 
TODAY'S CUSTOMERS FOR HI-Fl AND STEREO 


Also available are findings from studies which examine 
the nature of the markets for gin and vodka, dish- 
washers and disposers. To be available in the near 
future are studies covering the market for ordinary and 
group life insurance, for mutual funds, for savings 
and loan shares, and for domestic and imported wines. 


U.S.NEWS & WORLD REPORT 
America’s Class News Magazine 


Now more than 1,175,000 net paid circulation 


Advertising offices: 45 Rockefeller Plaza, New York 20, N. Y. 
Other Advertising offices in Boston, Philadelphia, Pittsburgh, Cleveland, Detroit, 
Chicago, St. Louis, Los Angeles, San Francisco, Washington and London. 
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Metropolitan Aims 
to Make WRUL 
World Medium 


New York, Nov. 11—Metropoli- 
tan Broadcasting Corp. plans to 
pump fresh blood into WRUL, its 
newly-acquired short-wave radio 
station. The aim is to make the 
station an important medium for 
international advertisers. 

A new management team has 
been installed. The number of 
broadcasting hours has been in- 
creased. The program department 
has been strengthened and ex- 
panded. Advertisers are now being 
offered merchandising support. 

Further details of the “new 
deal” at WRUL will be announced 
next week by Ralf Brent, veteran 
broadcasting executive who has 
been tapped by Metropolitan to 
serve as president of Worldwide 
Broadcasting. 

Mr. Brent was formerly vp of 
WIP, the Metropolitan radio out- 
let in Philadelphia. Before joining 
WIP in 1951, he was sales manager 
of WBBM, CBS station in Chicago. 
Another former WIP executive, 
Paul B. Evens, has been named 
WRUL sales director. 

Metropolitan’s purchase of 
WRUL was approved by the Fed- 
eral Communications Commission 
last month. Walter S. Lemmon, 
who founded WRUL in 1931, is 
being retained by Metropolitan as 
a consultant. 


® WRUL beams programs to Latin 
America, Europe and Africa. Its 
biggest audience has been in Latin 
America, where it is now offering 
a daily schedule of 12 hours in 
Spanish, two hours in Portuguese 
and five hours in English. This 
represents a substantial expansion 
of broadcasting hours. : 

There are an estimated 4,000,000 
radio sets in Latin America 
equipped to receive short wave 
direct. However, WRUL has been 
able to build up its audience by 
having local stations pick up the 
programs and rebroadcast them on 
local wave lengths. 

Four years ago Mr. Lemmon told 
ADVERTISING AGE that an advertiser 
using the full WRUL network in 
Latin America would be able to 
reach an audience of 2,700,000. He 
quoted $800 as the cost of a 15- 
minute weekly sponsorship. 

Mr. Lemmon originally founded 
WRUL, as a non-profit education- 
al venture in building internation- 


al good will. It was supported by | 


foundation grants. He sought ad- 
vertising support for the first time 
in 1950. 


® Prior to the Metropolitan pur- | 


chase, WRUL never had a firm 
rate card—prices were set accord- 
ing to the individual buy. A rate 
card will now be issued, with 
prices pegged at about $500 per 
hour. 

Another Metropolitan innova- 
tion will be in-country sales aids 
for sponsors. Advertisers buying 
time on WRUL are. promised 
“point of sale displays, letters to 
the trade, local newspaper space 
and international magazine adver- 
tising.” 

WRUL programming also will 
be beefed up, and the station will 
now be able to draw upon Metro- 
politan’s resources in this area. A 
new Worldwide Broadcasting cen- 
ter is being built in the Paris The- 
atre Bldg. (4 W. 58th St.). Sched- 
uled to open Jan. 1, this center is 
designed to function as a studio 
and a hospitality center for broad- 
casters from all over the world. 

Explaining these expansion 
plans, Mr. Brent said: “Through 
Worldwide Broadcasting and its 
key station, WRUL, people every- 
where in the world will be able to 


| hear news as it is happening any- | 


where in the world. The world’s 
great teachers, the world’s leading 
entertainers are now at the finger- 
tips of radio listeners in every 
section of the globe. And those 
business men who consider the 
world as their market will be able 
to advertise their products and 
services through radio to potential 
| customers wherever they are.” 

} 

/OWENS-CORNING BUYS 
/VOTE NIGHT COVERAGE 


| New York, Nov. 9—Owens-| 
Corning Fiberglas Corp. sponsored | 


| Spanish-language coverage of the 
| U.S. elections over WRUL. 

| results to Latin America in a night- 
long program beginning at 9:30 


| p.m. 

| In addition to being picked up 
directly by shortwave receivers, the 
program was rebroadcast over local 
|stations. Foreign Advertising & 
|Service Bureau, the Owens-Corn- 
ling agency, said, “Argentina and 
| Chili are definitely known to have 
| rebroadcast locally, and Mexico, 
Colombia, Venezuela, Peru, Central 
America and other areas are be- 
| lieved also to have picked up the 
| service.” 

s Owens-Corning used its time for 
| five-minute commercial messages, 
|some of them institutional and 
|}some of them direct sales pitches 
| for its fibrous glass. 

| Another sponsor of the WRUL 
| coverage, in a more limited way, 
|was Philco International Corp. 
Philco bought spots in the 15-min- 
ute English segments in each hour. 


Calvert Names Schnell 

Calvert Distillers Co., New York, 
has named Richard Schnell assist- 
ant sales promotion manager, suc- 
ceeding Robert Schawelson, who 
has set up his own company, Cre- 
ative Displays. Mr. Schnell was 
formerly with L. H. Hartman Co., 
New York, which merged with 
Grey Advertising last August. 


Ad Council Names C&éC 


The Advertising Council has 
named Chirurg & Cairns, New York 
and Boston, to handle the industrial 
portion of the U. S. Savings Bonds 


|campaign. The agency was named 


through the Assn. of National Ad- 
vertisers, and will serve without 
fee. 


Lupton Elected State Senator 


John Mather Lupton, of Weston, 
Conn., and head of John Mather 
Lupton Co., New York agency, was 
elected state senator from the 25th 
district in Tuesday’s election. 


The shortwave station beamed | 


Advertising Age, November 14, 1960 


,ecuted and objectively measured 
programs.” 


s He advised against arbitrary re- 
ductions in advertising budgets at 
the moment sales begin to decline. 
He recalled a story of an advertis- 
ing director whose budget sudden- 
ly was cut in half. The adman, he 
said, then asked: “What do you do 
to save time—stop your watch?” 

Any critic who says advertising 
only adds to the cost of the prod- 
uct or service is “floating in Fog 
No. 9,” Mr. Power said. 

“Unless there is advertising to 
support field selling, I doubt that 
there are enough able-bodied men 
= he : in the U. S. to reach the sales 

meme foot mate levels made possible today by ef- 

fective advertising,” he said. + 
NEW—Chrysler will introduce its| 
new 300-G sports touring car, to 90, Cylver, Snow Join 


on sale Nov. 17, via this ad in the} 


Nov. 19 New Yorker and subse-| tO Form New Boston 


i 
| 


Iacocca, Beacham 
Add Duties at Ford; 
McNamara President 


DEARBORN, Nov. 9—Four execu- 
tives of Ford Motor Co., two of 
them with broad marketing back- 
grounds, were promoted by the 
board of directors. 

The two marketing officers are: 
Lee A. Iacocca, former vehicle 
marketing manager of Ford divi- 
sion, who is now a vp of the com- 
pany and new Ford division gen- 
eral manager; and Charles R. 
Beacham, vp and formerly assistant 
general manager of the Ford di- 
vision, with a background almost 
entirely in sales, now vp of mar- 
keting of the company. 

The directors also named Robert 
S. McNamara president, relieving 
Henry Ford II, who remains board 


quent issues of Holiday, Motor} b 

Frend, Road & Track, Sports Cars | Industrial Agency 
Illustrated and Sports Illustrated. | Boston, Nov. 11—Two New 
Young & Rubicam is the agency. | England industrial agencies will 
join forces Jan. 1 when Walter B. 
| Snow & Staff merges with Culver 
| Advertising, both in Boston. The 
|/new name: Culver Advertising Inc. 


|& Walter B. Snow & Staff. 


Buying Decline 


L In announcing the move the 
| agencies pointed out the merger 
/'would form a “strong industrial 


Challenges Ad 
| advertisi for an indus- 
Industry: Power | <veis< aseney, tor an indus 


| pendent on agencies from outside 
CLEVELAND, Nov. 8—The consum- the ares.” 


er’s hesitating moments can be | ‘The new shop will handle about 
turned into advertising’s “ger 20 accounts, billing in the aggre- | 
hour, Donald C. Power, boar ‘gate between $1,500,000 and $2,- 


chairman of General Telephone & | 599 999. The billing is split about 


Electronics Corp., told advertisers |} .1¢ and half between the two 

and agency =. | agencies, although about three- 
“This is the time for more ef- lfourths of the accounts will be 

fective salesmanship—not simply ‘from the Snow agency. 

harder selling, but better selling,” | Harold Bugbee, president of the 

Mr. Power said. Snow agency for 31 years, will 

“For some reason, the consumer | become board chairman of the new 
has tapered off his purchases of | -.5 Edward H. Culver, president 
durable goods. He’s tapered off of Culver Advertising, will be 
even though he has the moncy to president. No changes in key per- 
spend, even though product values | .onnel or in account responsibili- 
and quality are greater than ever. ties are contemplated. 

“There, in a nutshell, you have 
the Cratiengs to advertising,” he = Harold Pyne and Carl Freyer, 
_ | vps at Snow, will continue as vps 
'of the larger organization. Robert 
B. Hanna and Robert K. Saunders 
of Culver will remain copy di- 
rector and art director respective- 
“tg - ;, |ly. The new agency will be located 
vertising that “gets a job done, {in expanded quarters at the pres- 
regardless of its form or style. |ent Culver address, 330 Stuart St. 


Mr. Power urged everyone con-| The Snow agency was founded 
cerned, directly or indirectly, with | i, 1907 and believes it has special- 
the advertising effort to “place|ijoq in industrial and technical 
Peta tm sa cute be- /accounts “for a longer period than 

we erusing programs— | any other agency in the U. S.” Its 
seventh conceived, skillfully ex- |e.” _—— x 


*-| five oldest accounts have been 


|@ Mr. Power spoke at the Cleve- 
land Advertising Club’s perform- 
ance awards luncheon that saluted, 
for the 12th consecutive year, ad- 


Payne 


Wotts 
HONORED—Don Watts is presented 


than 30 years service to Watts Payne-Advertising, Tulsa, which he 
founded in January, 1930, by officers, stockholders and employes of 
the agency. Making the presentation at a special dinner are Oscar E. 
Payne, president, and Leslie S. Hauger, exec vp. Mr. Watts sold his 
interest in the agency in 1958 and has acted as a consultant to it 


since 


with the agency for an average 
jot 33 years each. 


|@ Its accounts include L. S. Star- 
rett Co., manufacturer of precision 


chairman and chief executive of- 


| ficer. Mr. McNamara, 44, has been 


Charles R. Beacham 


Lee A. lacocca 


with the company since 1946 and 
most recently was vp and group 
executive for its car and trutk di- 
vision. He is one of a group of sev- 
eral young executives who joined 
Ford immediately after the war, 
then generally referred to as the 
“whiz kids.” 

Also moved up by board action 
was James O. Wright, who had 
been general manager of the Ford 
division and now takes over the 
post vacated by Mr. McNamara. 


# Mr. Iacocca, who at 36 is one of 
the youngest Ford men ever to at- 
tain such a high position, has been 
with the company since 1946. 

During his first five years with 
Ford, he held various fleet and 
truck sales positions. From 1951 to 
1953 he was engaged in Ford di- 
vision merchandising and training 
activities. He served as assistant 
district sales manager at Philadel- 
phia for three years until his ap- 
pointment as the Washington, D. C.., 
district sales manager in August, 
1956. He was named Ford division’s 
truck marketing manager later that 
year. In 1958 he was named Ford 
car marketing manager and was 
appointed vehicle marketing man- 
ager in March, 1960. 


s Mr. Beacham, 60, new vp-mar- 
keting, started with Ford in 1926, at 
Jacksonville, Fla., as a traveling 


tools and hacksaws; Bird Machine 
Co., manufacturer of paper mill | 
and centrifugal machinery; Byron | 
Weston Co., maker of ledger and) 
bond papers; Champion Lamp| 
Works, manufacturer of incandes- | 
cent and fluorescent lamps; and | 


sales representative. For the next 
15 years he advanced in the sales 
organization. At the start of World 
War II, he was transferred to the 
company’s ordnance plant at Ches- 
ter, Pa., as manager. 

After World War II, when the 


Pope Machinery Corp., maker of | Company set up its first regional 
precision spindles. |sales organization, Mr. Beacham 

The Culver account list includes |W@S appointed southeast regional 
| Sanborn Co., manufacturer of med-| sales manager with headquarters 
ical and industrial recording equip- | €aT Philadelphia. In 1953, he was 
ment; Sigma Instruments, manu- | named regional manager at New 
facturer of sensitive relays; Fisher- | York with responsibility for sales 
Pierce Co., manufacturer of Fiber-|in the northeastern U.S. He was 
|glas outboard boats and photoelec- promoted to general sales manager 
tric lighting controls; and Markem | °f Ford division in February, 1956, 
Machine Co., maker of marking jand became vp and assistant gen- 
machinery. # eral manager in September 1957. 


Smith Joins Chilton 


Hauger 


with a copper plaque for his more ton Co., Philadelphia, as market- 
ing manager of Marine Products, 
product news magazine for the 
pleasure boating and water sports 
industry which will be launched 
in January, 1961. Mr. Smith was 
formerly business manager of 


then. Boats, New York. 


Frank A. Smith has joined Chil- | 


Westclox Names Don Clemens 

Donald F. Clemens has joined 
the marketing department of West- 
clox, a division of General Time 
Corp., as product manager of a 
line of new clock-radios. For the 
past year, Mr. Clemens has been a 
freelance consultant; before that he 
was an account executive with Bat- 
| ten, Barton, Durstine & Osborn. 
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| ©omparisons -Are -Melodious 


g To judge the performance, look at the score: Most of this need-more, buy-now Young Adult Redbook also hit high C in display advertising 
Redbook’s guaranteed circulation gained 59.5% audience subscribes—and at full price. But a gain in the last five years of record, 1955-1959: 
. in the last five years of record, January 1956 to healthy section buys at the newsstand. Naturally, up a resounding 53.8%! (And we'll be adding 


: January 1961. We’re up 500,000 in the last six- that’s at full price, too—hard cash. Compare another happy note to that gain this year.) Isn’t 
's teen months alone —and sti/l crescendoing. Redbook’s newsstand vitality: in the last five it time to compose your advertising program to 
; Effective January we’re guaranteeing 3,350,000! years of record, single copy sales jumped 28.4%! include Redbook—so it’s in tune with the times? 


GUARANTEED CIRCULATION NEWSSTAND SALES DISPLAY ADVERTISING LINAGE 
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SHELTER GROUP: American Home, Better Homes & Gardens, House Beautiul, House 
Ss and Garden, Living for Young Homemakers. WOMEN’S SERVICE GROUP: Good House 
keeping, Ladies’ Home Journal, McCall’s. WEEKLY GROUP: Life, Look, Saturday Evening 
d Post. Sources: ABC statements, Standard Rate & Data, Publishers’ Information Bureau sad ‘i ; 
18.5% 177% 
. -21.7% 
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: -291% 
% © 
! The Magazine for Young Adults. 230 Park Avenue, New York, N. Y. MU 6-4600 — and Chicago, Boston, Los Angeles. Another exciting publication of The McCall Corporation 
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WAVZ Defends 


Its Frequent Spots 


as Public Service 


WASHINGTON, Nov. 10—WAVZ, 


New Haven radio station, told the 
Federal Communications Commis- 
sion today that it caters to the 
wants and needs of its listeners by 
means of, not in spite of, what 
FCC refers to as “constant and 
lengthy interruptions.” 

WAVZ’s statement was filed in 
reply to commission charges that 
the station was carrying too many 
spot announcements. FCC notified 


WAVZ in September that it was| 
scheduling hearings on whether to 
grant the station a license renewal 


(“In Washington,” AA, Oct. 17). 


The commission did not contend 
that WAVZ is over-commercial- 
Lumping commercials and 
public service announcements to- 
gether, it argued that WAVZ pro- 
gram interruptions come substan- 
tially more often than the station’s 
license renewal application pro- 


ized. 


posed. 


In its answer, WAVZ says FCC 
should distinguish between com- 
mercials and public service an- 
WAVZ, which has 
won widespread recognition for its 
public service programming, con- 
tends it should be praised for the 


nouncements. 


generous use of public service 
spots, instead of being punished. 


s The station’s argument is that 
public service announcements are 
part of its program content. FCC 
has admitted it’s not in a position 
to judge what makes a good or bad 
program, WAVZ says, so it should 
be allowed to go on broadcasting 
as it sees fit. The station cites let- 
ters from the mayor of New Haven 
and the executive director of the 
United Fund drive to back up its 
claim that it is living up to the 


public interest. 


“WAVZ’s proposal (for a renew- 
al of its license) does not provide 
for interruptions to programming 
for commercial messages to a 
greater extent than has been rec- 
ognized by past commission action 
as being consonant with the public 


interest,” the station contends. 


s “With respect to non-commercial 
spot announcements, they have 
been an effective part of our pro- 
gramming. They have gained us 
listeners and distinction as a sta- 
tion and it would be contrary to 
our best judgment as a licensee to 
propose any further reduction in 


their number. 


“WAVZ submits that it has con- 
sistently maintained a high level 
of public interest in its community 


and as a ‘newspaper of the air’,’ 
the station concluded. 


WAVZ also protested that FCC 
let the press receive copies of the 
commission charges a week before 


the station did. 


“WAVZ’s reputation, of which it 


is proud, has been injured both lo- 
cally and nationally because the 
manner of release engendered pub- 
licity which characterized WAVZ 
as a ‘deficient operator’ and im- 


plied that this station has been in-| 


tion, an implication which is not 
only contrary to fact but contrary 
even to the commission’s own posi- 
tion,” WAVZ stated. + 


Ball Adds Four Accounts 


Ball Associates Advertising 
Agency, Philadelphia, has added 


Zed Daniels Opens 
Agency; Peterson, 
Allen, Griffin VPs 


Cuicaco, Nov. 10—Zed Daniels, 
who resigned last April as director 
of marketing and advertising of 
| Crush International, has opened his 
own agency, Zed R. Daniels Ad- 


vertising, 332 S 
Michigan Ave. 
Principals as- 
sociated with 
him are Ray- 
mond Peterson, 
vp and market- 
ing director, 
formerly vp and 


- marketing di- 
} rector of Hall, 


Haerr, Peterson 
& Harney, Pe- 
oria; Ernest C. 
Allen, vp and 
creative director, formerly a crea- 
tive consultant; and James F. Grif- 
fin Jr., vp and financial and legal 
adviser, fermerly vp and secretary- 
treasurer of Crush. 

Mr. Daniels said that by Jan. 1 
the client list will represent $1,- 
800,000 in billings. Among the ac- 
counts already in the shop, he said, 
are Sta-Rite Ginnie Lou Inc., 
Shelbyville, Ill., hair accessories 
manufacturer which Mr. Peterson 
handled at his former agency, and 
Landreth Industries and its parent 
Spring Packing Corp., Chicago, for- 
merly with John W. Shaw Adver- 
tising. 


Zed Daniels 


@ The agency plans to concentrate 
on the food, beverage and drug 
fields, Mr. Daniels said, but added 
that Crush International would 
not be among his clients. 

The agency’s announced objec- 
tive is to provide clients with an 
integrated marketing program, and 
to that end a sales promotion stu- 
dio has been established, headed 
by Leonard Jorjorian, art director, 
formerly of Leo Burnett Co. 

The studio will contain a pro- 
duction manager, a seven-man art 
and layout staff, a two-man photo 
department and a two-man print- 
ing department. 

The ability to create a wide 
variety of collateral material with- 
in the agency, Mr. Daniels said, 
will save the agency and clients 
time and money consumed in deal- 
ing with outside companies and 
will allow for closer dovetailing of 
all aspects of the marketing pro- 
gram. 

Initially, according to Mr. Dan- 
iels, the studio will do about 70% 
of its work for the agency’s own 
clients, and the rest outside work. 


® Pointing out the advantage of 
the studio for clients, Mr. Daniels 
said about 20% to 25% of the ad 
budgets of his present clients goes 
in for collateral material. He esti- 
»}mated that the agency’s studio 
would be able to handle about 80% 
of this collateral work, with the 
rest being farmed out to special- 
ized companies. 

The agency has also retained 
Arch Macdonald as consulting copy 
director. + 


Seattle Tent to Cappy Ricks 
Seattle Tent & Awning Co. has 
appointed Cappy Ricks & Associ- 
ates, Seattle, to handle advertising 
terested mainly in commercializa- | of its sporting goods division, con- 
|solidating its entire account in the 
Ricks shop. The agency acquired 
|the business of the industrial and 
|marine divisions of the company 


a 


aati ~ 


Rape ee noe ees 


FOR MILADY—Ronson’s new Ladylite 
gas-powered Varaflame lighter will 
make its debut with this color page 
in the Nov. 26 New Yorker and the 
December Vogue. Norman, Craig & 
Kummel is the agency. 


Minnesota Bank 
Group to BBDO 


MINNEAPOLIS, Nov. 9—First Na- 
tional Bank of Minneapolis, First 
National Bank of St. Paul, 16 af- 
filiates in the Twin Cities area and 
70 additional banks associated with 
First Bank Stock Corp., a holding 
company, have retained Batten, 
Barton, Durstine & Osborn as their 
advertising and pr counsel. 

The appointment, effective Jan. 
1, marks the first time all of the 
affiliates of the holding company 
have employed a single agency. 

A committee of the bank group 
screened replies from a question- 
naire sent to 17 agencies before 
making a selection. Principal agen- 
cies now serving banks of the group 
are Olmsted & Foley, for First Na- 
tional Bank of Minneapolis, and the 
Twin Cities office of Erwin Wasey, 
Ruthrauff & Ryan, for First Na- 
tional Bank of St. Paul. Five other 
agencies are retained by other First 
banks. 


s “Olmsted & Foley has been doing 
a swell job for us,” a spokesman 
for First National of Minneapolis 
said, “but when we looked at the 
needs of the entire group, BBDO 
appeared to be in the best position 
to meet them.” + 


Donnelley Coupon 
Mailing Centers 
on Academy Awards 


Cuicaco, Nov. 11—Reuben H. 
Donnelley Corp. is lining up food 
advertisers and movie theater own- 
ers for a coupon mailing to some 
22,000,000 homes the week of April 
3, centered around a contest to 
guess the top Academy Awards 
winners. 

The mailing is similar to the 
“Name the Nominees” mailing pro- 
motion, with Armour & Co. the 
major participant, last April (AA, 
April 11). 

The new mailing will include 
two-for-one movie ticket coupons. 
Two food manufacturers will use 


be on a regional basis. No more 
than four coupons will be in any 
envelope, Donnelley said. 


}last spring. The sporting goods di- 
|vision, maker of Rainier tents, | 
sleeping bags and camping acces- 
sories, was previously handled by 
McCarty Co. 


four new accounts. They are Gor- 


don Boat Corp., Philadelphia; O&S 
Research Inc., Riverton, N. J., man- 
ufacturer of optics and switches for 
Harold B. Hess & Co., 
realtors; 


missiles; 
Philadelphia, industrial 
and Collin’s Pontiac, Folcroft, Pa. 


Kilner Adds Account 


Assn., Denver, has appointed Rich- 
ard B. Kilner Co., San Francisco, 
Pacific Coast representative for 
| American Cattle Producer. 


American National Cattlemen’s | 


drawing, with the top prize run- 

jning between $25,000 and $100,000, 
| depending on how the winner does 
in correctly guessing Academy 
| Award winners for best actor, best 
| actress and best movie. + 


‘Cosmopolitan’ Names Rep 

| Cosmopolitan has named Perkins 
& Stephens, Los Angeles and San 
Francisco, its West Coast sales rep- 
| resentative. 


|Way Cleared for 


thorizing separation be submitted 


on June 12, 1961. 


plied favored separation of the 
AIA-sponsored 
while 20.5% voted against separa- 
tion, and 12% expressed no opinion. 


conference 


IARI contends that it should be 
autonomous to insure objectivity 
in its activities. A showdown at the 
convention was averted by the de- 
cision to take a poll of AIA mem- 


bers. 
Jay M. Sharp circularized mem- 
bers in September (AA, Sept. 12), 


outlining the relationship between 
the two organizations. + 


Allen Leaves USIA 
to Take Top Post 
at Tobacco Institute 


Allen, outgoing head of the U. S. 


tute, effective Dec. 1. 


mote better public understanding 


the new president of the National 


tion committee picked Gov. LeRoy 
Collins of Florida, partly because 
some members felt that the broad- 
casters should not hire Mr. Allen 


the entire mailing, and others will | 


The winner will be selected by | 


Advertising Age, November 14, 1960 


St. Lours, Nov. 10—The Indus- 
trial Advertising Research Insti- 
tute is on the way to winning its 
two-year hassle with its parent 
body, the Assn. of Industrial Ad- 
vertisers. 

After polling all AIA members, 
the AIA executive committee to- 
day recommended that the associa- 
tion’s board of directors take the 
necessary steps for granting legal 
separation of IARI, headquartered 
in Princeton, N.J. The board is ex- 
pected to go along with the rec- 
ommendation. 

The executive committee also 
recommended that a proposal au- 


to the annual meeting in Boston 


Results of the poll indicate that 
67.5% of the 829 members who re- 


research wing, 


= The issue came up at the AIA 
in San Francisco in 
1959 and blew up afresh last June 
in Washington (AA, June 13). 


As a result, AIA board chairman 


WASHINGTON, Nov. 11—George V. 


Information Agency, has been ap- 
pointed head of the Tobacco Insti- 


A career service officer since 
1930, he was associated with over- 
seas information work under Pres- 
idents Truman and Eisenhower. 
The Tobacco Institute is supported 
by cigaret manufacturers to pro- 


of the tobacco industry. 


= Mr. Allen was one of two final- 
ists in the recent competition for 


Assn. of Broadcasters. The selec- 


away from his government job. 
Former Congressman James P. 
Richards, who had been the Tobac- 


co Institufe’s first president, noti- | 


fied the board of directors the first 
of this year that he wished to leave 


to return to his home state and 


practice law, but that he would 
serve until his successor was se- 
lected. 

Mr. Allen is a native of Durham, 
N. C., which is in the heart of the 
tobacco belt, according to the insti- 
tute. + 


FREDERICK TAMKE 


NEw ORLEANS, Nov. 8—Frederick 
| William Tamke, 66, former sales 
and advertising vp of Wesson Oil & 


|Snowdrift Sales Co., died Oct. 26 


jat his home. He had been in re- 
tirement since January, 1958. 

He had joined the Southern Cot- 
ton Oil Co., New York, predecessor 
of Wesson Oil, in 1910. After serv- 
ing in France in World War I, he 


jrejoined Wesson Oil and was 


named advertising manager in 


| 1922. In 1944 he was appointed vp 


in charge of advertising and sales. 

Among Mr. Tamke’s survivors is 
his son Fred W. Tamke Jr., a copy | 
supervisor with Foote, Cone &| 
Belding, Chicago. 


Pate Gasoline 
Becomes Enco 


MILWAUKEE, Nov. 10—Pate Oil 
Co. will begin selling Enco brand 
gasoline Nov. 25. Pate is part of the 
Oklahoma-Pate division of Humble 
Oil & Refining Co., which has been 
gradually spreading the Enco name 
among its other divisions. (For 
other news of Oklahoma-Pate see 
story on Page 105.) 

Pate, which markets exclusively 
in Wisconsin, has about 200 sta- 
tions, most of them in the Milwau- 
kee marketing area. 

Walter Kadi, advertising manag- 
er of the Oklahoma-Pate division, 
said the $200,000 advertising cam- 
paign to announce the change-over 
will begin with teaser ads next 
week. 

The ad plans call for 172 outdoor 
boards, 100 oufside bus posters, 
double-truck newspaper ads, 150 tv 
spots per week, and 260 radio spots 
per week in Milwaukee and 600 ra- 
dio spots per_week in 15 other mar- 
kets. 

In Milwaukee and Racine, radio 
spots will promote a “contest” with 
all participants winners. Listeners 
wili be asked to write or call in 
their guess on which oil company 
is behind the “Enco is coming 
Nov. 25” teaser campaign. Right or 
wrong, the participants will be 
mailed a coupon redeemable for a 
Parker Eversharp ballpoint pen at 
Pate stations. 


s On Nov. 25, the change in brand 
name will be announced with 
three-color, six-page sections in 
the Milwaukee Journal and Mil- 
waukee Sentinel. 

While the Pate gasoline brand 
will change to Enco, the stations 
will still be identified as Pate sta- 
tions, Mr. Kadi noted. 

Enco (derived from Humble’s 
designation as “America’s leading 
energy company’’) was first tested 
in the Northwest, and Humble’s 
Carter division there is now com- 
pletely changed over to Enco. 
Humble also markets Enco brand 
in Ohio. 

Al Herr Advertising Agency han- 
dles the Pate account. + 


Seiberling Boosts Mueller 

Seiberling Rubber Co., Akron, 
O., has appointed Douglas Mueller 
director of merchandising. Mr. 
Mueller will continue as assist- 
ant to the president. 


‘Toronto Telegram’ Boosts Rates 

The Toronto Telegram, effec- 
tive Jan. 1, will increase its tran- 
sient ad rate from $1 to $1.05 on 


| weekdays, and $1.10 to $1.15 on 


Saturdays. 
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BAREFOOT—National Car Rentals, St. 

Louis, created this ad especially for 

the back cover of the new Hilton 

Carte Blanche magazine. The ad is 

the first in a series tailored for the 

magazine. Gardner Advertising Co. 
is the agency. 
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D-VALUATE* 


1961's Great Challenge 
a7 ~~ to Advertisine- 


ACCOUNT EXECUTIVE 


This could really spark 
your next client meeting. 


S A BUSINESSMAN, you're well 
aware of the dynamic Cost-Reduction-Through-Waste- 
Curtailment Program being diligently emphasized by 
most corporate leaders currently. 


Management and its aides are searching for every 
method to get increased productivity and heightened 
efficiency, along with more sales volume. 


This is more than a let’s-save-paper-clips move- 
ment. It goes deeper. /t’s not hinged to cutting down 
but to getting added value. 


Have you geared- your 1961 advertising strategies 
to this quest for improved Ad-Valuating? After you’ve 
carefully formulated theme and plan, will your choice 
of media be equally in keeping with this next year’s 
must? 


The Wall Street Journal—by its circulation, kind 
of readership and rates—is geared tooth-for-tooth 
with the business advertiser’s need for more Ad- 
Value. Repeatedly, by actual use and by scientific 
research, The Wall Street Journal shows it has an 
outstandingly high power to move readers to action 

. and to form opinions. 


Here is where your advertising machinery bites 
deeper and turns out more results per $. 


You, like most business decision-makers, are 
probably a Wall Street Journal reader. So it will be 
easy for you to see and recommend this easier road 


4 *Ad-Valuate: The act of 


locating additional productivity for ahead, if you will give it a few minutes of your i 
the advertising $. (Achieved when creative thought. 

advertising purpose meshes with reader 

purpose... in a medium delivering After all, every business day, the news that 
maximum effective prospects against changes business ...does change. Me 
—_ etrnrhenpccer nh baits And The Wall Street Journal is the Only National 


Business Daily! 


THE WALL STREET JOURNAL 


Published at:New York, Washington, D.C., and Chicopee Folls, Mass, 


* Chicago and Cleveland « Dallas * Son Francisco 
} 


GDow-Jones & Company, inc. 1960 
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where people can choose 


Most homes watch ABC-TV! 
most of the time: 


In markets where all three networks have facilities—the markets where people can really express their preferences 
—ABC-TV is the number one network, week after week! Moreover, as these current Nielsen Reports show, ABC 
has a dominant lead 4 nights a week. And ABC-TV was number one in 21 half hours for each of two consecutive 
weeks. If you have something to say in these markets, doesn’t it make more sense to say it on ABC-TV? 


Half hour wins, two weeks ending Oct. 23, 1960* 


li 


8:30-9:00 


9:00-9:30 


9:30-10:00 
10:00-10:30 


10:30-11:00 


*Source: Nielsen 24-Market TV Reports, Week ending Oct. 16, 1960 & Week ending Oct. 23, 1960; 7:30-11:00 P.M. 
Mon.-Sat., 6:30-11:00 P.M. Sun. 


Note: ? indicates 1/2 hrs. where no network led both weeks. First place ratings for time periods of Great Debates were 
credited to networks winning in similar periods for previous or following week. 
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The Editorial Viewpoint... 


Election Day Thoughts 


The printing schedule of ApveRTISING AGE being what it is, these 
editorials are being written in mid-morning of election day, after we 
have cast our vote, but long before we have the slightest inkling of 
the official outcome. Late news will be handled in the adjoining col- 
umns in this paper until the very last thing Friday night, as usual, but 
the editorials, in an early form, will have been imperishably inscribed 
on newsprint before the polls close. 

Of necessity, then, we must discuss what advertising and marketing 
may be facing regardless of which of the young gentlemen acquires a 
lease on the White House. And strangely, this bothers us scarcely at 
all, because we feel strongly that what faces us as advertising and 
marketing people will be very little affected by the name or political 
tag of the winner. 

In either case, we are committed as a country to a managed econ- 
omy, rather than the kind of “free enterprise” society which political 
orators still like to talk about. True, the economy is not completely 
managed, and there are enormous areas of freedom within it. But any 
society which recognizes the necessity for huge arms expenditures, 
and which gives its government the task of ensuring full employment 
—as we have—must recognize that it has made central economic 
planning and management a stark reality. 

So the question is not whether one or the other candidate will move 
in this direction, but merely how quickly and how impetuously he 
will move. The direction of our move is clear and predictable; the ve- 
locity is not. 

Specifically, we can be almost certain of greater government 
spending; of efforts to increase the over-all size of the economy; and 
of simultaneous attempts to limit and circumscribe the activities of 
sellers, and perhaps especially of advertisers. 

Mr. Kennedy has been talking lately of the possibility of having a 
“consumer adviser” in the government to represent the interests of 
consumers; and while some view this possibility with considerable 
alarm, we view it with equanimity. There are a good many areas in 
which such a representative of American consumers might do much 
good, and if such an adviser is sensible and reasonable, business 
might gain ultimate good from such a department, even while it 
cusses this additional encroachment on its freedom of action. (And 
while we're at it, maybe we’ll get a Department of Commerce so set 
up as to represent business, instead of whatever nebulous interests it 
professes to represent now.) . 

Generally, however, we see no great cause for alarm on the horizon. 
There will be those, of course, to whom the election will seem like the 
final sealing of doom. But marketers and advertisers, we are con- 
vinced, can look forward to functioning in a society which is wedded 
to the notion of dynamism and growth—and this, it seems to us, is in 
the long run more important than anything else. 

We shall have our problems and our difficulties and our frustra- 
tions. But it is extremely unlikely that we shall be idle. 


Business Paper Auditing 


The decision by Business Publications Audit of Circulation to make 
reporting of the paid portion of members’ circulation mandatory, cou- 
pled with the decision of Audit Bureau of Circulations to allow its 
members the optional privilege of breaking down their unpaid circu- 
lation by business and occupation, moves the two audit organizations 
for business papers closer together than they have ever been. 

It also indicates that the advertiser and agency members of both 
auditing organizations—who are supposed to exercise policy control— 
are actually exercising such control. 

While the recent moves have tended to bring auditing practices of 
the two organizations closer together than ihey have ever been, those 
who favor a single business paper auditing organization are not like- 
ly to see their hopes eventuate for some time to come. There are still 
important basic differences which will take years to resolve, if they 
can ever be completely resolved. 


Co-op's Greatest Problem 


When Val L. Wylie, in charge of advertising and sales promotion of 
the marine products division of McCulloch Corp., announced last week 
that his organization was dropping a $250,000 co-op ad campaign, he 
spelled out the fact that co-op funds can’t be reasonably administered 
if sales department pressure is intense. 

When the ad department made a judgment decision, he said, it was 
much easier to make such a decision stick when applied to a small 
dealer’s 100-line ad than to withstand pressure from the sales depart- 
ment if a large dealer’s full-page ad was at issue. 

One of the company’s co-op problems, he said, was that its dealers 
sell boats and other marine items as wel! as the company’s motors, 
and too often McCulloch was expected to pay for co-op ads which 
didn’t get around to featuring the company’s products. 

Co-op, as we have said before, can be effective, but only if it is 
rigidly and carefully controlled. 


Advertising Age, November 14, 1960 


—Bill Arter, Byer & Bowman Ad Agency, Columbus, O. 


“I feel the strangest compulsions. You don’t suppose those subliminal 
guys are at it again?” 


What They're Saying... 


Crosby vs. Television 

Starting right now, this column 
will be broadened to include other 
things besides television... Tele- 
vision no longer deserves daily 
criticism on a serious level. Inter- 
inittent criticism is good enough for 
its increasingly lonely big shows. 
Silence is the only sensible greet- 
ing for “Pete and Giadys,” “Hong 
Kong,” “Aquanauts” and the rest 
of the dreary new shows... 

Television isn’t awful. Awful 
things are fun to write about. If it 
were bad enough, we critics could 
denounce it, throw thunderbolts, 
get mad. But “Rawhide” isn’t aw- 


television can afford to do or all 
|the public wants of it. The people 
| want and deserve something much 
|better than they’re getting. As for 
|what television can afford, all I 
|know is that it annually grosses 


| $1,163,900,000 and for that kind of 
|money, it ought to do better than 
|“Pete and Gladys.” 


—John Crosby, in the N. Y. Herald 
Tribune. 
Gooch Sels in Chicawgo 
“Deer Boss: 
“T seen this outfit which ain’t 


us and I sole them a cupple hun- 
dred thowsund dollars werth uv 


bawt a dimes worth of nuttin from | 


ful. It’s worse than awful. It’s a| guds. I am now going to Chicaw- 
bore, Filmed tv series are being) go. Gooch.” 
turned out by bored professional | Two days later a second letter 
hacks—hack writers, hack actors,! arrived at the home office. “I cum 
hack producers. They couldn’t care| hear and I sole them a haff mil- 
less about what they’re doing and | yun.” 
it shows. Today a television show Both letters were posted on the 
seems designed only to kill time.| bulletin board with a note by 
It arouses neither love nor hostility the company president: “We ben 
and it gets harder and harder to| spending to much time trying to 
write a coherent sentence of either | spel instedd uv trying to sel. I want 
praise or dispraise about it... everybuddy shud reed these letters 
I am appalled that this great me- | from Gooch who is on the rode do- 
dium of information and education ing a grate job and yoo shud go out 
is so totally dedicated to utter va- | and do like he done.” 
cuity. Don’t be misled by the pro- | 


fessional apologists that this is all} 


—Stolen by AA frum a mailin peice 
bys Ahrendt Inc., thurmografers and 
printurs, Noo Yawk. 


Advertising Age 


Trademark Registered ° THE NATIONAL NEWSPAPER OF MARKETING 


Issued every Monday by Advertising Publications, Inc. G. D. CRAIN JR., 
president and publisher. 8. R. BERNSTEIN, J. C. GAFFORD, G. D. LEWIS, 
vice-presidents. C. B. GROOMES, treasurer. 

Published at 200 E. Illinois St., Chicago 11 (DE 17-5200). Offices at 630 Third 
Ave., New York 17 (YUkon 6-5050); National Press Bldg., Washington 4, D. C. 
(RE 17-7659); 806 New Center Bldg., Detroit 2 (TR 2-72i11). 

Member Audit Bureau of Circulations, A Publications, Mag- 
azine Publishers Association, National Business Publications. 


EDITORIAL 
S. BR. Bernstein, editorial director. John Crichton, editor. Jariath J. Graham, 
managing editor. Den Morris, assistant managing editor. 
Senior editors: Washington—Stanley E. Cohen. New York—James V. O’Gara (in 
eharge), Maurine Christopher (broadcast), Milton Moskowitz (international). 
Chicago—Emily C. Hall (features), Merle Kingman. 
Associates: New York—-Lawrence Bernard, Phyllis Johnson, Denis Higgins, 
Ramona Bechtos. Chicago—Albert Stephanides, Shirley Ullman, Emmett 
Curme, Lawrence E. Doherty, Cynthia Eaten. Detroit—John J. McGinnis. 
Washington—Rance E. Crain. 


F. J. Fanning, editorial production. Elizabeth C. Graham, librarian. Corres- 
pondents in all principal cities. 


Joated Piasei 


ADVERTISING 
Jack ©. Gafford, advertising director. Gorden D. Lewis, manager sales and 
service; John B. Carison, assistant manager; R. W. Kraft, production man- 
ager. New York: Harry Hoole, eastern advertising manager; John P. Candia, 
David J. Cleary Jr., Louis De Marco, Daniel J. Long, William A. Maher, Alfred 
Malecki, B. Richard Weston. Chicago: E. 8. Mansfield, Arthur E. Mertz, Rod 
H. Minchin, David J. Bailey, Jack Barnett. Los Angeles: (Simpson-Reilly Ltd., 
1709 W. 8th St., HU 3-0561) Walter S. Reilly, James March, William C. Pritch- 
ard, Murray Keatinge. San Francisco: (Simpson-Reilly Ltd., 703 Market St., 
DO 2-4994) Richard B. Paulsen. Portland, Ore. (Frank J. McHugh Co., 520 
S. W. Sixth Ave., CA 6-2561) Frank J. McHugh Jr. Seattle: (Frank J. McHugh 
Co., 101 Jones Bidg., MA 4-3840) Thomas A. Knowles. London: Publishing & 


Distributing Co., Ltd., Mitre House, 177 Regent St., London W1. Paris: Gerard 
Lasfargues, 186 Boulevard Malesherbes, Paris 17. 


25 cents a copy, $3 a year, $5 two years, $6 three years in U. S., Canada and 
Pan America. Elsewhere $4 a year extra. Four weeks’ notice required for 


change of address. Myron A. Hartenfeld, circulation director. 


Rough Proofs 


“Houston baseball team to run 
ad seeking players,” the headline 
says. 

Even Sporting News may not be 
able to unearth unsung Ty Cobbs 
and Babe Ruths the scouts haven’t 
heard of yet. 


E. B. Weiss says gasoline service 
stations can do a lot better than 
feature their rest rooms. 

On the other hand, they can do a 
lot worse if they haven’t got rest 
rooms that deserve to be featured. 


Van Camp Seafood Co. is 1: \- 
moting Capt. Kitt tuna with a poll 
of the pussy cats. 

The results will be clouded as 
usual by the size of the undecided 
vote. 

e 


The New York Times reports 
that advertising is now being used 
in Russia, even though there’s us- 
ually only one state product. 

They'll have to create a Brand X 
for comparison. 


If the product belongs in the lux- 
ury field, you can count on most of 
the gal tv announcers to refer to it 
as lugsurious. 


Ed Sullivan brought back nos- 
talgic memories in his Chicago 
show with references to the Tink- 
er-to-Evers-to-Chance combina- 
tion, and generously refrained from 
mentioning that they gave the Cubs 
their last World Series win over 50 
years ago. 


There are so many new medical 
journals now on the market that 
advertisers must wonder when the 
hard-pressed doctors find time to 
take care of their patients. 


Golf seems to have won out over 
household chores, if the makers of 
Lawn-Boy power mowers are cor- 
rect in feeling they should now 
switch their sales appeal to the la- 
dies, bless ’em. 


Hal Smith and Elroy Face have 
been doing a hillbilly singing com- 
mercial for One-a-Day vitamins 
for Miles Laboratories, and thus 
far the popularity rating of the 
Pittsburgh Pirates doesn’t seem to 
have suffered. 


“These men will be able to write 
exceptionally well and be able to 
prove it,” says an agency looking 
for two copywriters. 

Should they send in the Starch 
scores or the sales records? 


An advertiser with a $15,000 ap- 
propriation is asking publishers to 
give him the agency discount. 

He isn’t raising the ante very 
high. 


Baltimore’s VanSant, Dugdale 

| talks about “working with people 

|! who know how to live, in a state 
that’s made for it.” 

| The Colts and the Orioles haven't 
| hurt the picture, either. 

Copy Cus. 
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65 PERCENT 


OF DELAWARE VALLEY’S 
FOOD SALES 
ARE MADE 
IN THE SUBURBS 
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The Philadelphia Mnguirer delivers your advertising to 27% more 


suburban women readers than does any other Philadelphia newspaper. 


Sources: 1960 Sales Management Survey of Buying Power; Continuing Study of Adult Newspaper Readership by Sindlinger & Company, inc. based on over 50,000 interviews, 1957-59. (Summary of 1959 study available on request.) 
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MODERN, PROGRESSIVE, INFORMED, SUCCESSFUL... 


That’s Norman J. Wiedersum, partner in the archi- 
tectural-engineering firm of Frederic P. Wiedersum Asso- 


ciates of New York, New Jersey, District of Columbia 
and Florida. 


Modern design calls for modern ideas—for men who can 
shape construction plans to the new needs created by 
today’s new way of living, men who can look at more than 
six acres of slums on the lower East side of New York and 
dream them into the kind of housing development that is 
changing the face of the city...or come up with a 
“library-in-the-round” to serve a community’s reading 


needs efficiently in limited space. Men, in short, like Mr. 
Wiedersum, whose firm is responsible for designs for mod- 
ern buildings whose cost totals well over $100,000,000 a year. 


Largest firm in the country in the field of design for 
education, Wiedersum Associates has been responsible for 
many unique structures in a variety of fields, including the 
200-room Roosevelt Raceway Inn; a $4,000,000 country 
club community on 7,300 acres near.Lake Wales, Florida; 
Sperry Gyroscope Company’s (a Division of Sperry Rand 
Corp.) MacArthur Field Test Station; Long Island’s newest 
community swimming pool; new and remodelled bank 
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*SWINGLES are swinging jingles that SELL! 
They’re created exclusively for you by the Jingle 
pA. move your product or win loyalty for your 
station. 


SWINGLES are so good, 800 top advertisers and 
stations have bought over 10,000 of them, with 
8 98% re-order record. 


Put this record to work for you. Write, wire or call. 


THE JINGLE MILL 


43 W. 5Sist St.. N.Y. 19 
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\FM Penetration Growing. 
Network Survey Reveals 

FM Broadcasting System, Chi-| 
cago, says two of every three of its | 
61 affiliated fm stations report be- | 
tween 31% and 50% of the families | 
in their markets have fm receivers. 
Highest penetration reported was 
|}in New York with 60%, or an esti- 
;mated 2,500,000 households. 

At-home listening averages be- | 
tween six and seven hours per day, | 
with out-of-home listening grow- | 
ing due to increased installations | 
in institutions and businesses, 
FMBS said. 


Two Join ‘The New Yorker’ 

Richard J. Meenahan, formerly 
with Cunard Steamship Co., has 
joined the retail sales staff of The 
New Yorker. Richard W. Miller, 
formerly with McGraw-Hill Pub- 
lishing Co., has joined the maga- 
zine’s ad department. 


Advertising Age, November 14, 1960 


Wollersheim Berg 


Hardwicke Wolcott 

CAST PARTY—Helen Wolcott, McCann-Erickson, chairman of the 

Women’s Advertising Club of Chicago’s theater benefit for its schol- 

arship and community fund, and LaVerne Wollersheim, D’Arcy Ad- 

vertising Co., benefit committee member, greet Gertrude Berg and 

Sir Cedric Hardwicke, stars of “A Majority of One,” at a champagne 
buffet following the performance. 


JON EXPLOSION 


18,000 new families added 
every month for over a 


year—and still climbing! 


Present advertisers paying 21% lower than rate card. 
Skyrocket growth in readers per dollar constantly out- 
strips TopAY’s HEALTH rate increases. Present advertisers 
are getting actual cost per thousand of $2.41...21% lower 
than rate card! Reason? Americans are more health con- 
scious than ever before. TopAy’s HEALTH fills their need 
for facts that interest the whole family. 


Plus millions of extra exposures at no extra cost. As 
part of the 830,000 net paid circulation, 140,000 A.M.A. 
doctors receive waiting room copies. While patients wait, 
they read, adding millions of exposures at no extra cost. 


Your advertising backed by believability. Today as 
never before, advertising is subject to close scrutiny. As 
the consumer publication of the American Medical 
Association, Topay’s HEALTH effectively provides a 
healthy climate of believability for more and more of 
America’s successful advertisers. 


Important market facts. Subscribers are above-average 
in education and income. Median income of $7,000 is 
$1,810 over the national average. 46% have college educa- 
tion. 25% are in professional or technical fields. 
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*Based on $2000 black and white page rate 


Todays Health 


PUGLISHED BY THE 


American Medical Association 


535 North Dearborn Street, Chicago 10, Iilinois - WHitehal! 4-1500 
475 Fifth Avenue, New York 17, New York » ORegon 9-9383 
Whatey-Simpsen Co.: 6608 Seima Avenue, Los Angeles 28, California - HOllywood 3-7157 
Whaley-Simpsen Ce.: 700 Montgomery Bidg , San Francisco 11, California - SUtter 1-4583 


‘U.S. Whiskies Lose 
in ‘Decisive Market 
Change,’ ‘True’ Finds 


New York, Nov. 8—In all the 
| talk of blends vs. straights, a de- 
|cisive liquor market change may 
| have been overlooked—the new in- 
fluence of non-whisky types and 
|imported whiskies, according to 
| True’s 18th liquor report. 

Bearing out part of the News- 
|week study, released a few days 
earlier (see story on Page 32), in- 
dicating that Americans are taking 
to imported distilled spirits at a 
faster clip than to U. S. liquors, the 
| True report states that “in terms 
|of millions of cases, this is a very 
| decisive market change.” 

The total market accounted for 
by combined American whiskies 
has declined from 68.9% to 62.8% 
(based on the 1955-59 figures), 
True states. Combined market in- 
fluence of non-whisky types and 
imported whiskies rose to the point 
where it represented 37.2% of the 
total market last year, compared 
with 31.1% in 1955. 


| 
| 
| 


s The magazine notes that “a dis- 
tinct further diversification trend” 
took place in the first six months 
this year, with the imported whis- 
kies and U. S. non-whisky products 
(vodka, gin, etc.) making the most 
impressive gains. 

The apparent six-month total 
distilled spirits consumption of 
107,803,766 wine gals. represents a 
3.7% gain over the same period last 
year. 

Total whiskies were up only 2.2% 
to 78,888,517 gals., despite the good 
gains by scotch and Canadian whis- 
kies. Total consumption of non- 
whisky distilled spirits, on the oth- 
er hand, was up an impressive 7.9% 
to 28,915,249 gals. 

In percentages, spirit blends 
rose 0.7% in January-June, 1960; 
straight whiskies were up 3.2%; 
bonds declined 7.6%; scotch was up 
10.5%; and Canadian up 5.3%. In 
the non-whisky categories, there 
were gains of 2.9% for gin, 04% 
for rum, 11.4% for brandy, 10.5% 
for cordials, and 13.9% for vodka. + 


Onan Promotes Four 

Onan division of Studebaker- 
Packard Corp., Minneapolis, elec- 
tric generator manufacturer, has 
made four promotions in its mar- 
keting department: Roy E. Mullin, 
from vp in charge of sales to vp in 
charge of marketing; William J. 
Auger, from sales promotion man- 
ager to assistant general sales man- 
ager;-George R. Burda, from ad- 
vertising manager to manager of 
sales administration; and David 
Onan II, from manager of product 
planning to manager of market 
planning and promotion. 


Rrupnick Wins Art Awards 

Krupnick & Associates, St. Louis, 
won first, second and third place 
awards for its International Shoe 
Co. animated tv spots in the third 
annual competition of the St. Louis 
Art Directors Club. A Kingsway 
shoe spot, produced at Quartet 
Films, won the gold medal. Second 
| Place went to a Poll-Parrot spot 
produced at UPA. Third place was 
given to the Amigos spot produced 
| by Fred A. Niles Productions. 


Silbrico Names Miller 

Silbrico Corp., Chicago, has ap- 
pointed M. Glen Miller Advertising, 
| Chicago, to handle its advertising. 
| The company, manufacturer of slag 
|\face brick, tnsulation and Ryolex 
perlite, is in the midst of a $1,000,- 
|000 expansion program. 


‘Pillsbury Joint Push Launched 

| In a joint promotion, American 
|Dairy Assn., Pillsbury flour, Nes- 
\tle’s chocolate and Funsten nuts 
lare enclosing 8,000,000 butter 
cookie bdoklets in Pillsbury’s Best 
Flour bags of 5 lbs. and up. 
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How to marry 


a SKILLionaire 


. 


All a gal has to do is go to Rochester, New York, 
and marry the man in the street. He’s the SKILL- 
ionaire.® He works in one of Rochester's preci- 
sion industries. 

The SKILLionaire is a go-getter. He earns 
considerably more than the national average, 


and keeps earning it in the city with the lowest 
labor turnover of any industrial American city. 

The SKILLionaire is healthy. His lost time is 
half of the U.S. average. 

The SKILLionaire is a good citizen. He ex- 
ceeded the national average vote by 19% in 
1956, and his city has the lowest crime rate of 
any city its size. 

The SKILLionaire is charitable. He prides 
himself on the highest per capita giving to the 
Community Chest. 

The SKILLionaire lives it up. His household 
has an average of $7,172 annual spendable in- 
come, and he likes to buy. He regularly keeps 
Rochester retail sales per capita booming far 


above the national average. 

It's easy to catch the eye of the SKILLionaire. 
Almost every family in metropolitan Rochester 
reads one or both of our newspapers—not to 
forget, either, a six-county area where our pene- 
tration is definitely superior to that of any other 
medium. 

Really interested? We'll be glad to tell you 
more about the SKILLionaire, hissmarket, and 
the newspapers he reads. 

ROCHESTER TIMES-UNION and DEMOCRAT 
anpD CHRONICLE, Members: Gannett Group of 
Newspapers. Represented by Gannett Adver- 
tising Sales, Inc., New York, Philadelphia, Hart- 
ford, Syracuse, Chicago, Detroit, San Francisco. 
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Storer Weighs 
More Sales Offices; 
Katz May Lose Out 


New York, Nov. 8—The big spot 


broadcasting news of last week 
centered around the Katz Agency | 
and Storer Broadcasting Co., and | 
the question of whether Katz | 
would lose a sizable chunk of tv | 
business when the present. con-| 
tracts between the two expire in| 
July (AA, Nov. 7). 

Storer is weighing the pros and | 
- cons of expanding its national | 
sales offices in New York and/| 
Chicago to ‘thandle spot sales for) 
the company’s five tv stations. | 
Four of the five outlets—WJBK- | 
TV, Detroit; WJW-TV, Cleveland; | 
WAGA-TV, Atlanta, and WSPD-. 
TV, Toledo—are represented by | 
Katz. The fifth, WITI-TV, Milwau- 
kee, is represented by Blair | 
vision Associates. Under this plan, 
Katz and Blair would continue to| 
sell spot for Storer tv in cities | 
other than New York and Chicago, | 
where about 70% of the spot deals | 
are made. 

The present small national sales | 
staff of Storer tv functions very | 
much like the national sales man- | 
agers of individual stations, aiding | 
the representative in selling when- | 
ever possible, but leaving the ma-| 
jor sales responsibility in his hands. | 


j 
s At week’s end the situation was | 
still far from resolved. George | 
Storer Jr., vp in charge of tv| 
operations for the broadcast group, | 
emphasized that no decision had | 
been made. Among the factors be- 
ing considered are the economics | 
and effectiveness of such a sales | 
setup. Mr. Storer told ADVERTISING | 
Ace that his company expects to | 
arrive at a decision within the next | 
few days. He said a similar opera- | 
tion for radio had been considered | 
and rejected as economically un- | 
wise for that medium. Katz now 
lists five of the seven Storer am 
stations. 

Ed Codel, Katz vp, said the Katz 
Agency has not determined wheth- 
er it will agree to continue repre- | 
senting the four Storer tv stations 
outside New York and Chicago if 
Storer decides to take over sales in | 
those cities. Katz has offices in) 
seven cities, not counting New | 
York and Chicago. 


“We are not sure we want to} 


become a regional rep,” Mr. Codel| Four L. A..Dailies Boost Price 
said. “We’ve always been an ex- 


” “ | Four Los Angeles metropolitan 
on tear pe Digelhgee they ¢WsPapers have increased their 
fired us.” |subscription rates. The two after- 

The Storer proposition for self- | "CO" Rewspapers, the Mirror and 
representation in New York and the Herald-Express, increased 
Chicago—perhaps for six or eight | heir rates from $1.75 to $1.90 a 
months as a test—was made when | ™onth. The morning Times and the 
early contract renewal talks were | Examiner raised their rates from 
started, it was stated. Reports that |$1.80 to $2 for Monday through 
Katz has already started looking | Saturday home delivery and from 
for replacement stations in the/ $2.25 to $2.50 for seven days a 
Storer tv markets were denied. = | week. 
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| Meredith Names Teety, Green 

| Meredith Publishing Co., Des 
|Moines, has appointed John Teefy 
land Arnie Green to the New York 
ladvertising sales staff of Better 
|Homes & Gardens. Both Mr. Teefy 
‘and Mr. Green joined Meredith in 
1959. 


| Bates Names Two VPs 


| William M. Ennis Jr., an account 
‘executive of Ted Bates & Co., New 


| York, has been elected a vp. Frank 


G. Hunsicker, formerly a personnel 
specialist with George Fry & As- 
sociates, has jeined Bates as vp 
and personnel director. 


Pabsi Buys Race Telécasts 

Pabst Brewing Co., Milwaukee, 
will co-sponsor the CBS-TV cov- 
erage of horse racing’s “triple 
crown”—Kentucky Derby, Preak- 
| ness and Belmont Stakes—next 
Lape Kenyon & Eckhardt, Chicago, 
\is the agency. 
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Admen Mar Image 
of Science, Says 
Medic Group's Askey 


DaLtas, Nov. 8—Advertising has 
distorted the image of science by 
leading the public to believe that 
the world’s most noted research- 
ers are preoccupied with tooth- 


a” 

Dr. E. Vincent Askey, president 
of the American Medical Assn., 
made this charge in a speech at a 
regional meeting of National Foun- 
dation volunteers. 


® The spokesman for some 175,000 
physicians said that achievements 
of great significance get little pub- 


‘lie notice while advertising gives 


paste flavors or absorbed in the) the false impression that science’s 
“vital task of making tablets dis-| most eminent men devote them- 
solve faster in a tumbler of wa- selves to such projects as deodor- 


7 esi 


ants and cigaret filters. 

Urging public support of basic 
scientific research, Dr. Askey| 
warned the health workers that “it | 


jin San Francisco and Northern 
| California. Mr. Nichols was for- | 
miei: 


|merly with Hearst 
Service, San Francisco. 


is time for us to stop marveling at | 


the mere fact of public interest in 
medicine and science and to start 
thinking about the direction it may 
be taking.” + 


Fairchild Appoints Nichols 
Fairchild Publications has ap- 

pointed Richard B. Nichols to rep- | 

resent its new Metalworking News | 


| Tabibian Joins Sawdon 


Edward Tabibian has joined 
Frank B. Sawdon Inc., New York, 
as account executive on new busi- 


iness development. He was for- | 


merly merchandising manager of 
the household products division 
of Colgate-Palmolive Co. 


There’s WHeIXT in Jacksonville, where the most 


alluring curves are found on sales reports! Only 


WJXT reaches out to cover the entire booming Northeast 


Florida—South Georgia region. With 65 vs. 39 


county coverage ... WJXT consistently delivers more 


viewers, more coverage, more value to advertisers! 


waxt © 


JACKSONVILLE, FLORIDA 


Operated by The Washington 


Post Broadcast Division: 


Represented by CBS Television Spot Sales 


WJXT channel 4, Jacksonville, Florida WTOP RADIO Washington, D.C. WTOP-TV channel 9, Washington, D.C. 


IT's FRENCH—Jos. Garneau Co., im- 

| port division of Brown-Forman 

Distillers Corp., Louisville, calls 

this color page in Gourmet and So- 

cial Spectator a “taste-bud tanta- 

lizer.” Albert Woodley Co., New 
York, is the agency. 


LETTERING 


RaPiD art 


For all of your sales needs. Quick, 
accurate, dependable! 

REFERENCES: 

American Petroleum Lambert & Feasley 


Institute Lever Brothers 
B. B.D. & 0. Life Magazine 
C.B.S. Radio Lipton Tea 
Chemstrand Corp. Doremus & Co. 
Esso Standard Screen Gems 
Fuller, Smith & Ross Topics Publishing 
General ElectricCo. Ted Bates 
Hill & Knowlton Shell Oil Co. 

IBM Corp. Westinghouse 
IBM World Trade U.S. Rubber 
Joseph Katz McCann Erickson 


CALL: MU 3-8215 


FULLY-EQUIPPED DEPARTMENTS 
BS COPY & DESIGN SS SILK SCREEN 
BART & PRODUCTION @&TYPE & 
LETTERPRESS 8 BOOKBINDING 
SB DISPLAYS & EXHIBITS 


R¢PiD ar 
SerViGe: 
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make these mistakes? 


No experienced adman like yourself 
would make the mistake of believing there’s 
anything ‘“‘just as good” as the standard of 
quality and service Century delivers! You 
make no mistake when you always use the 
services of Century! 


You can be certain with 


CENTURY 


ELECTROTYPE COMPANY, INC. 


Electrotypes + Travis R.O.P. Glass Mats 
Plastic Plates - B &W and Color Proofing 
Duplicate Photoengravings 


160 East Illinois St., Chicago 11 » DElaware 7-1541 


stores sales of milk with brief copy on poster panels such as this. The 

large letters are in Day-Glo red with the brand name in green and 

“take home plenty” in black. Long-Haymes, Winston-Salem, is the 
agency. 


Saye Joins Rives, Dyke 


Erickson, Houston. 


James A. Saye has joined Rives, 
Dyke & Co., Houston, as an ac- 
count executive. He formerly was 
an account manager of McCann- 
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THE QUAD.-CITIES: 

MOLINE 
EAST MOLINE 
ROCK ISLAND 
DAVENPORT 


7 MINNESOTA 


MISSOURI 
KANSAS CITY 


PEORIA 


ILLINOIS 


* MILES SHOWN ARE AIR MILES 


The Quad-Cities -- Mark 


The essential elements that comprise a good test market are 
plentiful in the Quad-City Metropolitan area. In addition 
to the favorable factors illustrated above (people, money, 
location) are these pertinent local situations: 


BALANCED ECONOMY — Over 500 manufacturers in diversi- 
fied industry, and farming and services provide a self- 
sufficient economy with definite boundaries. 


DEPENDABLE BUYING POWER -— Effective Buying Income of 
$6776 per household. 71% of all households have income 
of over $4,000. 


TYPICAL CITIZENS—A metropolitan population of over a 
quarter million (267,000) that is diversified, well balanced 
and representative: 93% native born white; 5% foreign born 
white; median age 31.8 years. 


EXCELLENT MARKETING FACILITIES—This is the wholesale 
and retail center of Western Illinois and Eastern Iowa. 
Large wholesalers and retailers in grocery, drug and appli- 


ar MILLION |, 


CITIES)) 


ances. Transportation by air, rail, highway, water, to all 
points in U.S. Home office area of Eagle Food Centers. 
Regional chain of 35 stores and branch office of National Tea 


MARKET INSULATION—No overlapping with other major 
trade areas. 147 air miles from Chicago; 163 from Des 
Moines; 199 from St. Louis; 277 from Minneapolis. 


NEWSPAPERS THAT PENETRATE 99.6% —Complete market 
coverage at reasonable cost. Unusual combination of 4 
cities comprising 1 metropolitan area. The media offer 
ROP spot and full color daily;‘split runs; enthusiastic co- 
operation. 


BURGOYNE TEST CITY GROUP—Experienced in operation 
of test campaigns. Companies who have tested in Quad- 
Cities include: Lever Bros.; Economics Laboratory, Inc.; 
Chesebrough-Ponds, Inc.; The Dow Chemical Co.; Sterling 
Drug, Inc.; Pillsbury Co.; Proctor & Gamble Co. 


Use the Quad-Cities — A market-testing laboratory 


THE COMPLETE COVERAGE MEDIUM OF THE MARKET 


QUAD-CITY NEWSPAPERS 


DAVENPORT MORNING DEMOCRAT 
- DAVENPORT EVENING TIMES 
Represented by Jann & Kelley, Inc. 


MOLINE DISPATCH 


ROCK ISLAND ARGUS 
Represented by Allen-Klapp 


et-Testing Lab 


Says Food Shoppers 
Shop Alone Because 
of Penny-Pinching 


CHICAGO, Nov. 8—Supermarkets 
| should help women to feel less self- 
conscious about buying wieners, 
hamburger and cheaper cuts of 
meat, an expert believes. 

James F. Henrich, store designer 
for the Red & White Corp. super- 
market group, expressed his belief 
in an article in the company’s ex- 
ternal magazine, “International 
| Super Marketing.” He said his be- 
|lief that food shoppers are self- 
conscious was based on his obser- 
vation that they usually shop alone. 

“A woman will go shopping with 
friends and neighbors for just 
about everything she needs,” he 
said. “But when she goes to a su- 
permarket, she wants to be alone. 
It’s all right to take her husband or 
children along but not her friends. 

“Why? Usually a woman prefers 
not having her friends know that 
she buys cheaper cuts of meat, 
hamburger or wieners. When the 
family budget needs clipping to 
meet other household expenses, it’s 
the food budget that usually gets 
cut.” 


s Mr. Henrich suspected that the 
| homemaker was further drawn to- 
| ward “aloneness” in food shopping 
_ by guilt feelings over cutting the 
| quality of the family’s meals. 

To alleviate her self-conscious- 
|ness and encourage her patronage 
of the meat department, Mr. Hen- 
rich urged that it be designed with 
a cozy and secluded atmosphere. 
To achieve that, he suggested a re- 
turn to the old sofit, or drop ceiling, 
once commonly placed over meat 
cases. This, he explained, enabled 
a penny-pinching homemaker to 
“buy economical meats without the 
| feeling that people were watching 
| her.” Of course, he added, the feel- 
ing was psychological—“she still 
was quite visible, even if the ceil- 
ing was lower. : 

“We would recommend that a 
meat department have a sofit with 
8’ between it and the floor. Meat 
| should be sold in a shop-like at- 
| mosphere that is set apart from the 
|rest of the store.” 
| Many supermarkets, Mr. Hen- 
\rich said, have ruled out the sofit 
| because of cost but that’s because 
|they have “not understood its true 
psychological value. The real meas- 
ure of a new supermarket is not so 
much the square-foot cost but the 
| volume it will achieve.” # 


'o Louis University to Set Up 
Merchandising Library 

| St. Louis University, St. Louis, 
|} has announced plans for establish- 
|ing a complete library and collec- 
\tion of publications on automatic 
|merchandising which will be 
| housed in the new $4,250,000 Pius 
| XIII Memorial Library. An initial 
‘fund of $5,000 has been made avail- 
jable for the library as a personal 
|donation by Thomas B. Donahue, 
| president of the National Automat- 
| ic Merchandising Assn. 


——— — 
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WHAT MAKES GOOD HOUSEKEEPING DIFFERENT 
FROM ANY OTHER ADVERTISING MEDIUM? 


i }/ 
ies //// 


WE POPPED UP WITH A MEDICAL 
LOLLIPOP FOR A SICK CHILD 


The child’s mother was worried. She wrote that her 
youngster had a glandular disturbance causing abnor- 
mal loss of salt. The problem: to increase salt intake 
according to the doctor’s instructions, difficult with a 
small child. Could Good Housekeeping possibly help? 

Good Housekeeping could and did. Based on this 
magazine’s abiding belief that one reader is as impor- 
tant as all 12,350,000, Good Housekeeping’s famous 
Institute set to work. First question: what do children 
eat willingly? Candy! So Good Housekeeping’s kitchen 
developed a peppermint lollipop scientifically based on 
the saline formula the child’s health urgently needed. 
Then because Good Housekeeping never offers theory 


A HEARST MAGAZINE 


instead of practice, the Institute worked out a recipe 
the mother could easily make at home. Result: Mother 
happy. Child improved. Good Housekeeping pleased. 
P.S. a famous medical school inquired about the recipe, 
which Good Housekeeping gladly forwarded. 
Helpfulness. Service. Special effort no other maga- 
zine could duplicate. That’s what makes Good House- 
keeping different from any other advertising medium. 


GOOD HOUSEKEEPIN G 


MAGAZINE AND INSTITUTE 
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reaction! 


Adv. Dept. 72 West 45th St., New York 36,N. ¥. © 


... for a breakthrough 
in radio-electronic devices 


MUrrey Hill 2-6606 BOSTON + CHICAGO 


Another electronic problem solved: hybrid travelling- 
wave tubes, for high-power pulsed amplification, can now 
have the gain variation adjusted with frequency to suit 
the designer. Dr. E. J. Nalos’ paper describing how this 
is done has won him the 1960 W.R.G. Baker Award, for 
the best paper to appear in IRE’s Transactions of the 
Professional Groups. IRE is proud to honor Dr. Nalos. 
and to salute all who, in this challenging decade, work 
for the advancement of electronics and apply it to the 
betterment of our lives. 


Your company, too, has to meet the challenge of the ‘60s in the 
vast radio-electronics field; to do so, it too must “remember the 
man’’—must reach the top-level minds who control purchasing 
for electronic equipment, components and supplies. 65,243 (ABC) 
of them read Proceedings every month—ACT on what they read. 
Present your company’s facts in Proceedings—and watch the 


IRE remembers the MAN 


E. J. Nalos 


For a share in the present, and a stake in the future, make your product NEWS in 


Proceedings of the IRE e The institute of Radio Engineers 


ous 


KOIN-TV puts persuasion 


into programming... by 
intelligently serving the 
needs and wants of its 
audience. KOIN-TV is an 
important influence on the 
lives of people in Portland, 
Oregon and 32 prosperous 


surrounding counties... an 


influence that packs a 
sales punch for you. Check 
the latest Nielsen 


for proof.* 


KOIN“TV 
PERSUADES 
PEOPLE 


PoRT|AND 


* Highest ratings and widest coverage 
7 of every 10 homes in Portland and 32 
surrounding counties. 
KOIN-TV * Channel 6, Portland, Oregon 
One of America's Great Influence Stations 
Represented Nationally by CBS-.TV Spot Soles 


Advertising Age, November 14, 1960 


Getting Personal 


A. 


A revised edition of “How to Sell Your Way Into the Big Money” 
by Vincent F. Sullivan, ad manager of the New York Daily News, 
has been published by Prentice-Hall. The first edition of the book 
came out in 1954... 

When Bill McKeachie retires at year’s end as president of Mc- 
Cann-Marschalk, he’ll move back to his Carversville, Pa., farm in 
Bucks County to dabble again in grassland farming—he’s even writ- 
ten a book on the subject. He may go back into business again some 
day, “but it won’t be the agency business.” The 57-year-old adman 
says he’s retiring two years behind schedule—“I promised my wife 
I'd retire at 55”... 

Herbert M. Steele, sales promotion manager of the New York 
Daily News, has been named chairman of the newspaper publishers 
committee of the advertising and pr group of the United Hospital 
Fund . . . Robert E. Allen, president of Fuller & Smith & Ross; 
William Hesse, exec vp of Benton & Bowles; and Arthur B. Langlie, 
president of McCall Corp., have been named to the national cor- 
porations committee of Freedoms Foundation at Valley Forge .. . 

Fairfax Cone, chairman of the executive committee of Foote, 
Cone & Belding, who is also chairman of the 1960 Crusade of Mercy, 
was given the Citizens of Greater Chicago’s top award for civic 
achievement on Oct. 17. Two days later he became a grandfather 
when his daughter, Mrs. Richard O’Riley, became mother of Rowan 


Teresa. Father is with the promotion department of the Chicago 
Tribune... 


TEXAN PAINTS TAXCO—George J. Watts, vp and director of public re- 

lations and advertising for Republic National Bank of Dallas, shows 

his oil painting of Taxco, Mexico, which was exhibited at the recent 
5th Annual Business Men in Art exhibit in Dallas. 


More new editions—Don Paul McCauley, ad executive of Phoell 
Manufacturing Co., Chicago, is the proud father of twins—Paul, 
6 lbs., 10 oz., and Lisa, 4 lbs., 9 oz., born Oct. 23 .. . Bill Van Pelt, 
media and ad research manager of Westinghouse Electric Corp., 
Pittsburgh, and his wife Nancy have a new heir, a third child, 
Meredeth, born Oct. 26... 

Headliners—John D. Thees, ad director of the New York Herald 
Tribune, named chairman of the newspaper division of the New 
York Arthritis and Rheumatism Foundation ... Roger Fawcett, 
vp and general manager of Fawcett Publications, reappointed 
chairman of the magazine division of that city’s arthritis and 
rheumatism fund drive . . . Margaret Mary Kearney, educational 
director of WCAU and WCAU-TV, Philadelphia, appointed to the 
Advisory Committee on Working Conditions for Women and Minors 
in Pennsylvania . . . James J. De Urso, national ad salesman for 
the New York Times, elected to membership in the Touchdown 
Club of New York, where he’ll be working with the club’s scholar- 
ship fund... 

Elliott D. Odell, ad vp of Farm Journal, has been named co- 
chairman of the 1961 New York March of Dimes. . . Thoburn H. 
Wiant, vp of Young & Rubicam, has accepted the vice-chairman- 
ship of the advertising and pr division of the National Fund for 
Medical Education . . . Richard O’Connell, exec vp of Devney- 
O’Connell, radio-tv station representative, has been elected presi- 
dent of the League in Aid of Crippled Children. 

CBS Films’ 1960 trophies for outstanding achievement in crea- 
tive merchandising and promotion of syndicated tv programs have 
been presented to Jean Hendrix, assistant to the general manager 
and program director of WSB-TV, Atlanta, and to the station it- 
ae 

Doings in Detroit—Pete Moore, ad director for Dodge, has a new 
Ford, if he hasn’t disposed of it already. Fran Harris of Detroit 
took along a number of scale-model 1961 Fords to give away as me- 
mentos at a district meeting of the Advertising Federation of Amer- 
ica in Chicago, and Pete got one... A. Edward Miller, vp and pub- 
lisher of McCall’s, went home from Detroit recently with a golden 
key to that city, presented by Mayor Louis Miriani. Mr. Miller was 
in the Motor City for the opening of the new McCall Corp. office 
and to preside at a presentation of the magazine for some 600 in- 
dustry and ad executives. 

Campaigners—Chicago ad and pr executives serving on the pub- 
licity and advertising committee for the 1960 Christmas Seal cam- 
paign include William W. Wilson Jr., manager of Young & Rubi- 
cam’s tv and radio department, committee chairman, and his staff— 
Homer Heck, vp and director of broadcasting, Foote, Cone & Beld- 
ing; Charles Helton, FC&B; M. B. Kendrick, vp of Outdoor Adver- 
tising Inc.; W. J. Peak, assistant vp of Illinois Bell Telephone Co.; 
and Sam L. Austin, head of his own public relations agency... 
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Recommended...specified... 
approved...requisitioned. These 
are typical buying actions taken 
by industry’s top buyers after 
consulting manufacturers’ catalogs 
in Sweet's. These catalogs give 
buyers and specifiers the 
product facts they must have 
when buying needs arise. More 
than 80 buying-action studies 
in six basic industrial and 
construction markets document 
the buying activity a catalog in 
Sweet’s can produce for your 
product. Your Sweet's District 
Manager will gladly review the 
results of these studies with you. 
Sweet’s Catalog Service, Division 
of F. W. Dodge Corp., 119 West 
40th St., New York, N. Y. 
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From sign on to sign off during 
the past 12 months the programs 
that came before our cameras 
attracted the biggest audiences 
in all television...as they have 
consistently done over the 

past five years...and as they 
show every promise of doing 
throughout this season. 
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Advertising Age, November 14, 1960 


a As WGR., Buffalo, Hit by Strike: 
> i é 4 Supervisors Keep Operating 


television stations, Buffalo, went 
out on strike Nov. 2, but broadcast- 
ing continued uninterrupted as su- 
pervisory personnel manned the 
equipment, some of them coming 
from other stations owned by 
Trans Continent Television Corp. 

Negotiations between manage- 
ment and the AFL-CIO National 
Assn. of Broadcast Employes & 
Technicians were adjourned indef- 
initely. WGR said the union is 
seeking a 37%-hour work week. 
The union said the station had 
made no offer of an acceptable 
contract. 
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Television Associates Dickie-Raymond Names Mayer 


Edward N. Mayer has been 
named vp-client service and sales 
of Dickie-Raymond, New York, di- 
rect mail agency. Mr. Mayer, for- 
merly vp and general manager of 
New York operations, succeeds 
Courtney A. Crandall, who has re- 
| signed. 


1. An alphobetical listing of all products used in the field, and 
manufacturers of each. 


2. Names and addresses of all these manufacturers. 


3. A listing of all known trade names with the product and 
ified for each. 


4. All products advertised in this issue are classified and listed. 
This guides readers to the ad pages where they'll find more in- 
formation on what they seek. 


5. Normal editorial content of a regular issue assures immediate 
cover-to-cover attention. 


6. A COMPLETE SHOW SECTION ial the 15th Interna- 
per Heating and Air-C Pp , Chicago, Feb. 
6. 


te There... 


When they’re ready to specify or buy 


The Directory Section is the acknowledged reference work 
in the Industrial-Big Building field since 1934 


Nowhere will your advertising dollar go farther . . . accomplish 
more! This is an issue that is a right-at-hand reference for the engi- 
neers and contractors you must reach. (In a survey of these all paid 
subscribers, 96% report they keep it throughout the year, 75% refer 
specifically to its advertising pages. ) 


No wonder nearly 300 advertisers appear each year! Make sure 
you too will profit from this all-in-one January issue with a Direc- 
tory Section, Show Preview, and regular editorial content. Start off 
1961 impressively by using extra space for extra émphasis on your 


entire line. Regular space rates apply, December 10 closing date. 
KEENEY PUBLISHING CO., 6 N. Michigan, Chicago 2. @ 
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P.D.Q.—This is the ingenious ma- 
chine made by Patents Develop- 
ment Quorum Inc. which dispenses 
trading stamps. 


Machine Tots Up, 
Dispenses Trading 
Stamps—P.D.Q. 


Cuicaco, Nov. 8—A new trading 
stamp dispensing machine, which 
is expected to save supermarkets 
much time and money and elimi- 
nate bottlenecks at checkout count- 
ers, was unveiled here last week. 

The new machine currently is 
being manufactured by Patents 
Development Quorum Inc., Minne- 
apolis. P.D.Q. Stamp Dispensers 
Inc., Chicago, was appointed as the 
national distributing organization. 
More than 1,000 of the machines 
are now in production and will be 
installed within 30 days in five 
grocery chains in different sections 
of the US. 

Priced at about $100, the ma- 
chine, which weighs less than 5 
lbs., and is a compact 6” x 6” x 9”, 
is powered by a small electric mo- 
tor. It carries a three-year war- 
ranty, and it may be attached to 
any cash register, thus occupying 
air space only. 


se The P.D.Q. stamp dispenser 
holds up to $3,000 worth of trading 
stamps, with a five-wide coil of 
25,000 stamps which eject in dollar 
multiples on one side, and a one- 
wide coil of 5,000 stamps in dime 
multiples, on the other. 

The stamps are ejected by touch- 
ing one or more of the multiple- 
colored buttons on the machine. A 
checkout girl merely touches these 
numbered buttons corresponding to 
the amount of the cash sale, and 
instantly and automatically—the 
exact amount of trading stamps is 
ejected. 

No advertising is planned at this 
time for the machine. “Sales are 
too good and we do not have 
enough production as yet,” a com- 
pany executive said. + 


Art Club Elects Hamilton 


Norman Hamilton, co-owner of 
Studio One Inc., has been elected 
president of the Art Directors Club 
of Minneapolis and St. Paul. Other 
new officers include Matthew Rud- 
dy, Kerker-Peterson Inc., vp and 
secretary; Steve Griak, Campbell- 
Mithun Inc., vp in charge of enter- 
tainment, and Robert Englund, 
Batten, Barton, Durstine & Osborn, 
treasurer. 


WRFM Limits Commercials 
WRFM, New York, has revised 


its sales policy to limit the num- 
ber of commercials. Effective im- 
|mediately, the fm station will no 
|longer sell 15-minute or larger seg- 
ments. Two one-minute spots will 
be run at the quarter-hour station 
| break. Between 8 and 11 p.m., 
EDT, there will be only one com- 
mercial spot on the hour. 
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| five great Southeastern markets now 
join the Metro Sunday Comics Network: @ 
rounding out the most sitention, 8 { 
most flexible coverage in print today! 


Starting January 1, 1961, the Atlanta Journal Constitution, The Florida 
Times-Union (Jacksonville), the Miami News, the Richmond Times-Dis- 
patch and the Tampa Tribune will become members of the Metro Sunday 
Network delivering Comics into 1,162,000 additional homes every week. * 
Making a new Metro Comics total of 56 member papers faithfully read 
by 41,500,000 people in over 20,000,000 homes! 


Astronomical figures glowing more brightly in the reflection of a 
down-to-earth cost per M that is unequalled by any other national news- 
paper or magazine. 


With this new step into the flourishing Southeast, Metro Comics 
completes its wrap-up of the major areas where the major portion of 
America’s buying and selling is done. Now you can follow the Metro logo 
all across the map and still enjoy Comics’ traditional flexibility of dates, 
markets and ad sizes. And whatever the latitude or longitude, you can 
be sure your Comics advertising will be seen, noted and remembered by 
the largest possible readership in all the age, income, education, or 
what-have-you brackets most important to you. 


It’s always been that way with Comics. Now it’s even more so! 
“All five papers become part of Metro Comics basic network effective Jan. 1, 1961. 


METROPOLITAN SUNDAY NEWSPAPERS, INC. METRO 


Sales Offices: 260 Madison Avenue, New York 16, N. Y., MU 9-8200 
Chicago 11, 1710 Tribune Tower ¢ Detroit 2, New Center Building 
Los Angeles 5, 3460 Wilshire Boulevard ¢ San Francisco 4,155 Montgomery St. 
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SAYS: 
greater share than the 
No. 2 station 9 AM to 


FIRST every 
book since 


Nov., 19 


NIELSEN 
SAYS: 
n May-June, 1960; first in 
‘| RST all six periods in July. 
First in 31 out of 38 


Monday through Friday, 7:30 
AM—85 PM in July. 


Month after 
month Channel 2 
has led the overall 
share-of-audience race 
in Detroit, with leads 
ranging up to 26% 


sign-off, Sunday through 
Saturday, and 24% more 
59. average HOMES! (Aug., 1960) 


Month after month Channel 2 
has led the parade in Nielsen 
as well. First in four out of 
the six 3-hour periods in 


quarter-hour periods. 


CONSISTENT LEADERSHIP 
IN 4 STATION 


DETROIT 
WIBKelV 


the STORER station backed 


by 33 years of responsible broadcasting 


NATIONAL SALES OFFICES: 
625 Madison Avenue, New York 22 
230 N. Michigan Avenue, Chicago 1 


Call KATZ 


Advertising Age, November 14, 1960 


Texas Daily Offers Discounts 
The Caller-Times, Corpus Chris- 
ti, Tex., has announced a new dis- 
count plan, effective Jan. 1, in 
which an advertiser may earn up 
to 20% on frequency, and up to 


10% on bulk linage. Frequency | 


discounts are based on five, ten, 
20, 30, 40 or 50 times in a contract 
year. The bulk discount plan per- 
tains to the 2,400 lines to 50,000 
lines run in 12 months. 


Steller, Millar Adds Two 


Steller, Millar & Lester, Los An- 
geles, has been appointed agency 
for Delron Co., South Gate, Cal., 
manufacturer of nuts, bolts, screws, 
and other products, and Delta 
Semiconductors Inc., Newport 
Beach, Cal. 


Van der Boom Promotes Laub 

Wally Laub has been named 
exec vp of Van der Boom, Hunt, 
McNaughton, Los Angeles. Mr. 
Laub joined the agency in 1955 as 
an account executive and was ap- 
pointed a vp in 1956. 
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America’s modern way of doing business 
= alah Baton 


AG OAR TNMMRS e o 
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Men and machines of AIR EXPRESS deliver vital missile component with jet speed to Convair test site 


Priority service makes Air Express today’s best way to ship 


At Convair's big Sycamore Canyon Test Facility in California, an Atlas missile stands ready for a 
static test firing. An eleventh-hour engineering refinement brings AIR EXPRESS service into the picture. 
AiR EXPRESS is constantly called on to speed new parts. It's all in the day’s (or night's) work for this 
skilled shipping team. Here’s what you get when you cal/ AiR EXPRESs: Priority service—first on, first off 
—on all 35 scheduled U. S. airlines « Kid-glove handling every mile of the way * Door-to-door pickup 
and delivery via 13,000 trucks (many radio-dispatched for 


maximum speed) « Teletype confirmation of receipt on 
request + Service to 20,000 American communities coast to 
coast«/t pays to think fast ... think AiR ExPRESs first! 


AIR EXPRESS 


& CALL AIR EXPRESS DIVISION OF RAILWAY EXPRESS AGENCY ¢ GETS THERE FIRST VIA U.S. SCHEDULED AIRLINES 


Liquor Imports Up 
(13.5% in Ist Half, 
“Newsweek’ Reports 


New York, Nov. 8—Americans 
| are taking to imported distilled 
| spirits at a faster clip, compared to 
U. S. products, according to a new 
Newsweck marketing report. 

U. S. imports of distilled spirits 
increased 13.5% in the first half of 
1960, as against the same period 
last year. This increase is about 
three times the rate at which to- 
tal U. S. bottling grew in the same 
| period. 

Total U. S. imports for the first 
six months this year were 17,021,- 
701 gals., compared with 14,993,- 
773 gals. in the same period in 
1959. Domestic bottling totaled 96,- 
741,767 gals. this year, a 4.8% in- 
crease over the 92,324,360 gals. re- 
ported in the same period in 1959. 

The report indicated that the 
sales advance for imports for the 
| whole of 1960 was expected to be 
one additional bottle for every sev- 
jen sold in 1959. 

. Scotch led the field with a 1,- 
| 256,831 gal. gain—a 16.7% hike to 
|8.783,361 gals. for the six-month 
period. Canadian whisky (up 
|7.3% to 4,951,222 gals.) and Irish 
|whisky (up 7.1%, to 40,387 gals.) 
{matched each other’s progress in 
| proportion, if not in volume. 

| New York state was the largest 
|consumer, consumption increasing 
15.7%, from 12,981,370 gals. in 1959 
jto 13,716,516 gals. for the 1960 
half year. California was a close 
/second, with 12,356,419 gals. (up 
|8%) for the six-month period. + 


| Schering Names Ingolia, Rush, 
| Manwaring to New Posts 

| Schering Corp., Bloomfield, 
|N. J., has, appointed Donald T. 
| Rush, marketing manager, special- 
|ty products; Joseph J. Ingolia, 
marketing manager, steroid prod- 
|ucts, and A. Everett Manwaring, 
marketing manager, over-the- 
|counter products, all new posts. 
Mr. Rush was formerly market 
planning manager, Mr. Ingolia 
was formerly assistant to the mar- 
keting vp, Mr. Manwaring was 
field sales manager. 

Howard H. Joyce, formerly 
budget director, was named to 
|succeed Mr. Ingolia, and Herbert 
|A. Lohrman, formerly a_ profes- 
|sional sales representative’ in 
northern New Jersey, has been 
named to succeed Mr. Manwaring. 
At the same time, Robert W. 
|Crooker, formerly assistant sales 
‘training manager, has been ap- 
pointed promotion aids manager 
of the marketing division. 


John Profit Launches New 
Int'l Food Publication 


A new international magazine, 
Food Marketing International, will 
be launched in January by a new 
company, John Profit Associates, 
300 W. 58th St., New York. John 
R. Profit, publisher, formerly was 
business manager of Quick Frozen 
Foods International. 

Food Marketing International 
will appear once every two months 
in 10% x11%” page size. It will be 
published ir English, but each 
spread in the magazine will carry 
a center column condensing the 
editorial text and advertising copy 
in three other languages—German, 
French and Spanish. It plans to 
|have a controlled circulation of 
10,500 food executives located 
throughout the world. The one- 
time page rate has been set at $525. 


Bridges-Sharp Moves Offices 

Bridges-Sharp & Associates, Day- 
ton, O., has moved to temporary 
quarters in the Herman Miller 
Bldg. The agency will occupy new, 
expanded quarters at the same ad- 
dress around Feb. 1 when the sixth 
floor addition to the building is ex- 
pected to be completed. 


——_—— 
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FORT WORTH MARKET RETAIL 


BUSINESS 
TOTAL RETAIL SALES 25.3% 
Food 24.2% 
General Merchandise 24.9% 
Apparel 20.9% 
Furniture, Households 23.6% 
Auto Sales 26.8% 
Gas Station Sales 27.2% 
Drug Sales 25.0% 


DOLLARS ARE SPENT IN “a 
THE FORT WORTH MARKET 


The 641,400 households in the Fort Worth Market spend 
$628,291,000 on food purchases... 24.2% of all the Food 


Dollars in Texas! And one medium, the Fort Worth Star- 
Telegram, covers this 100-county market best— 48.2% family 
coverage daily. (86.7% daily family coverage in Metro Fort 
Worth proper.) 


SOURCES: Sales Management, ABC White Audit Report, 3/31/60. 


FORT WORTH STAR-TELEGR: 


Amon G. Carter, Jr., Pres. & Nat'l Advertising Director 
Ralph D. Ray, Nat'l Advertising Manager 


LARGEST COMBINED DAILY CIRCULATION IN TEXAS 


without the use of schemes, premiums or contests 
“Just a good newspaper” 
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Month after 
month Channel 2 
has led the overall 
share-of-audience race 


SAYS ° in Detroit, with leads 
Pr ranging up to 26% 


greater share than the 

No. 2 station 9 AM to 

sign-off, Sunday through 
FIRST every 


dee gag Saturday, and 24% more 
+ pn 5959. average HOMES! (Aug., 1960) 


CONSISTENT LEADERSHIP 
IN 4 STATION 


DETROIT 
WIBKeTV 


the STORER station backed 


by 33 years of responsible broadcasting 


Month after month Channel 2- 
has led the parade in Nielsen 


NIELSEN 
SAYS e as well. First in four out of 
a the six 3-hour periods in 


May-June, 1960; first in 
all six periods in July. 
First in 31 out of 38 


quarter-hour periods. 
Monday through Friday, 7:30 
AM—85 PM in July. 


NATIONAL SALES OFFICES: 
625 Madison Avenue, New York 22 
230 N. Michigan Avenue, Chicago 1 


Call KATZ 


Advertising Age, November 14, 1960 
Texas Daily Offers Discounts 


Li 
The Caller-Times, Corpus Chris- | quor Imports Up 
ti, Tex., has announced a new dis- | ]3,5% in Ist Half, 


count plan, effective Jan. 1, in pS 
which an advertiser may earn up ‘Newsweek’ Reports 


to 20% on frequency, and up to 
| 10% on bulk linage. Frequency, New York, Nov. 8—Americans 
|discounts are based on five, ten, are taking to imported distilled 
| 20, 30, 40 or 50 times in a contract Spirits at a faster clip, compared to 
year. The bulk discount plan per- |U. S. products, according to a new 
tains to the 2,400 lines to 50,000 Newsweck marketing report. 
lines run in 12 months. U. S. imports of distilled spirits 
| increased 13.5% in the first half of 
Steller, Millar Adds Two /1960, as against the same period 
Steller, Millar & Lester, Los An-| last year. This increase is about 
geles, has been appointed agency | three times the rate at which to- - 
for Delron Co., South Gate, Cal.,|tal U. S. bottling grew in the same 
manufacturer of nuts, bolts, screws, period. 
‘and other products, and Delta Total U. S. imports for the first 
‘Semiconductors Inc., Newport|six months this year were 17,021,- 
Beach, Cal. 701 gals., compared with 14,993,- 
773 gals. in the same period in 
| Van der Boom Promotes Laub | 1959. Domestic bottling totaled 96,- 
| Wally Laub has been named 741,767 gals. this year, a 4.8% in- 
exec vp of Van der Boom, Hunt, | crease over the 92,324,360 gals. re- 
McNaughton, Los Angeles. Mr. | ported in the same period in 1959. 
Laub joined the agency in 1955 as| The report indicated that the 
an account executive and was ap- |sales advance for imports for the 
| pointed a vp in 1956. _ whole of 1960 was expected to be 


| one additional bottle for every sev- 


America’ s modern way of doing business 3 


Rs 


a 


Men and machines of AIR EXPRESS deliver vital missile component with jet speed to Convair test site 


Priority service makes Air Express today's best way to ship 


ven sold in 1959. 


. Scotch led the field with a 1,- 
256, 831 gal. gain—a 16.7% hike to 
8.783,361 gals. for the six-month 
|period. Canadian whisky (up 
7.3% to 4,951,222 gals.) and Irish 
|whisky (up 7.1%, to 40,387 gals.) 
| matched each other’s progress in 
| proportion, if not in volume. 
| New York state was the largest 
;consumer, consumption increasing 
15.7%, from 12,981,370 gals. in 1959 
jto 13,716,516 gals. for the 1960 
half year. California was a close 
second, with 12,356,419 gals. (up 
'\8%) for the six-month period. + 


Schering Names Ingolia, Rush, 
Manwaring to New Posts 

Schering Corp., Bloomfield, 
|N. J., has. appointed Donald T. 
Rush, marketing manager, special- 
ty products; Joseph J. Ingolia, 
marketing manager, steroid prod- 
ucts, and A. Everett Manwaring, 
marketing manager, over-the- 
counter products, all new posts. 
Mr. Rush was formerly market 
planning manager, Mr. Ingolia 
was formerly assistant to the mar- 
keting vp, Mr. Manwaring was 
field sales manager. , 

Howard H. Joyce, formerly 
budget director, was named to 
succeed Mr. Ingolia, and Herbert 
A. Lohrman, formerly a_ profes- 
sional sales representative in 
northern New Jersey, has been 
named to succeed Mr. Manwaring. 
At the same time, Robert W. 
|Crooker, formerly assistant sales 
training manager, has been ap- 
pointed promotion aids manager 
of the marketing division. 


John Profit Launches New 
Int'l Food Publication 


A new international magazine, 
Food Marketing International, will 
be launched in January by a new 
company, John Profit Associates, 
300 W. 58th St., New York. John 
R. Profit, publisher, formerly was 
business manager of Quick Frozen 
Foods International. 

Food Marketing International 
will appear once every two months 
in 10% x11%” page size. It will be 
published in English, but each 
spread in the magazine will carry 
a center column condensing the 


At Convair’s big Sycamore Canyon Test Facility in California, an Atlas missile stands ready for a 
static test firing. An eleventh-hour engineering refinement brings AiR EXPRESS service into the picture. 
Air EXPRESS is constantly called on to speed new parts. It’s all in the day's (or night’s) work for this 
skilled shipping team. Here’s what you get when you call AiR EXPRESS: Priorityservice—first on, first off 
—on all 35 scheduled U. S. airlines « Kid-glove handling every mile of the way « Door-to-door pickup 
and delivery via 13,000 trucks (many radio-dispatched for 

maximum speed) « Teletype confirmation of receipt on 


=. ee” 
request + Service to 20,000 American communities coast to A | | R E x PR EE SS 
%. 


coast«/t pays to think fast ... think AiR EXPRESS first! 


& CALL AIR EXPRESS DIVISION OF RAILWAY EXPRESS AGENCY ¢ GETS THERE FIRST VIA U. S. SCHEDULED AIRLINES 


editorial text and advertising copy 
in three other languages—German, 
French and Spanish. It plans to 
have a controlled circulation of 
10,500 food executives located 
throughout the world. The one- 
time page rate has been set at $525. 


Bridges-Sharp Moves Offices 

Bridges-Sharp & Associates, Day- 
ton, O., has moved to temporary 
quarters in the Herman Miller 
Bldg. The agency will occupy new, 
expanded quarters at the same ad- 
dress around Feb. 1 when the sixth 
floor addition to the building is ex- 
pected to be completed. 
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ALL TEXAS FOOD 


DOLLARS ARE SPENT IN 
= THE FORT WORTH MARKET 


The 641,400 households in the Fort Worth Market spend 
$628,291,000 on food purchases... 24.2% of all the Food 


FORT WORTH MARKET RETAIL 


BUSINESS Dollars in Texas! And one medium, the Fort Worth Star- 
TOTAL RETAIL SALES 25.3% Telegram, covers this 100-county market best— 48.2% family 
Food 24.2% coverage daily. (86.7% daily family coverage in Metro Fort 
General Merchandise 24.9% Worth proper.) 
Apparel 20.9% 
Furniture, Households 23.6% 
Auto Sales 26.8% EEE be Seen, Se 


Gas Station Sales 27.2% FORT WORTH STAR-TELE Te | 4 


Amon G. Sartet. Ft ree, , | 6 ee 
Drug Sales 25.0% Ralph D. Ray, Nat'l Advertisin 


LARGEST COMBINED DAILY CIRCULATION IN TEXAS 


without the use of schemes, premiums or contests 
“Just a good newspaper” 
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Ideas from the pages of BH&G turn dream houses into r 


Run your eye over the table of contents in an issue of Better 
Homes and Gardens. The variety is wide, the boundaries 
apparently limitless. But underlying every article, every 
picture, is a unifying motif. An implied question that is al- 
ways answered: “Do you want to live better? Here’s how!” 

Month after month, nearly sixteen million men and 
women thoughtfully and happily study Better Homes and 


ideas that make SALES 
family IDEA magazine 


Gardens for ideas they can adopt in their family living. 
During the year, a third of America—the top-spending, 
family-centered third—looks to BH&G for ideas about things 
to make or to do or to buy. Ideas seem to work harder in 
Better Homes and Gardens—and that goes for advertising 
ideas, too. Meredith of Des Moines . . . America’s biggest 
publisher of ideas for today’s living and tomorrow’s plans 


ealities—and that means sales! 
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DOUBLE your selling effectiveness in Southwestern Michigan 
(including Benton Harbor and St. Joseph) the dual-media way! 


To tap the top of Southwestern Michigan's sales potential (including Benton Harbor and 
St. Joseph) calls for coordinated selling strategy: a ‘ ’ 
strong readership of the News-Palladium and Herald-Press . . . and the strong listenership 
of WHFB AM/FM. You get (1) unduplicated, in-the-home circulation in both city zones and 
in the three surrounding counties, (2) WHFB’s loyal, —— listening-in audience 
that’s twice the size of the next two stations combined! Inquire today about how this 
dual-media approach can help you. 


dia approach, utilizing the 


4-COUNTY SOUTHWESTERN MICHIGAN AREA RUNDOWN: 


BUYING RETAIL 
POPULATION: INCOME: SALES: FAMILIES: 
293,500 $454,208,000 $289,245,000 90,800 


BENTON HARBOR NEWS-PALLADIUM 
ST. JOSEPH HERALD-PRESS 


Represented by_E. A. Faulkner & Associates 
307 N. Michigan Ave., Chicago 1, til. 


Source: Sales Management Survey ef Buying Power. 


WHFB AM/FM 


Represented by Everett-McKinney, Inc. 
and Michigan Spot Sales 


410 N. Michigan Ave., Chicage 11, Il. 


Advertising Age, November 14, 1960 


Penney Exec Hits 
Excessive Enthusiasm of 
Some Fiber Advertisers 


San FRANCisco, Nov. 8—In their 
urgency to outstrip competition, 
makers of apparel and household 
textiles sometimes allow enthusi- 
asm in advertising to overshadow 
common sense. 

P. J. Fynn, director of research 
laboratory, J. C. Penney Co., made 
this charge last week at the 14th 
National Home Laundry Confer- 
ence. 

He also blamed the “vigorous” 
advertising of the synthetic fiber 
industry, which emphasizes the 
washability of its new fibers, for 
the unhappy state of affairs that 
finds housewives “tossing every- 
| thing into the washing machine.” 


You’re 


eeein Indiana 
with the STAR 
and the NEWS 


Thanksgiving dinners are bountiful in Central indiana, 
where broad diversification of industry and business 
provides higher than average incomes and more 


full time employment. 


To influence and sell this $4 billion, 45 county market— 


a 


concentrate your advertising in The Star 
and The News. With saturation coverage 


of the metropolitan area, 73.4% coverage in 
i the 20 county retail trading zone, and 52.8% 
coverage ofall 684,000 families in this 


45 county market, you’ 


from your advertising 


ll get high returns 
dollars! 


The Indianapolis Star 


Morning & Sunday 


The Indianapolis News 


KELLY-SMITH COMPANY NATIONAL REPRESENTATIVES 


Fiber May Be Washable; Fabric Not, 
Fynn Tells Home Laundry Conference 


“Vying with one another for 
sales, apparel and textile makers 
offer more and more items as 
washable, until such unlikely 
things as winter coats, men’s suits, 
almost-room-size rugs and heavy 
draperies are promoted as machine 
washable,” Mr. Fynn said. 


s “Much of the advertising by fi- 
ber producers goes over the shoul- 
der of the garment industries di- 
rectly to the consumer, and it 
intimates or even promises wash- 
ability and colorfastness, based up- 
on fiber characteristics which are 
difficult to carry through into the 
finished product,” according to the 
research executive. 

It just does not follow as a mat- 
ter of course that using a thorough- 
ly washable fiber will insure a 
satisfactorily launderable fabric or 
garment, Mr. Fynn said. 


s Arthur R. Wachter, converting 
relations department manager, 
American Viscose Corp., reviewing 
the provisions of the Textile Fiber 
Products Identification Act, called 
the Federal Trade Commission, 
which enforces it, “just about the 
strongest and toughest police that 
can be assigned to such a giant 
undertaking.” 

The “truth-in-textiles” law, 
which went into effect March 3, 
applies when ads say something 
about fiber content. 

According to Mr. Wachter, when 
ads do mention fiber content, the 
law’s four requirements are: (1) 
All information on fiber content 
must appear together in legible, 
conspicuous type; (2) only generic 
names may be used, and they must 
appear in order of their predomi- 
nance by weight; (3) non-required 
information or sales data must not 
interfere with, minimize or de- 
tract from the required disclosures; 
and (4) all information must be 
accurate and in no way misleading 
or deceptive. 

“Even with the protection af- 
forded by the act, truth in textile 
labeling continues as an untouched 
goal for the American consumer,” 
Mr. Wachter said. 

Canada and Great Britain, on 
the other hand, have effective leg- 
islation, according to Mr. Wachter. 


s “Neither Canada nor Great Brit- 
ain concern themselves with fiber 
identification or with fiber per- 
centages. They want to know—and 
they are provided with answers to 
the questions always in the con- 
sumer’s mind—can I wash it or do 
I dry clean it? If I put it in my 
washer, do I push the warm, hot 
or cold button? Do I iron it, or is 
it ready to wear after tumble dry- 
ing? Is it colorfast to any kind of 
laundering, and will it resist ex- 
cessive shrinkage? The laws in 
Canada and Great Britain require 
advertisers of textile products to 
provide these answers. It’s manda- 
tory,” Mr. Wachter said. 

American Standards’ L22 also 
calls for the same information, 
“and a whole lot more,” but com- 
pliance with this rule, established 
by the American Standards Assn., 
is not mandatory but only volun- 
tary, according to Mr. Wachter. # 


3 Department Stores Fined 
for Violating Fair Trade Law 
New York state supreme court, 
Syracuse, has fined three New 
York department stores $250 each, 
plus an assessment of $500 each for 
attorney fees for violating a court 
order prohibiting selling a fair 
trade antifreeze below the mini- 
mum retail prices. The stores fined 
were Easy Bargain Center, Syra- 
cuse; Family Bargain Centers, Au- 
burn, and State Street Mills Bar- 
gain Center, Utica. 
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Robert M. Reuschle, General Sales Manager 


Ever wish you could get in there and do the whole job yourself? 


Then you’d get what you want; then it would come out right. But you can’t 
do it all yourself. And at WLAC-TV you don’t have to. We learned a long 
time ago we needed the right people—on the mike, at the camera, behind the 
desk—to do the job the way it should be done. Having the 6. people is 


one way WLAC-TV wins so many awards—and audiences. , of course. 


Ask any Katz man—he'll show you the way! 


T. B. Baker, Jr., Executive Vice-President and General Manager 
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STARTS rie wess 
FIRST TIME IN MIAMI 
COMMUNITY CLUB 


CALL KATZ 
TODAY 


AWARD 


TOTAL 


INFORMATION 
RADIO -”— 


the STORER station — backed by 33 years 
of responsible broadcastinge CALL KATZ 


Advertising Age, November 14, 1960 


Cuicaco, Nov. 11—Public rela- 
tions has grown to the point where 
it is now a “must” for corporate 
management, according to Eugene 
Miller, director of public affairs 
and communications of McGraw- 
Hill Publishing Co., New York. 

“Public relations is taking on 
new stature in American industry,” 
he told the 13th annual conference 
of the Public Relations Society of 
America. “You can see this by no- 
ticing the subtle shifts in the ex- 
ecutive suites of many corpora- 
tions. 

“In most large corporations,” he 
said, “the public relations depart- 
|ment now calls for a vice-presi- 
|dency. Another trend is for the 
public relations director to be as- 
‘signed additional responsibilities— 
| institutional advertising and some- 
| times all the company’s advertising 
program. In still other cases, he is 
'taking over responsibilities in the 


INSIDE SOLID CINCINNATI: 


“Are you sure it was a good idea to tell them we Cincinnati Enquirer families have 


$600 more a year to spend than the average Cincinnati family?” 


ceeececccescsesss SOLID CINCINNATI READS THE CINCINNATI ENQUIRER 


Daily Enquirer families make more, need more, Spend more. You're in 
solid with them when you advertise in their newspaper . . . the Cincinnati 


Daily Enquirer. For more facts on the market-that-matters in Cincinnati, 
write the Cincinnati Enquirer for the latest Top Ten Brands survey. 


Represented by Moloney, Regan & Schmitt, Inc. 


PR Is ‘Must’ Today: PR Man May Run Ads, 
Aspire to Company Presidency, PRSA Told 


personnel and labor relations 
areas.” 

Mr. Miller based his report on 
findings of a survey made by Mc- 
Graw-Hill for Business Week last 
year. 


« “The competency of pr practi- 
tioners is increasing fast,” he told 
the PRSA conference. “The back- 
grounds of men entering the field 
have been continually upgraded. 
Many are still coming in from the 
newspaper and magazine fields, but 
an increasing number are entering 
from radio and television, and such 
fields as law, personnel relations 
and teaching.” 

He noted that in some cases pub- 
lic relations has been the stepping 
stone to top management positions. 
In the Bell System, he said, six 
major Bell companies are now 
headed by presidents who have 
spent ten or more years in public 
relations. “In fact, at Bell, public 
relations is considered one of the 
best routes to the top of the lad- 
der,” he said. 

“And more companies, I believe, 
over the years will follow in Moth- 
er Bell’s footsteps.” 


s Harold B. Miller, public rela- 
tions director of Pan American 
World Airways, 
New York, was 
elected presi- 
dent of PRSA. 
Other new of- 
ficers include 
Walter W. Bel- 
son, assistant to 
the president 
and director of 
public relations, 
American 
Trucking Assn., 
Washington, vp; Harold B. Miller 
Melva Ches- 

rown, president of Melva Chesrown 
Inc., New York, treasurer; and 
John H. Paige, vp-public relations 
and merchandising, Wisconsin Tel- 
ephone Co., Milwaukee, secretary. 

Milton Fairman, assistant vp of 
the Borden Co., New York, was 
elected chairman of the board of 
trustees of the Foundation for Pub- 
lic Relations Research & Education, 
formed by PRSA but operating un- 
der an independent charter. 

John F. Moynahan, of John Moy- 
nahan & Co., New York, was elect- 
ed chairman of a newly-formed 
public relations counselors section 
of PRSA. The section will serve 
primarily as a medium of informa- 
tion and ideas, and to improve pr 
counseling through programs of 
education and research. + 
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Metropolitan Adds Branch; 
Names Boorom Ad Director 

Warren J. Boorom, formerly vp 
and director of member services 
to the Radio Advertising Bureau, 
has joined Metropolitan Broad- 
casting Corp., New York, in the 
new post of director of advertising 
and promotion. Patrick Rheaume, 
previously manager of RAB’s mem- 
ber service department, has been 
named to succeed Mr. Boorom as 
RAB director of member service. 

Metropolitan has opened an of- 
fice at 12 S. 12th St., Philadelphia. 
Benedict Gimbel Jr., vp and a di- 
rector of the company, will head 
the new office. 


Federated Purchaser in Drive 

Federated Purchaser, Mountain- 
side, N. J., distributor of electronic 
products, will launch a 375-line 
newspaper ad campaign this 
month in N. J. newspapers, backed 
by a weekly radio program on 
| WABC-FM. Theme of the ads is: 
| “It’s fun to shop high fidelity bar- 
|gains at Federated.” In addition, 
Federated will take space in Elec- 
tronic Products and _ Electronic 
| News. Gilbert & Felix, New York, 
is the agency. 
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Milton P. Higgins, President, Norton Company, views his company’s advertising: 


“Without advertising, all this power 
would just help us build inventory.” 


“From fusing raw materials for our grinding wheels, 
refractory and other abrasive products right through 
the final production steps, we use several hundred 
million kilowatt hours of electricity each year. 
“But it takes a different kind of power to move 
our products out of inventory and into use by our 
customers—the power that consistent advertising 


.. McGraw-Hill 


in top business publications can help us generate. 
“Norton ads, in business magazines like McGraw- 
Hill’s, tell engineers, managers, purchasing agents 
and other prospects about the help our lines offer. 
“Product advertising, and having the Norton 
name known, is to us as indispensable a force as 
electric power.” 


,r PWERREGATION S 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd STREET, NEW YORK 36, N.Y. 


More than one million key men in business and industry pay to read McGraw-Hill publications. 
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CLEVELAND — 
WW Tr 
MORE MOVIE 


AUDIENCE THAN 
ANY OTHER STATION! 


the STORER station backed by 33 years of responsible broadcasting « CALL KATZ 


“a 


dd ee 


DOOR-TO-DOOR—Jim Doyle, sales representative in upper New York 
for three furniture manufacturers, drives his traveling furniture 
showroom straight up to the buyer’s door. 


Little Wonder to Ted Black 

Little Wonder, division of Schil- 
ler-Pfeiffer, Southampvion, Pa., has 
appointed Ted "Black Agency, 
Reading, Pa., to handle advertising 
and public relations for its elec- 
trical hedge trimmers, edgers and 
other products. 


This fabulous pearl and gem necklace is the 
product of someone’s unusual ability .. . 
creativity. Here in the Industrial Pied- 
mont, greater sales are the product of the 
creativity of WFMY-TV. WFMY-TV is the 
one station in the area with proven ability 
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GREENSBORO, W. C. 
"NOW IN OUR 12TH YEAR OF SERVICE’ 


SUBS BREE 


Represented by Harrington, Righter and Parsons, inc. 


New York, Chicago, Los Angeles, San Francisco, Atlanta, Boston, Detroit 
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CREATIVITY .... wimy-t creates 


sales in the nation’s 44th market* 


to create greater sales and profits for you. 
To sell the nation’s 44th market* (44 coun- 
ties, 17 cities) . . . where 2.3 million cus- 
tomers have 3.2 billion dollars to spend... 
call your H-R-P rep today. 


* Source: Television Magazine, 1960 Data Book 


Business-Building 
Bus Is Bonanza for 
Furniture Marketer 


PiTTsForD, N. Y., Nov. 8—James 
D. Doyle, representative of three 
furniture manufacturers, is using 
a mobile showroom to sell furni- 
ture to store buyers. He leased a 
bus for this unusual marketing 
venture when he learned that 
many buyers don’t have time to 
see all the displays at national 
furniture shows. 

Mr. Doyle outfitted his “furniture 
wagon” with 21 pieces of furniture 
from his three manufacturing com- 
panies—Ramseur Furniture Co., 
Ramseur, N. C.; CaliLounger Inc., 
Kernersville, N. C.; and Hickory 
Dale Furniture Co., Hickory, N. C. 
—and then hit the road. 

Teaser post cards and a follow- 
up letter were sent out in ad- 
vance of Mr. Doyle’s arrival in 
each town. The letter suggested 
buyers tie in with newspaper, ra- 
dio and tv advertising to urge their 
customers to visit the furniture 
wagon when it arrived in town. 


= In his first three-week tour, Mr. 
Doyle made 105 calls and enticed 
95 dealers to visit the display. He 
signed up 28 new accounts, wrote 
orders for 14 old accounts, and 
tabbed 51 dealers as “prospective” 
accounts. Mr. Doyle termed these 
results “tremendous.” # 


Morey Opens Office: Adds 
‘Farm & Power Equipment’ 

Farm & Power Equipment, St. 
Louis, has appointed R. W. Morey 
Co. its advertising sales represen- 
tative in the midwestern area. The 
publication also has promoted V. A. 
(Biil) Esphorst from the field sales 
force to head a new advertising 
department. 

R. W. Morey has opened an of- 
fice in Park Forest, Ill., to serve 
Chicago, downstate Illinois, west- 
ern Indiana, Missouri and Kansas. 
R. Jess Krieser, formerly adver- 
tising and sales promotion super- 
visor of the steel strapping divi- 
sion of Acme Steel Co., Chicago, 
has been appointed to manage the 
new office. 


Cerro de Pasco Boosts 
Struby: Names Collins 

Cerro de Pasco Corp., New York, 
producer of non-ferrous metals, 
has named Peter V. Struby to the 
new position of manager of public 
relations and advertising. Mr. 
Struby was manager for three 
years of the company’s products 
development division, where he 
is being succeeded by James F. 
Collins, formerly with Kaiser Alu- 
minum & Chemical Corp., Oak- 
land, Cal. 


Philip ]. Lane Adds One 
Parfums Corday Inc., New York, 
importer of Fame, Toujours Moi, 
Trapeze, Zigane and Jet perfumes, 
has appointed Philip J. Lane Ad- 
vertising, New York, to handle its 


first tv and radio advertising. The 
Fame fragrance will be featured. 
|Galbraith-Hoffman, New York, 
| will continue to handle print ad- 


vertising for the company. 


OA See ete yg ii se on | a ei el ie). OS ae ee eo) ae. <a a eee Manan eo oe ts ieee ¢ "2S oh Re SIRE i RR SE ge dee aie OR MME | ROL eg eet, ARS 2 SS Raia 8 C2 ay a een Se 
OR SE eh i erent ies “9 Bice Soph eae Ne : eed. ‘iat eae - Re: i Sl Ae, na 5a Be eX, ee ihe Seda . f thre ee Pee ee ese est ee Roe) Cn say Sal tie a * 
epee (ret k ee psf ee ee See ya oe eee Es ee arte gee ‘ SS ae Ome tna Eat oa 0 weet os aeemmernge Tee Shee eee en ee ee ee er 
aa Thame RED inn rr ah oss 3 BER ee Sie 5 ee eh ee RY eS rT re A er S eee he ees AGS gah a eS Re eR Rll Sad vor Paes SE CREE | aga ee S/S ieee 
2 a es ee ae cee Pr ee SE 2,” 5 gee fm Dae I tise > a ° . FE teed Ve hie me a, a, 2 PS ome, oes sees > Sir i pee a a ee as aN, 7 
ae bas pe ar oe eee ieee Le eee eRe Nate eee * as eon ieee aot Refi 1 A a eae ea, AE edt see aa Mia. Be eS eu eae Sa as : 
ey ee ee) ms F : ein a : . . ‘ : bi ! ' ‘ a rhy te 
i as iy 
ey base 
an © 0 . 
ab Advertising Age, November 14, 1960 % 
i € 
; : +” agit genaas “ey es ee oe at 4 Myre 6 
tg ia . ; Bw —-~ — — :* 
‘snes oe. 7 ames — = 
pga: |: : ' . 
ten » Nie oh: 
ot eee ! ‘ ee 
ee Pie = ‘ j Poe ee * 
ee, ae { - ai { PAs aN a A\ ¥; ‘ 
: : -—T 4 uy i H Saas ea 7 - 4 
s : aia Sal aie ke : Pee Wee bea : > 
ao ieee eevee ®N a fi Boat re 
- at See ee Ba : ~ ve Oe L 1” 08 wae . 
: Od eh ae Dg, EES = SR em 
ma ‘ee : x eae 4g ~ eee Nn Rl Ba ns | \ 3 
< 5 ee re ier : i ’ Bee reali ny a a Poondy ® = a. ; 
Gr SS ea ee ’ - Hao AN RT. : i 
, SoS : Sie ek ce abl i . cs , ‘ ge 
_ ee = G  alatiet ls : ‘ ‘ti im Doyles i 
Tees Seeman wee Apa ale \ Orr 
ae a Oe ' 
a — = 
geal Sey" , re | 
1" oak “& fous 3 
ee. ae . - Mes 2 
a se F Sate hay haa . 
Span: ee 
rakes ee 
EM 
= 6) oe | 
f ee | 
ay ee | 
ee 
Ko ae 7 
ee . 
eo ae 
isan 
sk: 
i.e : 
A ee eesti issn eens enema 
eae es 
ae 5 eg oe | 
vs : ; a eees | | : 
en Bcc fe J 
Mal ie got TS | mt? 
= oe 3 a Orman ae 
ee 2 
: aes aia Ss \ : : 
| d 
* | = a od 
‘ cae r : . ee 
: 3 | 
Bas ‘ | 
z | 
: ' : 
: | 
} 
mies. < “ 
= ae . % 
E : s 
} : 
a | ’ 
2 ! 
lei 
Ta is CORY «a Nae | 
Be Sa : ' . 7 € 
ct ee oe ee ‘ : 
a a ees 3 4 } ch ee : 
oe wo . ; od : 
— | os BPOq. ? | 
i ey eo : > eee ™ ms Xs 
ae Seas eae %s ‘d . ' 6 y © i 
ee . Pia © > = _ = bi bia 
7 2 ge er £ - a ~ oe ri 
2 aa ; = ae. ec he 
eee : e 4 = yy om ; 2 
= ae " | w ® Mi > } 
bie : ‘ey ry \! . q “. 
docaer mr A h .* H — 4 
: a ° ’ aT ; 
: eee ie oe af oa if sae * : S . 
saaee ‘ en “ a | : 
is: De pe . aie 4 
fe ee : ; ' f /. died re : 
fe ae x ., . P< Ban a : 
aa RR aan SSN." ie * 4 s i - " > § 
ea ee ; . a § : 4 ‘ . 4 3 
ae ay : ¥ % A = ? pe 1 a = 
= 5, j "3% t ~ : 
CaS. Ei. vo 3 ia F ms 4 7 - ie mi: : } 
Ges = Bis ZI " é >» “4 = ate Mid os a wr ieee a 4 ae 
PSs el ‘. . fy y & ‘ eo aN : *3 w 5 Re om 
fi aL . he ‘ i, 4 ite ~ x 
ecg gee : a wv By) ne . : rid 
fhe sie oie : —~ . oy ‘ae i 
: ; . 7 ~ . we ee ml ay s. 2 =o - — x i¢ 
: ; i ¥ = i : ‘ , ; ‘ 
* we = 
; 4 Pat , _ — dt r ve * a 
g : . n . , —=—s A is - 
: i . if + z ; 4 : 
ee we Sa - + ™/!, Br? oe + 
ae he \e ie a . : 
arrow ee m : : ’ 
eae | ~ gates > , : 
Pore ” ‘ era ,_“ bee CO NP kn oe ‘ xr e 
. ; mS * > - 
Mes i * Y ; w — e. } 
ee Fe - 
- e* us . — = ~ ‘ : 
c 2 ” “Rae ? uf ry 
se 2 ee oe. “8 . 
i = : i, . a ; 
Nate Oe ae sin 1 } s . : . ’ | 
Fae Reh Ria - * fae” ; 
Pe Wt eae : a” 4 
: See eG es Lt ~e - i 
5 eee ae a | ‘ 
Mid somes aes ” | 1 
ee aes ane , - ‘ 
rae x od ‘ 
eae | 
me . ‘ 
aes gg 7 - . ~~ 
: gee 5 4 s. : : a : ; 
Ft Timmy -t 
Seed — CHANNEL H ; 
} ; a 1 § 
CHARTER _—— 2 
' ei ss) ‘i _ 
— er ' 
~ eames ee 
ae ; - . 
, op Oe 
: ee 
5 e : vee 
Pat . rik +. i : : ie i j : = E eels 


_—w ere ew FS we Ue 


wv 


es 


wer Gea Ww Se 


ve i pe: ‘Peis cel ‘3 Sa 
pares Cea : 


: 
& 
a 


(Sets. 
eae 


< ’ . 
f go * Ne" 
9 “eg o. 
f . 
*, e 7 
9 fy & Z 
4 + : va 
ye) s , er 
. ee 


¥ eee Tey ae a 
SP eee 
Se 


y a ns 


HAD WON * ix. sal 


; . aw 2 Se zs ms ¥ 
we... THE SOUTH ~ 
vey a 
ie THE ~* 
ta i ost ; 
CIVIL 
e ea om 


MACKINLAY 


KANTOR 


Early in the summer of 1863, two armies met on the 
wooded heights overlooking Gettysburg, Pennsylvania. As 
gunfire erupted, a change in a single combat order could 
have turned the tide of battlke—and of the war—toward 
the Confederacy. What then would have happenéd to the 
Union, to Lincoln, to people of the North and the South? 

In the current issue of Look Magazine, MacKinlay 
Kantor—Pulitzer Prize-winning author of Andersonville— 
takes you back through 100 years of might-have-been...of 


real people reacting to imagined events. Lincoln is im- 
prisoned. Later, Cuba becomes a state. Wilson is President 
of the Confederacy. Russia moves rocket bases into Alaska. 

A century of history takes on new meaning, its pro- 
tagonists assume new dimensions, in the light of what did 
not happen, but so easily could have happened. Today’s prob- 
lems become even more urgent as we see how past deci- 
sions alter the entire course of human affairs in If the South 
Had Won the Civil War, complete in the current Loox. 
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Grant Names 4, Adds Account 

Grant Advertising, New York, 
has named Jeanette Le Brecht, 
John F. White Jr. and Albert V. 
Lowe, who recently joined the 
agency, vps. Charles Woram, for- 
merly with Sorenson & Co., has 
joined Grant as marketing and 
planning assistant to the exec vp 
of Grant/New England, with head- 
quarters in Stamford, Conn. Grant, 
Seattle, has been named to handle 
advertising for Pacific First Fed- 
eral Savings & Loan Assn., Ta- 
coma, Wash. The account formerly 
was with Condon Co., which re- 
signed it at the time of its recent 
merger with Cole & Weber, Seattle. 


Putman Names Bowen 


| William B. Bowen has been ap- 
|pointed district manager of Food 
Business and Food Processing, pub- 
lished by Putman Publishing Co., 
Chicago. Mr. Bowen, formerly on 
the retail display advertising staff 
of the Chicago Tribune, will cover 


CALL KATZ 


Michigan, 
Kansas. 


Illinois, 


Missouri and 


IN JOPLIN, MISSOURI 


YOUR 
PRODUCT'S 
BEST 
FRIEND 

IS 


IN JOPLIN: 

D. T. Knight — MAyfair 3-7260 
IN NEW YORK: 

lee Gaynor — OXford 7-0306 
Represented Nationally: 
Avery-Knodel, Inc. 


Want increased sales in this rich industrial and agricultural Four 
State Market? Then count on KODE-TV — 28% taller and 29% 
more powerful than the nearest competition to deliver the goods. 
Ford Motor, General Electric, Maxwell House, Macy’s Dept. 
Store, Tastemark Dairies, Local Chevrolet Dealers, Duncan 
Hines Cake Mix, Bunny Bread, Procter & Gamble and Falstaff 
Brewery are just a few of the national and local advertisers who 
buy KODE-TV to tell and sell 152,000 TV homes who spend 
over 750,000 MILLION DOLLARS ANNUALLY. 


peas 
Member The FRIENDLY Group . 


John J. Laux, Exec. Vice-President 


WSTV-TV 


CHANNEL 9 


The lowest cost television bridge to the 
Upper Ohio Valley's Five Billion Dollar retail 
market. The best ef CBS and ABC. Plus Shap- 
per Topper Merchanilising. 


John J. Laux, Managing Dir.—AT. 2-6265 
Represented by Avery-Knodel, inc. ‘ 
STEUBENVILLE-WHEELING 


KODE-TV 


CHANNEL 12 


28% taller and 29% more powerful. Tells 
and sells 152,000 TV homes whe spend 750 
million apoually. The best of CBS and ABC. 
Plus Shopper Topper Merchandising. 

D. T. Knight, General Manager — MA 3-7260 


Represented by Avery-Knodet, inc. 
JOPLIN, MISSOURI 


- 


WRGP-TV 


CHANNEL 3 


Mere te see on Channel 3 with NBC. Domi- 
nates the key corners of Tennessee, Georgia 
and Alabama where over a million people 
spead 800 million dollars. 


Harry Burke, General Manager — OX 8-1505 
Represented by HR 
CHATTANOOGA, TENNESSEE 


WRDW-TV 


CHANNEL 12 


Newest member of the FRIENDLY Group serv- 
ing over a million people with 721 million 
dollars to spend. The best of CBS, NBC and 
ABC Networks. 


Robert E. Metcalfe, Managing Dir—TA 4-5432 
Represented by Avery-Knedel, Inc. 
AUGUSTA, GEORGIA 


WBOY-TV 


CHANNEL 12 


A captive audience of 150,000 TV homes with 

4 speadable consumer inceme of almost One 

Billion Dollars. The best ef NBC and CBS. 

Plus Shopper Topper Merchandising, 

Bob Runnerstrom, Gea. Manager——MAin 4-7573 
Represented by Avery-Knedel, inc. 


Public Rejects $10 
Annual Fee for Pay 
TV. Survey Finds 


CoLuMBus, O., Nov. 8—Despite 
its unfavorable publicity, television 
still retains the basic confidence of 
its audience, especially as relates to 
news coverage, but viewers have 
some misgivings about tv’s han- 
dling of commercials. 

These were the principal find- 
ings in a 1,700-sample survey con- 
ducted here last April by Robert 
P. Lacy and John H. Pennybacker, 
Ph.D. candidates in Ohio State Uni- 
versity’s department of speech. 

Some 71% of the men and 74% 
of the women questioned said they 
thought tv coverage of the upcom- 
ing political campaigns would be 
generally fair and impartial; while 
only 27% of the men and 38% of 
the women thought newspapers in 
the larger Ohio cities would be 
generally fair and impartial in 
their handling of the campaign. 


® The survey also showed that 
many, and in some cases most, of 
the respondents: 


e Believe at least some tv com- 
mercials are visually “rigged” to 
make products appear to better ad- 
vantage, but believe that the same 
practice is equally prevalent in 
“slick-paper” national magazines. 


e Are annoyed by the number of 
commercials in and between tv 
programs, by hard sell commer- 
cials and exaggerated claims, and 
by various other shortcomings in 
the handling of commercial an- 
nouncements, but have no objec- 
tions to advertising on television if 
properly handled. 


e Would be unwilling to pay an 
annual fee—even one of $5 to $10 
—for advertising-free television 
programs. 


e Do not believe that television 
should editorialize on public issues, 
but believe that if television edi- 
torials were presented, they would 
be more influenced by televised 
than by printed editorials. + 


‘Playboy’ Names Perkins, 
Stephens to Head New Offices 

Playboy, Chicago, appointed 
Stanley L. Perkins to head its new 
Los Angeles office at 2252 W. Bev- 
erly Blvd. and Robert L. Stephens 
manager of its new San Francisco 
office at 111 Sutter St. Mr. Perkins 
and Mr. Stephens were formerly 
with Blanchard-Nichols & Associ- 
ates, Los Angeles and San Fran- 
cisco. Blanchard-Nichols formerly 
represented Playboy on the West 
Coast. 


WBKB-BBC Plan Documentary 


WBKB, Chicago, and the British 
Broadcasting Corp. have cooper- 
ated on the production of an hour- 
long documentary film on Chicago, 
to be shown in this country early 
next year. Denis Mitchell, BBC 
producer-director, produced the 
Chicago film, one of three assign- 
ments he will do while in the U. S. 
WBKB will seek sponsors for lo- 
cal showing of the film when 
editing is completed, probably 
next February or March. 


Ball Advertising Adds Two 


Winn-Michaels Pharmaceuticals, 
Evansville, Ind., ethical drug man- 
ufacturer, and Ferrocraft Corp., 
Morganfield, Ky., manufacturer of 
metal display fixtures, screens, and 
other display accessoriés for retail 
store window trimming and point 
of sale displays, have appointed 
Ball Advertising, Evansville, to 
handle their advertising. 


Byers Names Smith Ad Head 
A. M. Byers Co., Pittsburgh, 
manufacturer of wrought iron 
products, has appointed Joseph 
Smith advertising manager. He 
formerly was assistant ad manager 


a nee en ae aa SE es ge a ey eS oe ed SA et SS iy eet ra mgr el. SR Ss ll Mee See ce Se EE nr eri OS SS Rae eet. Sek eee sid 5 tani Ape ie 7 a a a Bemis" eee 
SS ee Ny ss, i ne Sen Se oie haem sai We ee Fie alae ee Da 2). sa i eel elt MERE Gk 
ah 5 as ero ah tet ey. Se Meee SS Me cS ig Oe ak mca ee Oa sin ap a ag ina a ee reas ae Pie eee Bi Pet cor MERE eT hn ween Pe a eens ely rae ee ge yay te ae 
f sigh ee eco”). 9 6 a pe css: | 1 I, a Ee aaa pers RR le ene cle ON, ae ME aT IRIE GoPets, Ae ee ME dere ae ae RSs fh: oo mene eM oe ea eS Fin Sal ee oe take ee aE ae ies ae 
i: es ae ie aes MR RS es MS i ce i ee = eer. eee 
7 ae ae Py m i 
aie ho . 
Be 
nes 
*3 oF } 
peas =. 
= " 
ne 
Sry | : 
cy: cael y | 
Rea: ; : ; ' 
Me ae Ge = ees vere % aa 6s es : J 2 
ce Me alee Sa en as ONE at aes ean at eT 1 
Cae beg he bi oo. ss a eee. $ { 
ni. a se : pat ogame oe he is 
vs eee a a Brad aren we . , 
eer, ae Hore ae ; : % ‘ 
nag a aca. yg ? a? ae € Cee a dite es ' ete ea ¥ , } 
‘ora wee z m suas eek 2 oS ¥. % 
See ee : % de 3 Vier ass Of ibaa Tits 
rikee as : =e pe : j 
os ne. nots 
? ; + ai 
: 
; i 
4 ] 
e IN FOR 33 YEARS! | 
) ao , 
cares 
ae ee a | 
- Tae . | ' 
oer: ‘ ‘ Bs 3 F ae Eick, Se 
yee — ae ie : aoe Be a a rm 
ae : ¢ : ' 4 oe Py 4 j 
wo) Stee i ae “ a : a ae : 2 
a ae res ice ape one ae ; ae : } 
fd ah 2 a ihe pets Stee i: " elgg Tas Be oe dr i eae 
= Bh RADIO — | ions 
Se whet } 
fe é 
Vacs LL LLLLLLLLLLPLLLLLL LLL LLL LLL LLL LLL LLL it 
oe | 
one th a is ad 
A a es eo ee aie si i i 
eae o oa 
seh coat 
Pee ey ra 2 ot 
eeeEeEeEeEEEEEOEEEEEEEEEEEEEEEEe—eeeee ; 
: = ee en: 
a a a ee = 
v ~ me os | 
* ™, - ose { 
< j 
: 
: e ~~ — | 
ar v7 
x 
| | we i ee | 
n ’ . \ 
; = Ny 9 : ” - | 
ae ie aes . — i = | 
oe. 2 Se ae ; sai, = | 
Pee sh a ‘ ‘ 
or my ene a ’ $f , 
pa VY - er 
ee : 
rent ' - 
a eared . } 
if i 7 ee . 
Cog an, Pa ¥ | “a 
me ee ed Sc a \ AP y = ae | 
sett ate j 
ee Pes , \ - me : 
és . ~ ~ 
aes gage ’ R | 
* ; : ; 
ay is “i i ~ . a ‘- 
ce aah i A - 
OS ae eee ay icky : 
ass 8 - ” 
bet esc 
3 ie ee 4 
Dae aia hee 
2s es mea FN rs ) 
aay eat _ = ae j 
age ree a , . : ; : 
ap, areeee Fis . 
v rs < uk ay ri; cS 
Ogee - The FRIENDLY Group’s 2 
mi te a od Paw 3 sha $ ' 
zs van bieed ee» - : 
era a Ms - - | 
ree i eee oe, 4 as eli | 
a ; : we r : ae ‘ Pe ered - 
ota: de . *: . ee _ = a : 
, _ A SHOPPER TOPPER STATION ™ = 
F es oe ee as 
Pio wee, aA cl a“ y ae 
SF a heap on a : : ' al 7 | 
; la eee. ie ” | ee 
were sg oon oo me — 
1 , scbahel ; Be ms -_ : I j 
: ee : 
> - ee a ; 
a = 
» 
: _ ~SLARKSBURG, WEST VIRGINIA | a: 
‘ Poo ae oe ee ' : 
Coe 


Where else in the United States 


can the national advertiser reach 


9 out of 10 newspaper readers 


in a rich metropolitan 


— 


area of over a million population 
for as little as 80c 


per line daily and 90c Sunday? 


Only seven cities in the United States 
have daily newspapers with more 
readers than The Milwaukee Journal 
—and in none of the big 

markets can you get such 


complete one-paper coverage. 


THE MILWAUKEE JOURNAL 
375,950 Daily—513,647 Sunday 


Member of Million Market Newspapers, Inc. 
New York Chicago Detroit 
Los Angeles San Francisco 
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GROWING AREA — 


um Wl 
in the 7 BILLION DOLLAR = “ont, 
FRESH FRUIT AND VEGETABLE INDUSTRY MANAGER | 


MARKET 
that BUYS BIG... 


: spublication 
Sprayers to shook, rubber bands to refrigeration! of the 
Let me send you rates and our latest area-coverage folder. Fresh Fruit and Vegetable 
The PACKER Publishing Company Industry 


201 Delaware Kansas City, Mo. 


in every 


| 
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Wittner Adds Two Accounts 
The new plastics machinery di- 

vision of Producto Machine Co., 

Bridgeport, Conn., has named Fred 


‘| Wittner Co., New York, to handle 


its advertising. Wittner has been 
Producto’s agency since 1954 and 
was named by Ring Punch & Die 
Corp., Jamestown, when Ring 
merged with Producto in 1959. 


| Wittner also has been named to 


handle advertising for Dresser 
products, Great Barrington, Mass., 
producer of nuclear and space ma- 
terials. 


Williams & London Adds 1 
Williams & London Advertising, 
Newark, has been named agency 
for Joseph Davis Plastics Co., 
Kearny, N. J., manufacturer of 
extruded plastic sheeting. 


|| Arkwright Agency Moves 
ABD 


Arkwright Advertising Co., New 
York, has moved its offices to the 
Time & Life Bldg. 


KRNT-TV is 


Big in total audience — see all surveys 


Big in total adult audience — see all surveys 


very big in Des Moines 


Big in service to the community — see Central Surveys 


Big in news — five years of dominance — see all surveys 


Big in personalities — see Central Surveys 


Big in believability — see Central Surveys 


Big in local business — see FCC figures 


Big in the lives of people in the community—see the people 


Big in sales impact — see Katz 


KRNT-TV is 


A COWLES OPERATION 


Des Moines Television 


Money Changers 
(Paper-Type) Liven 


Vending Convention 


MIAMI Beacu, Nov. 8—The 
theme of the 14th annual conven- 
tion of the National Automatic 
Merchandising Assn. is, “Men, 
Management and Money.” 

However, after viewing a large 
showing of vending equipment at 
the new Exhibition Hall, it should 
have been called, “the Wonders of 
Our Electronic Age.” 

Vending machines, with the lat- 
est of electronic devices, can just 
about change anything but bad 
habits. ABT Mfg. Corp. and Na- 
tional Rejectors Inc., have incor- 
porated electronic change makers 
into vending machines which will 
be on the market this year. For ex- 
ample, put a $1 or a $5 bill into 
one of these machines, press a but- 
ton, and out comes a jackpot of 
coins. 


= Universal Match Corp. has a 
vending machine—it looks like. a 
Rube Goldberg invention—that can 
sell 36 items at 36 prices, and give 
change from any combination of 
$1 and $5 bills and coins up to $9. 

Within the next week, Dasco, 
another vending sponsor, will in- 
troduce in the South Florida area 
machines to sell film and flash 
bulbs. 

Wittenborg Inc., of Odense, Den- 
mark, is displaying a machine that 
dispenses anything from hosiery 
and frozen foods to steaming hot 
TV dinners. It’s for the grocery 
store and supermarket trade. 

Other new-fangled contraptions 
at the exhibit: 


e Soft drink machines that serve 
soda complete with crushed ice. 


e Food machines that refrigerate 
delicacies and warm them up for 
dinner. 


e Pizza vending machines. 

e A coin-operated car wash. 

e A clothing merchandiser. 

e Machines to clean machines. 


e New models of coffee, cookie, 


candy, gum and stamp vending 
machines. 


= The new coin changing devices 
are almost foolproof. They will re- 
ject bogus or counterfeit bills, but 
will slip up on some foreign coins. 

A reporter with a pocketful of 
coins from several foreign coun- 
tries put the acid test to each of 
the three coin detectors currently 
on the market. All three machines 
were fooled by the same coins. 
Slightly embarrassed engineers ex- 
plained that their detectors could 
be more delicately adjusted to 
catch the elusive coins. # 


Lennen & Newell Names Five 

Lloyd W. Durant, formerly vp 
and radio-ty director of Parkson 
Advertising, has joined Lennen 
& Newell, New York, as an account 
executive on Best Foods. Jack K. 
Carver, a former vp and associate 
media director of Doherty, Clif- 
ford, Steers & Shenfield, has been 
named an associate media director 
of Lennen & Newell. The agency 
also has elected three art directors 
vps. They are Beverley G. Ellis, 
art director on the Cluett-Peabody 
and Colgate-Palmolive (Lustre- 
Creme shampoo) accounts, and 
Max D. Johnson and Arnold Nod- 
iff, art directors on the P. Loril- 
lard account. 


2 to Management Magazines 

Management Magazines, Green- 
wich, Conn., has named John S. 
Renouard, formerly .with Hilton 
Credit Corp., to the New York 
sales staff of School Management 
and Roger L. Appleby, formerly 
with Industry Publication, to the 
sales staff of Management Meth- 
ods. 
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Marketing fact: Less than 1% of all 


U.S. firms employ more than 100 people. 


Only 18,770 of these firms are in 


manufacturing —and they account for 


75% of all value added by manufacture. 


That’s concentration. 


Take the measure of your market — 


If you line up your current customers, 
you’ ll find that the bulk of your 


business comes from a relatively small 


percentage of them. 


These are the accounts where salesmen 
concentrate their sales efforts. Your 
advertising should concentrate, too. 
Fortune concentrates its circulation 
among the decision-makers in the | 
lane more sales-productive 
companies — the men your salesmen 
find most difficult to see. It’s an 
important reason why advertising in 


FORTUNE 


gets results. 
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The sharpness 

and color brilliance 
of photoengraved 
reproduction has yet 
to be surpassed by 


any other method. 


Hutchings & Melville, Inc. 


custom photoengraving 
4043 N. Ravenswood Ave., Chicago 13 


Advertising Age, November 14, 1960 


Creative Director: Moves 


Robert Kottwitz Advertising, 
New Orleans, has appointed Til- 
den Landry creative director. For 
|the past nine years Mr. Landry 
has operated Tilden Landry & 
Associates, a commercial art studio 
which numbered among its clients 
the Kottwitz agency. Mr. Landry 
also has been creative director of 
Bauerlein Advertising and a copy- 
writer at Fitzgerald Advertising 
Agency. Kottwitz has moved to 
larger quarters in the Whitney 
Bldg. 


Gregory Joins Coleman-Parr 


Kottwitz Agency Names Landry | 


| John J. Gregory has joined Cole- cums. 


|man-Parr, Beverly Hills, Cal.,. as 
|an account executive in the ‘first 
|move of a compiete reorganization 


‘of the agency’s electronics division. | 


‘Mr. Gregory, who succeeds Rob)! 


Sees ;: =~, _ ee 


Hacas | > 


REASONS WHY—This b&w ad, offer- 


|Robinson, formerly was advertis- | ing a brochure on Kentucky, will 


‘ing and sales promotion director of | 
'Kierulff Electronics. 


One of the strongest 
food- “selling newspapers 
in the country 


The Flint Journal sells mountains of food for local merchants 
every year. In 1959, the total food sales in the Flint ‘Metro- 
politan Area totaled almost $112 million. 


The Flint Journal sells merchandise because it is a strong 
newspaper. It is read, believed, and gets action in 92% of all 
metropolitan households every day, and in 75% of all -house- 
holds in the retail trading area. 


Flint’s Only Daily Newspaper 


NATIONAL . Cgtgetbolengge A.H. Kuch TOE. 42nd Street, New York 
B. Newman, 435 N. Michigan Ave., ‘Chicago '11, 7.4680 @ 


getq He San Francisco 3, SUtter | 


A Booth Michigan Newspaper 


THE FLINT JOURNAL 


17, MUrray Hill 2-4760 @ Sheldon 
“Brice McQuillin, 785 Market St. 
1-3401 @ William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward 1-0972. 


3.185.446 Lines 


In 1959, The Flint Journal carried 
3,185,488 lines of retail food adver- 
tising. This is more food lineage 
than was carried by the three 
Detroit papers combined . . . 
testimonial to Journal power! 


a great 


appear once in Business Week, U.S. 

News & World. Report, The Wall 

Street Journal, Steel, Chemical 

Week and Glass Industry between 
Nov. 19 and Dec. 6. 


Kentucky Ads for 
New Plants Double 
Prospects: Allison 


LOUISVILLE, Nov. 8—Kentucky’s 
advertising campaign to attract in- 
dustry is paying off. 

The state now has more than 
twice as many serious industrial 
prospects as ever before, according 
to Robert S. Allison, account exec- 
utive at Doe-Anderson Advertising 
Agency, the shop that received 
Kentucky’s industrial promotion 
account as its reward for handling 
the successful election campaign of 
Lt. Gov. Wilson Wyatt. (AA, Aug. 
8). 


= More than $600,000 has been 
allocated for the next two years 
for a “well rounded and fully de- 
veloped” industrial promotion and 
advertising campaign, including 
magazine advertising, the produc- 
tion of a color brochure and a se- 
ries of detailed technical booklets, 
as well as exhibits, displays and 
films. 

Ads featuring Kentucky’s “ad- 
vantages” were launched in April. 
The campaign is now being carried 
regularly in American Banker, 
Business Week, Chemical Week, 
Cook County Industrial Directory, 
Factory, Fortune, Glass Industry, 
Industrial Development, Journal of 
Commerce, Modern Plastics, Rub- 
ber World, Steel, U.S. News & 
World Report and the Wall Street 
Journal, # 


Kentuckiana Television's Bid 
for UHF Station Gets FCC OK 

The Federal Communications 
Commission has authorized Ken- 
tuckiana Television, Louisville, to 
build and operate a uhf television 
station in Louisville. Stockholders 
of Kentuckiana, headed by Louis- 
ville business man George E. Eg- 
ger, include Louisville business 
men and principal officials of 
WTVW, Evansville, Ind. The group 
hopes to build the uhf station, car- 
rying American Broadcasting Co. 
network programs, by the end of 
1962. 


-Motel Group Sets Ad Budget 
Quality Courts United Inc., a 
non-profit motel association, has 
set a $250,000 budget for 1961 for 
its first national advertising pro- 
gram. The association members 


represent nearly 550 motels in all 
states east of the Mississippi and 
}in eastern Canada. They have 
jagreed to assess themselves 242¢ 
|per night per room to finance the 
| program. The campaign will run in 
| Life, Holiday, trade publications 
and newspaper travel sections. The 
|agency is Koehl, Landis & Landan, 
'New York. 
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SELLS THE VITAL TEXAS MARKET! 


P 


A G ¥ t AT _ BEAUMONT ENTERPRISE AND JOURNAL | 


TEXAS NEWSPAPERS | rome snaneamu 
IN TEXAS’5 DOMINANT CITIES 


HOUSTON CHRONICLE 
Sau Antonio Express and NEWS 


i RUGS: 


a oe 23%, 


§ ORDER-ONE BILL-ONE REPRESENTATIVE 


THE POINT OF DECISION ¢ THE AREA OF INFLUENCE 


The Daily Picture—Average 46% coverage of a $10% Billion Market Daily, The Sunday Picture—Average 41% coverage of an $11 Billion Market Sunday, 
the Texas Group reaches 153 counties with 10% or better coverage of an the Texas Group reaches 173 counties with 10% or better coverage of 
effective buying income in excess of $10% billion. $10,936,365,000 effective buying income. 


i Venere sce 


In the entire 173 county 
Sunday market, The Texas 
Group covers 41% of the 
households Sunday. 


81% of the Texas Group 
: total daily circulation is in 
- the 30 big-city counties. 


In these 30 key counties, 
the Texas Group reaches an 
average of 61% of the 


In the entire 153-county 
market, the Texas Group 
covers 46%of the households 
households daily. daily. 


a The Corpus Christi Galler and Time's (OPTIONAL) 


33c per line daily or Sunday 


77% of the Texas Group 
total Sunday circulation is in 
the 30 big-city counties. 


In these 30 key counties, 
the Texas Group reaches an 
average of 55% of the 
households Sunday. 


Corpus Christi is America’s 10th largest seaport and one of the Gulf Coast's brightest and hand- 
somest resorts. 


Christi Caller-Times, the only newspaper serving this area, offers over 90% daily coverage of 
the Metropolitan Area. 


Hite, yh Oe 


The Corpus Christi Metropolitan Area boasts a population of 219,000, rings up 254 million dollars 
in retail sales. America’s largest Naval Air Station is in Corpus Christi, adding millions to the 
income and buying power of the area. Supporting the port is a new industrial complex of oil 
refineries, actos plants, aluminum and zinc smelters and grain refineries. The Corpus 


BRE RR AE SS PORT LEON 5h AE EOE LS 


With Corpus Christi, the Texas Group circulation goes over the 900,000-mark (Sundays) and is 
nearing the million-mark (datly). With Corpus Christi’s extra “10%-or-better counties,” the 
Group's percentage of the entire State's sales potential reaches the 70% bracket—74% of the 
State's population, 71% of its ee Income, 71% of its retai! sales. 


THE LARGEST NEWSPAPER GROUP IN THE NATION 


874,260 Daily Circulation © 830,500 Sunday Circulation « Represented Nationally by The Branham Company 
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Sart me ertire. Grea 
the unduplicated cir 


Me tion of... 


5 KEY EVENING 
NEWSPAPERS... 


© St. Louis Post-Dispatch 
e East St. Louis Journal 
e Quincy Herald-Whig 

 ,.. @ Alton Evening Telegraph 
e Southern tilinoisan 
(Carbondale, Herris, Marphysbero) 


af? 
For frther informetion about the St. Lovis and 
. filinoix interurbio Market . ... write, wire, or call the 
advertising manager of any of the newspapers in, 


St. Louis market through 


ck. "=a 
Bw 


RYE 
ru 


Advertising Age, November 14, 1960 


Smith/Greenland Names Two 

Robert W. Tannehill, formerly 
with Compton Advertising, has 
joined Smith/Greenland Co., New 
| York, as vp and marketing direc- 
|tor and an account supervisor. 
Stanley Kohlenberg, formerly with 
|'L. W. Frohlich & Co., has joined 
i agency as an account execu- 
tive. 


666 Plastic Lure to Hall 


666 Plastic Lure Co., Branson, 
Mo., manufacturer of plastic fish- 
ing lures, has named Hall, Haerr, 
Peterson & Harney, Jefferson City, 
Mo., as its agency. Neds, Wardlow 
& Bass, Springfield, Mo., is the 
previous agency of record. 


aaa 


ST. LOUIS. 


ILLINOIS 1 
i 


Miller Joins Universal-Rundle 


Carl E. Miller has been appoint- 
ed director of advertising and sales 


Corp., New Castle, Pa., manufac- 
turer of plumbing fixtures. He for- 
merly was a creative vp of Meek 
& Thomas, Youngstown, O. 


BUY THE 


CHOICE CUT! 


lowa has 25% of all the Grade A farm land 
in America— has 63 of the nation’s top- 
income farm counties as against 40 for 
Illinois, 29 for California, 28 for Minnesota. 


There are more top-income farm counties 
in WHO-TV’s 57-county area than in any 
other U. S. television-coverage area. In these 
57 counties, the average farm income is more 
than $14,000 per year! 


When you buy WHO-TV, you can figure 
that you’re buying Metropolitan Des Moines, 
lowa’s largest metropolitan center, plus a 
14 billion-dollar farm and small-town 
market bonus in Central lowa! 


No matter how you slice it, WHO-TV 
gives you the nation’s most important farm 
market in which there is also a large metro- 
politan center. Ask PGW for all the facts. 


Source: Sales Management Survey of Buying Power, July 10, 
1960, and SRDS, October 15, 1960. 


WHO.-TV is part of 
Central Broadcasting Company, 
which also owns and operates 

WHO Radio, Des Moines 

WOC-TV, Davenport 


WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
.WHO-TV 
WHO-TV 
WHO-TV 
*" WHO-TV 
WHO-TV 
WHO-TV 
\WHO-TV 
WHO-TV 
‘WHO-TV 
WHO-TV 
WHO-TVE 
\WHO-TVI 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TVE 
WHO-TV 
WHO-TV 
WHO-TV 
iWHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 


WHO-TV 


Channel 13 + Des Moines 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 


ae" Griffin, Woodward, Inc., National Representatives 


British Dominate Ad 
Selections in New 
‘Modern Publicity’ 

New York, Nov. 8—The 30th 
annual edition of “Modern Public- 


Books, London. 

Distributed in the U.S. by Hast- 
ings House at $9.95, the 1960-61 
annual reproduces 475 examples of 


advertising art from 28 countries 
—70 of them in color. 

As is customary with this hand- 
| some volume, the Europeans, par- 
| ticularly the British, dominate the 
| selections. For example, the poster 

section carries some 130 examples, 
| only five of them from the U.S. 


| 


|@ In a brief section on television 
| advertising, British commercials 


promotion of Universal-Rundle_| account for 11 of the 17 selections. 


| And the two examples from the 
| U.S. turn out to be not tv ads—but 
| program titling, one for a motion 
|picture (“Anatomy of Murder’’) 
and one for a television series 
(“Richard Diamond, Private De- 
tective’’). 

Advertising agency credits show 
London Press Exchange heading 
the list with 15 examples. J. Wal- 
ter Thompson Co. gets eight cred- 
its—five from its London office 
and three from its Bombay outpost. 
Doyle Dane Bernbach Inc., in- 
veterate winner of advertising art 
awards, strikes out. 

In an editor’s foreword, Wilfrid 
Walter says: 

“To manufacturers reading this 
foreword I beg of you go to quali- 
fied artists and designers, use spe- 
cialist typographers and remember 
top-grade advertising agencies use 
only top-grade men. Don’t make do 
with second best because it’s 
cheaper. Get the best and bludgeon 
your way through until you get 
only the best. Your sales will then 
rise and you will find it has final- 
ly paid off to advertise.” 


# It should be pointed out that the 
editor makes his selection from 
contribuiions sent to him in Lon- 
|don. He makes an appeal in the 
{current edition for material “from 
all countries,” and he notes that 
| television advertising entries are 
| “particularly” wanted. 

U.S. advertisers, agencies and 
designers interested in being rep- 
resented in the 3lst edition must 
hurry. The deadline for receipt of 
|examples in London is Nov. 14. The 
|address: “Modern Publicity,” 161 
| Fleet St., London. # 


| 
| 


| 
Jantzen Schedules Largest 
_Campaign in Its History 
| Jantzen Inc., Portland, Ore., will 
| baek its 1961 women’s summer- 
| wear lines with the strongest ad- 
| vertising and promotion schedule 
in its history. Four-color bleed 
| spreads are slated for the Novem- 
| ber issues of The New Yorker and 
| Vogue and in the New York 
| Times. Color pages are also sched- 
|uled for Cosmopolitan, Glamour, 
|Harper’s Bazaar, Mademoiselle, 
| McCall’s, Photoplay, Redbook and 
| Seventeen. 

Strong emphasis is also being 
|placed on trade advertising in 
California Apparel News and 
Women’s Wear Daily. Highlight of 
| the campaign will be the use of a 
| one-minute filmed commercial in 
| drive-ins, four-wall movie houses 
and on local television. 


Burley Gets Perfumes 


L.M. Parker Co., Montreal dis- 
tributor, has named Burley, Nor- 
man, Craig & Kummel, Toronto, to 
handle advertising of Chanel, 
Bourjois (Evening in Paris) and 
Little Lady. In the U. S., Norman, 
|Craig & Kummel handles Chanel; 
Lawrence C. Gumbinner Advertis- 
ing has Bourjois and Little Lady. 
F. H: Hayhurst Co. is the previous 
Canadian agency on the perfume 
account. 
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THE 


W YORKER 


creates 


Copyright 1957, The New Yorker Magazine, Inc. 


‘‘Tet’s have two copies made. We should frame it for our homes.” 


Offices: New York, Chicago, San Francisco, Los Angeles, Atlanta, London 
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KLZ of Denver...Salutes... | 
A Radio-Active Business Executive | | 
| 


Lloyd King, who started a small Denver grocery store in 1934, and 
now, in his ever-growing chain of King Soopers has just opened the 


largest Super Market between Chicago and the Pacific Coast. a Ly = 


| By Dr. Carlton Fredericks, Ph.D 


mane is an African tribe called alive”—going through what seems 
the Masais whose diet includes like a normal daily routine, but not 
large amounts of protein foods. Ad- really enjoying living. It's a great 
jacent to the Masais is a tribe of deal like auending a fine concert 
vegetarians whose diet is marked and not being able to hear the full 

by a lack of protein. The difference range of music 
in the health, stamina and response Wathout getting into the overall 
to disease in the two groups is a discussion on balanced meals, I'd 
striking example of man’s need for like to single out one of the chief 


“Our sponsoring quarter-hour portions of The Art Gow Show, and 
use of live announcements in The Pat Gay Show and The Johnny 
Wilcox Show over KLZ has played a very important part in our 
expansion in Colorado,” Mr. King says. 


which is largely comprised of pro- consider the foods we take during 
tein. In the United States today typical between-meal snacks, that is 
there are few cases of an extreme all it amounts to. 

lack of an essential nutrient. How 


et Let KLZ-Radio pre-sell for you in the Denver-Rocky Mountain area. 


tuve and dehgheful solunon. Change 
your usual coffee, soda or candy 
break to a Bowril break. Even if 
your choice of mealtime foods re 
mains the same, the addition of 
Bown between meals may do won- 
ders for your body's nutritional 
needs By drinking Bovnl, you get 


} 


ing from the empty calory foods 
are vitamins and protein. In con- 
trast, Boveil is rich in protein calo- 
nes which provide the spark that 
doesn't fizzle out in a shor while— 
but is a sustasning fuel for the body 
This is one reason why a meat meal 
“sticks to the ribs.” It's why the 


Bu 
Lf 
i 


of Bovril. Boveil will be thoroughly 

by everyone who likes meat 
And a cup of Bovril broth can be 
prepared im a few moments by 
amply adding a teaspoon of Bovril 


gredient in the sauces, gravies and 
soups of famed chefs 

If there is one food that I can 
recommend to you to help you feel 
better and get more enjoyment out 
of lite it's Bowril. Get your 
family into the Bovril habs real 


KLZ i. 


KC 


ever, there are people whose diets Pas 

do not adequately support a feeling —jronsily renowned as educ: 

of good health. Commentator and mutnaon 
Usually the first hint of this con-  % suthored three books and 


of enthusiasm and 
often refer to it as being only “half heard on WOR 


meat’ and other protein eaten by an soon. Let Bovril remind you that 
athlete during training are more what's good for you can be good 
important than the “quick” energy — tasti too. You will find the 
calories he takes immediately be- fr little jar of Bovril on sale 
fore competing at your favorite food market 


Because of its value as both Fer « fre bookies, “Sensible Redwe 
& aimulem and excellent ta” by Dv Cartnow Fredericks, wuts to 
source of nourishment, Bovril feaon tow Fore 8. nr ae ga 


NUTRITION—This spread in the December New York metropolitan 


area edition of Reader’s Digest, plus small space newspaper ads, will 


launch the 1960-61 ad drive for Bovril beef concentrate. Newspapers 
and radio will also be used. Paul Small Advertising, New York, is 
the agency. 


BRANDS 


CONSUMER 


SURVEY 


The Detrou sree Press 


Peeriues 
” 


TOP TEN 


The first comprehensive consumer product buying study in the 
Greater Detroit Market, is ready for you . . . Now! 

It is the Detroit Free Press ‘‘Top Ten Brands’ study of the 
greater Detroit market. It provides the only up-to-date and 
complete data on: 


Current 1960 Brand Preference Ratings of 130 different products 
and services in the Detroit market. 


Profile of the Free Press market . . . in-terms of its people, their 
socio-economic characteristics and their buying habits. 


You'll find this “ package of facts” a valued guide toward making 
sound marketing decisions for this area. 
Take a good long look at America’s 5th Market . . . today! 


Write, wire or phone for your copy of Top Ten Brands in Detroit, 
Michigan and get: 


A complete profile of your customers and prospects ir. 
Detroit. 
Continuing brand purchase data for 130 food, soft 


goods, durable, household and drug products, plus key 
service items. 


Basic guideposts to sales-building, advertising and 
marketing in the prosperous Detroit area. 


The Detroit Free Press 


Michigan's Only Morning Newspaper 


National Representatives Story Brooks & Finley 


Seize Ad Pencils 
With Uranium Ore 
as Health Hazard 


BuFrFALo, Nov. 8—The Erie 
| County health department ordered 
| the seizure of about 500 advertising 
pencils which contain “potentially 
dangerous” capsules of uranium 
| ore. 

| Dr. Warren Winkelstein Jr., first 
| health commissioner, said the ura- 
| nium would make children ill if 
| they opened the capsule and swal- 
lowed the substance. 

The pencils were seized at a 
| Chicken Delight restaurant, which 
| opened last month. It is part of a 
| chain of 250 restaurants across the 

| country. The eight-inch yellow 
| pencils are distributed free at the 
opening of new restaurants in the 
chain. 

Tests indicated the gray, pow- 
dery ore was toxic and posed a 
‘senlae D hazard if ingested by 
| 
| 


a child,” Dr. Winkelstein said. 

An eraser at one end of the pen- 
cil seals the clear, inch-long plastic 
capsule of ore. If the eraser came 
off, the uranium would be released. 

Radioactivity in the ore capsules 
is low and constitutes no danger if 
unopened, it was reported. 

J. P. McDermott, general man- 
ager and controller of the chain, 
contacted in Rock Island, Ill., said 
that the company had no idea that 
such a hazard existed and will dis- 
continue them. # 


Fletcher Richards Names 2 


Fletcher Richards, Calkins & 
Holden, New York, has named 
George Ouellette an account ex- 
ecutive and Richard E. Fisher vp 
.and director of a new public re- 
lations department. Mr. Ouellette 


~|formerly was with Grey Adver- 


tising Agency. Mr. Fisher joined 
Fletcher Richards last March from 
the American Petroleum Institute. 


Troy Fabrics to Feeley 

Troy Blanket Mills, Troy, N. H., 
has consolidated all its advertis- 
ing with Feeley Advertising Agen- 
cy, New York, by transferring pro- 
motion of its fabrics division from 
North Advertising, New York. 
Feeley Advertising Agency has 
been handling the promotion of 
other Troy divisions, including its 
synthetic felts. 


‘Digest’ Edition Hikes Rates 

The overseas military edition of 
the Reader’s Digest will move up 
its advertising rates next year, in 
line with an increase in the circula- 
tion rate base from 110,000 to 120,- 
000. Effective with the March is- 
sue, the one-time b&w page rate 
will be $960, compared with $855 
currently. 
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Modern high speed presses, four-color and two-color units, 


Huge negative mounted on glass is printed 


directors, artists, engineers and designers. on sensitive plate to be processed for press. 


Sculptor makes molds for vacuum forming 
colorful lithographed vinyl sheets. 


merchandiser, of plastic, wire and wood. 


Design engineer works on production 
dummy of light and motion display. 


Dual mounting machine glues 8-color 
sheet to board in a single operation. 


What’s behind J 
this man? 


complicated plastics motion display. 
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Rheingold Beer—Lithographed portraits 
of Miss Rheingold candidates, product 
facsimiles and signs, are mounted on 
corrugated board. With upright wires, 
separate elements can be combined in any 
arrangement to fit available space. Used 
in recent Miss Rheingold Contest. 


, Hamilton Watch—Pyramid 
Pepsi-Cola—Attractive lithographed ; background and dramatic use of 
background, In foreground, a 


Gs Mae light, with merchandise 
metal table with composition top, : W.. back-lighted, makes outstanding 
holds actual bottles cooling ‘ : 3 i. J holiday display. Concealed lamp 
in plastic ice. SS fe 
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Dash Dog Food—Very successful 


= P= premium promotion. Vacuum 
~~ | Raced formed wall plaques sold for $1, 
= = with product labels. E-F has 
~ = been devising resultful premiums 
ial ~ 

ei oe “Ss since 1932. 
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Cutex—Injection molded plastic 
counter merchandiser holds and 
displays ful) product line. Helps 
women in selecting cosmetic 
colors and types. 


bed al 

Cumuloft Carpet— 
Lithographed lioness, in 
es bamboo cage, constituted 
pioneer carpet display in 


Smirnoff Vodka—Lithography, department penne Elicited 
and rubber plate printing with questions, with answers 
Dayglo inks, on corrugated — supplied on eye-level panels. 


made a display that gave lift 
to Smirnoff sales. 
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Sheaffer Pen—Lighted moving 


book with turning pages is an Four Roses—Plastic counter mat 
animated counter catalog, giving with sponge rubber backing. One of 


Squirt—Vacuum formed plastic 
and Dayglo display, for back of 
bars and fountains. Held in place 
with adhesive sponge rubber. 
Easy to clean, stays up a long time. 


eight times the display that a series of attractive counter 
could be otherwise obtained mats that affords customer 


in same area. convenience, meets dealer's needs. 
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If he’s an Einson-Freeman man— 


He is backed—by a fifty-year-old company... 
which has had more experience in producing 
effective displays than any other organization. 


ne 


TOP BRASS 


FOR MEN... by REVLON 
yf ssiee 


*% AFTER SHAVE LOTION 
* HAIR DRESSING 


By the strongest creative staff...in the display 
field. Einson-Freeman has a staff of twelve art 
directors whose designs have won 109 LPNA awards 
(out of a possible 400) in the last ten years. This E-F 
staff has also commissioned some of the best known 
artists and photographers, such as Norman 
Rockwell, Paul Hesse, Albert Gommi, and others. 


By a group of engineers... specialists in 
display construction whose advance planning assures 
S . more serviceable, durable displays and production 
a short-cuts to lower costs. In our group are experts in 
motion, employing motors, springs, heat, light, 
and gravity in the design of efficient mechanisms 
that make superlative animated displays. 


Top Brass—This display is corrugated 


. board, encased in paper-thin metal which 
By research and merchandising... which has been lithographed. Name plate at 
includes current information on the competitive top is vacuum formed plastic. Easily cleaned. 


Displays and merchandises whole 


status of products in the same classification, coemetics line. 


store traffic, distribution problems, packaging, 
marketing methods, and buying policies. 

This merchandising background insures maximum 
utility, effectiveness, and acceptance for the 
displays we produce. 


LOA 


By efficient manufacturing facilities... 
including a fully integrated plate-making 
a department with fourteen dot etchers, a battery of 
four-color presses, duo mounters, varnishers 

that handle full-size mounted sheets, automatic die 
cutters (including a complete steel rule fabricating 
department), and complete assembly facilities 

for all types of displays— plastic, wood, wire, metal, 
glass or any combination of materials. 


} In summary, your complete display, from rough 
sketch to finished product, in hundreds or 
thousands, can be produced entirely in one plant — 


ith . . ‘ Revion—Beautifully lithographed counter 
with subsequent savings in time and money. display for Aquamarine line. This display 
Our customer roster of blue chip companies is a self-shipper, comes with the products. 


The top of the display has silver flitter, 


over the years is ample evidence that Einson- to reflect light and get attention. 


Freeman produces the best in point-of-purchase. 
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Union Hardware—Sturdy 


Bel Air—Giant lithographed wire rack, topped with a giant a 
palm tree rises over lithographed roller skate, 
corrugated bin that holds sixty 


holds a complete stock of 
skates. With a Golden Key 
promotion, this stand 
boosted skate sales. 


cartons of cigarettes. This 
dramatic display won a 
LPNA award. 


Parke Davis—Lithographed pictures in the History of 
Medicine series, with vacuum formed frames, can be 
grouped to fit space available. This series was so popular 
that it had to be allocated to stores and hospitals. 


bc 


aaj Six packs. 


Hamm’s Beer—Turning, 
lighted display, topped 

by vacuum formed figure 
of trademark, and light 
thief trough below 
trademark, made a striking 
floor stacker for beer 
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From the land of sy 


gives hamburgers 
. agrand new taste! 


Hunt’s Catsup—Roll-up display, 
with panel packed in tube standard. 
Easily set up with anchor stand. 
Can be carried and installed by 
salesmen, and is an effective sales 
maker in any location. 


General Electric—Background panels for New 
GE Golden line. Lithographed panels and figure, 
vinyl floor runners, vacuum formed plaques, 
and gold paper drapes, make a striking display. 


Flying A—Motion display for gas stations. 
Cartoon head and eyes move. A series of 
lithographed designs fit the same motion 
mechanism, give variety to an entire 


year’s program of displays. 


We sell ideas that sell goods—in displays that extend your 
advertising and give your product distinctive representation 
at the point of sale, remind, suggest, arouse impulses, and make 
combination sales. 


Year after year, the country’s leading merchandisers come to 
Einson-Freeman for the final extra stimulus that gives invaluable 
impetus to sales, the competitive plus in marketing. The ingenuity, 
experience, success, and all the various reproduction facilities 
of Einson-Freeman may be able to make a worth-while contribution 
to your merchandising programs and to your sales growth. 

Write or phone RAvenswood 9-8900—to Robert Clayton, 
General Sales Manager. 


EINSON-FREEMAN Co., inc. 


Starr & Borden Avenues, Long Island City, New York 
166 East Superior St., Chicago, Ill, Mohawk 4-6543 
310 West Congress St., Detroit, Mich., Woodward 3-0140 
8216-18 Beverly Boulevard, Los Angeles, Calif., Olive 3-8980 
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Spaghetti Maker 
Launches Sauce 
With Dinner Offer 


SEATTLE, Nov. 9—A free spa- 
ghetti dinner for four is offered 
by Mission Macaroni Co. in a new 
promotion just launched in five 
states. 

Newspaper advertising, both 
two-color and b&w, is used to 
carry the backbone of the cam- 
paign. This is supplemented by tv 
spots, bus cards, and Marketcast- 
ers in-store advertising. 

The promotion is keyed to the 
introduction of a new product, 
spaghetti sauce, and an improved 
new-process spaghetti. A consumer 
buys two cans of the sauce and a 
package of spaghetti, mails the 
package and can labels to Mission 
Macaroni, and is refunded 60¢, 
which the ads indicate is the aver- 


aD 


age shelf price. Spaghetti sauce is 
the first canned product that Mis- 
sion has offered. 


= Newspaper promotion uses two- 
color 1,000-line ads and 630 lines 
in b&w, with the following papers 
on the schedule: 

In Washington: Seattle Post-In- 
telligencer; Seattle Times; Spokane 
Chronicle and Spokesman-Review; 
Tacoma News Tribune; Walla Wal- 
la Union Bulletin; Wenatchee 
World; and Yakima Herald and 
Republic. 

In Oregon: Eugene Register- 
Guard; Klamath Falls Herald & 
News; Medford Mail Tribune; 
Oregon Journal; Portland Oregon- 
ian; Salem Capital Journal and 
Oregon Statesman. 

In Idaho: Boise Statesman and 
Lewiston Tribune. 

In Montana: Billings Gazette; 
Butte Post; Great Falls Tribune; 
and Missoula Sentinel. 

In Alaska: Anchorage News and 
Times. 

Tv spots are carried on KREM, 
Spokane, and KING, Seattle,- with 
other outlets being arranged. 
Transit cards are used in Portland, 
Seattle, Spokane and Tacoma. 

Tasket-Hogle is the agency. # 


Brownberry Unit to Reeves 
Brownberry Ovens, Oconomo- 
woc, Wis., has appointed Knox 
Reeves Advertising, Minneapolis, 
to handle advertising for its baked 
goods product division. Advertis- 
ing has been placed direct for the 
past year and prior to that was 
handled by Clinton E. Frank Inc. 
Billings last year were $200,000. 


Peterson Adds Elder Co. 

Milton G. Peterson, Chicago, 
has been named agency for Paul 
B. Elder Co., Bryan, O., manufac- 
turer of ethical pharmaceutical 


McCurry. Letscher Boosted 
Chrysler Corp., Detroit, has ap- 
pointed Robert B. McCurry Jr. 
general sales manager of its Plym- 
outh-De Soto-Valiant division 
and Edward P. Letscher director of 
dealer-enterprise marketing serv- 
ices for the corporate automotive 
sales group. Mr. Letscher was for- 
merly general sales manager of the 
Plymouth-De Soto-Valiant divi- 
sion. Mr. McCurry joined Chrysler 


in 1955 as assistant sales manager 
of the Dodge division and until re- 
cently was director of dealer enter- 
prise. 


Lau Blower Names Nance 

Glen Nance, former sales pro- 
motion writer with Dayton Tire & 
Rubber Co., has been appointed 
assistant advertising and sales pro- 
motion manager of Lau Blower 
Co., Dayton. 
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HOW’S YOUR AIM IN THE CHURCH MARKET? 
YOU CAN'T MISS 


when you use the 
LEADER 


in the 


CONSERVATIVE 
PROTESTANT FIELD 


MOODY MONTHLY «© 820N. LaSalle Street * Chicago 10, Illinois 


Moody Monthly gives you 
CONCENTRATION 
and COVERAGE 


It’s big—100,000 paid, reaching lead- Z 
ers in 60,000 conservative Protestant “A 
churches. It’s influential — edited spe- 
pe for conservative Protestants 
since 1900. . 


specialties. 


Which of these 
Display Shipping Services 
will give you 
lowest cost per exposure? 


Long Term Series—We assign driver and van 
(as many as needed to exclusively handle 
your display), and pre-arrange all time and 
travel arrangements. This service is available 
nationally or internationally. 


NORTH AMERICAN VAN LINES 


WOALOD WIDE MOVERS 


Dept. 25-4, Fort Wayne, Indiana 


Single Show Displays— North American picks 
up your display, gets it to the show on time 
... giving your personnel plenty of time to 
get ready for the crowds. When the show's 
over, we return it to your plant. 


Short Term Series—You give us your sched- 
ule... we pick up the display and make all 
time and travel. arrangements—storing be- 
tween shows if necessary—and then return 
the display to your plant. 


When you invest in a display—exposure is what 
you want for the payoff. North American 
Van Lines has assisted many firms in developing ' 
display itineraries, both in the U. S. and abroad. 
This “mobile merchandising” brings your sales story 
to your customers when and where your plans re- 
quire. Just design your display and pick your spots, 
and North American’s display service will give 
you a new dimension in promotion planning. 

Ask your traffic manager, your local North 
American agent or write our World Headquarters 


in Fort Wayne for complete details. 


NOATH AMERICAN VAN L/NES 
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TABLOIDS 


Dealer Imprinting 
Our Specialty 
Any Amount — As Required 
ALSO — MAGAZINES, CATALOGS, 
FOLDERS 


SERSEN’S IMPRINTING 


120 So. Sangamon Street 


“pease haa eeatd Chicago 7, ll. 


; Greece Names Bennett 

The National Tourist Organiza- 
tion of Greece has appointed Vic- 
tor A. Bennett Co., New York, to 
handle its advertising in the U. S. 
The agency’s pr subsidiary, Ben- 
nett Associates, has also been re- 
tained. The campaign will be de- 
signed “to help make Greece bet- 
ter known not only as a country 
of ancient monuments but as a 
major tourist attraction situated 
in s comfortable year-’round cli- 
mate amid science wonders and 
5| colorful special events.” 


Sterling) g 3» 


~ QUTODOR ADVERTISING CO. ma 


tae "tag aa an +1 Sher pee te 
56 N. Summit St. Akron, Ohio : . alhid sy a Conn : 


per } 
¢ thousand 


Colibraro Mclean Kettler 


OFFICERS—Scott McLean, general sales manager, WLW, Cincinnati, 
has been elected president of Quality Radio Group. Other new of- 
ficers are Stant@n P. Kettler, exec vp, Storer Broadcasting Co., vp; 
and Daniel D. Calibraro, assistant to the general manager and man- 
ager of public relations, WGN Inc., Chicago, secretary-treasurer. 
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Five More Dailies 
Adopt Frequency, 
Volume Discount Plan 


Cuicaco, Nov. 9—The Denver 
Post, Toledo Blade and Times and 
Harrisburg Patriot and News will 
offer national advertisers and 
agencies discounts based on the 
Continuity-Impact-Discount plan, 
effective Jan. 1. 

The plan for the five dailies fol- 
lows closely C-I-D plans originated 
a year ago by the Louisville Cour- 
ier-Journal, Moloney, Regan & 
Schmitt, representative for all five 
dailies, told ADVERTISING AGE. 

Bulk linage discounts will range 
from 1% on 1,000 lines to 15% for 
200,000 lines. Frequency discounts 
will range from 4% for 12 out of 13 
weeks with 300 lines a week to 16% 
for a full-page schedule of 48 
weeks out of 52. # 


Heritage Names Haddix joe, radio and tv representative. 
Charles E. Haddix has been | West Coast headquarters of Heri- 

named western manager of Heri- | ‘@8e is in San Francisco. 

tage Stations Representatives, 

which handle fm stations. He was |Head Ski Names VanSant 


manufacturer of metal skis, has 
appointed VanSant, Dugdale & Co., 
Baltimore, to handle its advertis- 
ing. Hockaday Associates, New 
York, formerly handled the ac- 


formerly western manager of For-' Head Ski Co., Timonium, Md., | count. 


THIS [S TULSA: 


GROWING FASTER 


THAN LOS ANGELES! 


| RATE OF CHANGE 


Ten fastest-growing 
cities, 1950-'60 


O Five largest cities: 


Growth since ‘50 [_] 
Decrease since ‘50 9 


Tulsa is not only one of the 50 largest cities 
in America, it is also one of the 10 fastest- 
growing in this group. Its 41% spurt in 

lation between 1950 and 1960 helped 
ulsa jump over such well-known cities as 
Richmond, Providence, Syracuse, Jacksonville 
and Dayton, Ohio. Want further proof of 
our booming gains? Of the nation’s 189 
Standard Metropolitan Areas, Tulsa went 
from 76th place in 1950 to 59th place in 
1960! Present metropolitan area population 
is 414,117; Effective Buyi Income totals 
$772,182,000. And the g Fre mom Magic 
Empire (Tulsa’s trade area of 40 counties in 


> TULSA WORLD 


Oklahoma, Kansas, Missouri and Arkansas) 
now has an Effective Buying Income of 


$2,228,627 ,000! 


The Tulsa World and Tulsa Tribune, covering 
the 40-county Magic Empire like a blanket, 
can help you reach this vast, rich market. 


These newspapers are the preferred Advertis- 
ing Mediums of progressive marketers— 
oof? The Tulsa World and The Tulsa 
Tribune carry more advertising than any 
other newspaper in Oklahoma, and can offer 
flight mechanical facilities, including fuli 


ROP color. 


_ TULSA TRIBUNE 


MORNING @ EVENING @ SUNDAY 
Represented Netionolly by The Branham Co., Offices in Principal U.S.A. Cities 
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SETTING THE STAGE FOR SALES. CCA's Display Division 
applies its integrated forces of imaginative structural and graphic 
design, color and market research to displays that give 

your product an extra dimension at point-of-sale. Dominating 
three-dimensional spectaculars, display-shippers, 

counter displays, shelf extenders and paperboard premiums are 


among these sales-producing aids. To pack it—move it— 


sell it is the business of CCA packaging. 


Folding Cartons 


Shipping Containers 


CONTAINER CORPORATION OF AMERICA 


Chicago 3... and all key marketing areas 


Sefton Fibre Cans 


Molded Plastic Products 
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Point-of-Purchase Displays 
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Paperboard 
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bermuda trad 
idevelopment thc 


The Bermuda Trade Development Board advertises in mag ft 


zines to reach a travel clientele above average in income, i 
holidays to spend, and in travel sophistication. 

t ( i\ 
3 Gienma jre Dis 
zines tq tell 1 


J. M. Mathes, inc. is the agency. The schedule includes T 
mium ustor 


cr a Sa i 


Be 


parteteatols 


W. Sheinker & Son, Inc. advertises Holland House Cockt 
ei Corporation of America advertises the Charterhouse Motor Mixes in magazines to reach people who mix well (and 


and Country, Bride’s Magazine, Holiday, Newsweek, The N. 
Yorker, National Geographic, Esquire, and, of course, 


SPO RTS ILLUSTRATED 


mm els in magazines to reach families who drive more miles, } quently) with their guests (and for them). D’Ar | 
ma ‘onger trips, have more reason to appreciate the niceties =) ~— Erwin Wasey, Ruthrauff & Ryan is the agency. The sched @ ond, ot WH coun 
raveling. includes Esquire, Holiday, House and Garden, House Beauti , 
Chirurg & Cairns is the agency. The schedule includes News- Yachting, The New Yorker, Gourmet and, of course, SPC te 
* and, of course, lenpoere sUNeTRATEDn. . ne 
PORTS ILLUSTRATED ; 
| s 8 * 
, advertises its Travelers Cheques in magazines to r HN each 
who have the time, money and inclination to travel |. 
Johnson & Lewis, San Francisco is the agency. T/ he s« 
The Whiskey Distillers of ireland advertise in magazines to 


includes Holiday, National Geographic, Sunset anc 


SPORTS ILLUSTRATED 


reach particular people with cultivated tastes and interests. 


Weiner & Gossage is the agency. The schedule includes a 
Atlantic, Harper's, Cue, The New Yorker, Reporter, Saturtev 


kodak dan" pesemeos white horse 


§ Eastman Kodak Company 5 Browne Vintners advertises White Horse Scotch in magazines to 
vertises its cameras and pro- reach people who have the income—as wei as the inciination— 
f jection equipment in magazines to look for perfection in the products they buy. 


; hl Da ope cece Compton Advertising is the agency. The schedule includes 
, Esquire, Holiday, The New Yorker, Newsweek, Time and, of 
rse 


| and who in general “get the” 

J. Walter Thompson is the’ 
agency. The schedule includes : ; 
Hoilday, Life, Look, National Oan River Mills wash & wear 
Geographic, Saturday Evening cottons are advertising in mag- 
Post, Sunset and, of course,  4zines to tell a story of con- 


venience and quality to people 
SPORTS who travel a lot and wherever 


ILLUSTRATED they are in the world, like to 
dress light, bright, and right. 
/ Grey Advertising is the 


A. G. Spalding Bros. advertise in magazi 
women who are accustomed to buying and using the best in® 
sports equipment. E 

Young & Rubicam is the agency. The schedule includes ~ 
Time, Newsweek, U.S. News and World Report and, of course, 


SPORTS JAE A, 
Holiday, Boys Life and, c 


kentuckyjantzen === 


advertises men's sportswear in magazines not only to react 
good customers but also to build the right kind of quality image 
for its line. 

Homer Groening, Portiand, is the agency. The 


cludes The New Yorker, Esquire, True and, of cou > 
SPORTS ILLUSTRATED (F 


True Temper advertises 
(and future sportsmen) t! 
to fine sports equipment 

Fuller & Smith & Ross 


agency. The schedule includes | 
Life, Look, Simplicity, McCalls 
Pattern Book, Esquire, Glam- 
our, Holiday and, of course, 


“3 SPORTS 
| ILLUSTRATED 


1954 the Brown Shoe Company was looking for a way to pro- 
jote thew Pedwin line outside the conventional market for young 
en's shoes. They found it in a magazine which began publica- 
on in that year. They have been using four-color back covers in 
consistently with profitable results ever since. 


Leo Burnett is the agency. The magazine, of course, is 


PORTS ILLUSTRATED 


Kentucky Club advertises their 9 quality brands of smoking 
tobacco in magazines to reach men with a taste for distinction © 
in pipe tobacco as in everything eise. 


Charlies W. Hoyt Company, Inc. is the agency. The schedule a 
includes True, Argosy, The New Yorker, Sports Afield, Outdoor The Dow 
Life, Field & Stream and, of course, additive 


1 SPORTS ILLUSTRATED more ca il 
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lack & white 


The Fleischmann Distilling Company advertises Biack & White 
Scotch in particular magazines to reach a particular brand of 
discriminating, upper-income drinkers. 


Ted Bates is the agency. The schedule includes Esauire. 


Gourmet, The New Yorker, Newsweek, Time an 


SPORTS ILLUSTRATES 
SPORTS ILLUSTR 
the sports car with special ape 


tised in magazines to teach a market young in ideas, mature 
: nt Cc in spending power. British Motor Corporation is the manufac 


turer, Hambro Automotive the U. S. distributor, J. M. Mathes 
the agency. 

Glenma 

zines ta 


Schweppes Tonic advertises in magazi 


and the means to pay just a bit more 


The schedule includes The New Yorker, Holiday, Time, and, 
of course, 


SPORTS ILLUSTRATED 


alligator 


ire Distilleries advertises Old Kentucky Tavern in mag 
tell the story of a premium bourbon to America's p 


mium ustomers for fine products. 
D’Ar by i is the agency. The schedule includes Time, Holida 
and, of course, The Alligator Company advertises its all-weather coats in 


zines to reach the men who, come rain or come shine, dress 
right for the occasion. 


Erwin Wasey, Ruthrauff & Ryan is the agency. The schedule 
includes Life, Post, Esquire, Holiday, The New Yorker, Time, 
True, Gentiemen’s Quarterly and, of cour 


Se Cats ILLUSTR 


SPC RTS 


_jold 
icrow | 


Nationa! Distillers advertises 
“America’s preferred bourbon” 
in Magazines to reach Amer- 
ica’s preferred audience. 


Lawrence Fertig & Co. is the 
agency. The schedule includes 
Life, Post, The New Yorker, 
Holiday, Time and, of course, 


igazines to rj 
tion to trave 
he agency. T/ 
. Sunset and 


ATED 


bof ca 


| 


we Shulton advertises in ma 
to reach a stimulating 
with its story of a sti 
lotion. 


agency. The schedule i 


Yorker and, of course, 


SPORTS 
ILLUSTRAT 


like them that way). 


BBDO is the agency. The schedule includes E 
and Stream, Ladies’ Home Journal, Sunset, The 


of all kinds. 


is the agency. The schedule includes 
a if course, 


-USTRATED 


is equipment 
Smith & Ross 
ys Life and, c 


TS iL 


nly to react 
quality image 


ad 


SPORTS Time, True and, of course, 
advertises in magazines to remind sportsmen va rs sity] SI 10 rts 
sportsmen) t! rat its name lends the mark of quality 


town 


H. A. Seinsheimer advertises Varsity-Td eee 
alive men who appreciate style and smartness in what al 
The Chester C. Moreland Co., Cincinnati, is the 


campaign runs exclusively in the #1 magazine in pages of 
wear advertising, 


SPORTS ILLUSTRATED 


Bie Caan gone Oana 


weard 


1 Chemical Company advertises its new cooling system 

ba magazines to reach car-wise car owners who drive i 
, more miles, all year ‘round. 

fae John & Adams is the agency. The schedule in: | 


4 


quented) hosts and 


|_schweppes 


quality product to people who have the inclination, the 


Ogilvy, Benson & Mather is the agency. The schedule 
cludes The New Yorker and, of course, 


Angostura-Wuppermann Corporation has just recently sta 
advertising Angostura Aromatic Bitters in magazines to re 
people who have a flair for adding that extra dash of good t 
to everything they do. 


Foote, Cone & Belding is the agency. The two magazines 
the schedule are The New Yorker and, of course, 


BEORTS ILLUR aS 


mold ‘ace ) 


Wesley Associates 


Life, Post, Time, Th 


Illustrated 


-aheefeater 


Kobrand Corporation advertises Beefeater Gin in magazines to 
reach families who because of social and business prestige are 
generally their communities most frequent (and most fre: 


Hicks & Greist is the agency. The schedule includes Esquire, 4 


Qeurmet Malidaw Shane The Mew Vacbae «04 -f ~~ -—- 


American Telephone and T 
graph Co. advertises its long 
distance service in 
to reach families who have 
family ties — and who have the 


desire and the means to keeg 
them strong. 

N. W. Ayer & Son is them 
agericy. The schedule included 
major business, home, and 
women’s magazines; Life, Look 
Post, The New Yorker, Timea 
and, of course, 


SPORTS 
LLNS TRALEE 2 


nes to tell the story 


for quality. 


ATED 


ngo 


Daks British trousers are 
vertised by Simpson impo 
Inc. in magazines to reach 
who find it fitting and pro 
to be seen in quality slacks 
Charles W. Hoyt Co., Incg 
the agency. The schedule 
cludes The New Yorker, 
York Times Magazine, 
Street Journal and, of cou 


SPORTS 
ILLUSTRATE 


heac 


Head Ski Corporatic 
tises in magazines to establish 
its reputation among the ac- 
tive, energetic men and women 
who lead the procession to the 
ski slopes every winter. 


e 
ts 


re 


hostesses. 


ae 
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Gillette Sent 
Free Blades to 
231,000 Swedes 


Massive Sampling Helped 
Make Swedes Aware 
of New Blade: Bernhard 


STOCKHOLM, Nov. 9—How Gil- 
lette, which says it sells 60% of the 
world’s razor blade total, main- 
tains its position in a field that 
keeps growing in spite of electric 
shaver competition, is shown in the 
way its Swedish subsidiary intro- 
duced the new Super Blue Blade 
in its market. 

The story was told recently by 
W. G. Bernhard, manager of Gil- 
lette (Sweden), to a group of 
Swedish agency men. 

The new blade, called Extra Blue 
Blade in Sweden, was introduced 
here and in England this year, 
after its $3,250,000 debut in the US. 
(AA, Dec. 7, ’59). 

The first thing the company did, 
according to Mr. Bernhard, was to 
determine the blade’s advantages 
over electric shavers. The compa- 
ny decided to stress wet shaving 
as giving a “clean” feeling unat- 
tainable with electric shavers. This 
idea became the theme of the cam- 
paign: “You feel clean!” 


® His customers, Mr. Bernhard 
said, are very conservative in their 
personal habits and do not change 
them easily. The company had a 
new product that was deemed bet- 
ter than its predecessor, but it 
looked exactly the same. How 
could customers be persuaded to 
try the new blade? 

The attack on entrenched habits 
was launched on two fronts, adver- 
tising and direct sampling. Before 
the blade appeared on the market, 
it was widely advertised. Three ads 
told the story without big head- 
lines and without illustration. Two 
subsequent ads showed the package 
to “insure that customers would 
recognize the blade when they saw 
it in the stores.” 

In sampling, the first step was to 
select 1,000 men considered form- 
ers of public opinion. “Trial blades 
were sent to them in the hope that 
they would try them, like them, 


the 
uew 
Coumodore! 


Ask about the handsomely decorated 
and magnificent new Windsor Ball- 
room and smalier suites for all your 
functions, large or small. 
Heart- 
of-New York 
Location! 
Between U.N. and Theatre Districts; 
minutes from the Coliseum, Madison 
rate Garden, shops, night spots. 
All transportation at door. Close to 
Rail and Air Terminals; right at Grand 
ae near Eastside Airlines 
ones. Easy to reach 
by Car! 

Private Motor Entrance... 
uncongested, traffic-free. 
2000 Modern Rooms 

and Suites! 
All outside with private bath, radio. 


FOR RESERVATIONS, WIRE, WRITE OR CALL: 


te, Coit, { 


42nd St. at Lexington Ave., New York 17, N.Y. 
MU 6-6000 


C. C. Philippe, Executive Vice-President 
and General Manager 


and spread the news.” 


= Next, samples were sent to 150,- 
000 additional opinion makers: ad- 
men, foremen, journalists, barbers 
and others. In addition, trial packs 
were sent to 180,000 households in 
areas with sparse newspaper dis- 
tribution. 

The recipients were asked to 
write and report their reactions to 
the new blade. Of the 231,000 sam- 
plers, 800 replied, and their praise 


of the blade was later used in ad- 
vertising, Mr. Bernhard said. 

He admitted that “the whole was 
a costly operation, and we have in- 
vested more money than usual.” 
But sales results justified the ex- 
pense, he said. 

“The results of a survey also 
show it. When the campaign had 
been running five weeks, a poll 
showed that 30 men out of 100 
knew about our new blade,” Mr. 
Bernhard said. # 
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Bacon Adds Analysis Office 

Bacon’s Clipping Bureau, Chi- 
cago, has established a division of 
magazine analysis to increase its 
specialization in the field of busi- 
ness, farm and consumer maga- 
zines and has named Wilfrid W. 
Budd its director. Formerly pr 
media analyst with Batten, Barton, 
Durstine & Osborn, New York, Mr. 
Budd also will supervise the pub- 
lication of “Bacon’s Publicity 
Checker.” 


Mitchell Joins Industrial 

E. Harold Mitchell, public in- 
formation officer of the Naval Re- 
serve of Cleveland, has been 
named business manager of Han- 
dling & Shipping Illustrated, pub- 
lished by Industrial Publishing 
Corp., Cleveland. 


Gorin & Holmes Moves 

Gorin & Holmes, San Francisco 
agency, has moved to larger quar- 
ters at 220 Montgomery St. 


13 languages. 


1, R. V. Senez, Champion's Europe- 
Middle East-Africa Sales Manager, says: 
“The Digest reaches the better-educated, 
better-off people we want to reach.” 


7. & 8. L. M. Primrose-Wells and T. R. 
Dennen agree that the Arabic and South 
African editions have stimulated Champion 
sales in their widespread territory. 


2. Stefano Cocchiglia: “The Italian edi- 
tion of Reader’s Digest, read by 2,203,000 
people, reaches the bulk of my best pros- 
pects for Champion Spark Plugs.” 


3. W. H. Polensky: “The Austrian and 
German editions, with 4,970,000 readers, 
give Champion strong advertising support 
in my territory.” 


9. Carlos Troncoso: “The Southern Hem- 
isphere, Argentine and Caribbean editions, 
with a total of 3,110,000 readers, help sell 
Champion in my sales area.” 


is a lucky number for 


CHAMPION SPARK PLUG COMPANY'S interna- 
tional marketing is supervised by the 13 executives shown 
here. And the backbone of Champion’s overseas adver- 
tising is Reader’s Digest, which speaks to its readers in 


Thirteen languages—and yet, the same language; for 
Digest articles appeal deeply to human beings every- 
where. Says Vice President James F. Lewis, 
advertising director: 

“Reader's Digest inspires confidence in any language. 
And because each edition is locally edited and published, 
dealers everywhere accept it as a local medium.” 


Champion’s 


In more than 100 nations where the Digest is sold, it is 
a favorite magazine. It appeals chiefly to the literate, 
better educated people in each country—the best pros- 
pects for advertised products. As a result: 


“The international editions of Reader's Digest are the 


of Reader’s Digest.” 


most economical way to reach car owners and other users 
of spark plugs around the world,” says Mr. Lewis. “We 
have been using these editions for 20 years; they are our 
basic bread-and-butter advertising medium in foreign 
markets. Our overseas distributors concur in our selection 


© Nearly 4000 other advertisers are profiting by these 
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Yardis Adds Four Accounts 

Yardis Advertising Co., Phila- 
delphia, has been named to handle 
four new accounts. They are Mon- 
arch Industries, Philadelphia, in- 
vestment company; Le Electronics, 
Delaware Valley distributor of 
electronic and high fidelity parts 
and components; Spatola Wines, 
Philadelphia, and Autosonics Inc., 
Philadelphia manufacturer of pro- 
duction metal cleaning equipment 
employing ultrasonics. 


French Posters Tour U. S. 

Some 100 colorful French post- 
ers will tour the U. S. this fall. 
The exhibition, “The Art of the 
French Poster,” is being sponsored 
by the Federation of French Al- 
liances. The initial stopping point 
is the lobby of the new Pepsi-Cola 
building in New York, where the 
posters went on display Nov. 1. 


Black & Musen Adds Two 
Ware Machine Works, Ware, 


Mass., manufacturer of hydraulic 
earth-moving equipment, and Ken 
Whitmore Inc., Pittsfield, Mass., 
manufacturer of women’s coats, 
have appointed Black & Musen, 
Springfield, Mass., to handle their 
advertising. Simpson Advertising 
Co., Lee, Mass., is the former agen- 
cy of record for Ken Whitmore Inc. 


Martin Names Marriner VP 
B. R. Martin Associates, Chicago, 
merchandising specialist, has ap- 


pointed Audrey Marriner a vp and | 
account supervisor for the Detroit 
area. Mrs. Marriner was formerly 
account manager in the Detroit 
office. 


Eurailpass Names Vanguard 
Advertising for Eurailpass, the 


ticket good for unlimited rail travel | } ; 


in 13 European countries, has been 
assigned to Vanguard Advertising, 
New York. The previous agency is 
Byrde, Richard & Pound. 


4. R. W. Benzinger: “In my area, the 
Digest’s Scandinavian editions are read by 
2,680,000 people. They are an excellent 


market for Champion.” 


10. w. P. Bickham: “The Digest’s Carib- 
bean edition, with its audience of 1,670,000 
readers, has always been a most effective 
sales tool in my area.” 


of my region.” 


5. Henri Van Riet: “1,240,000 people read 
the Digest’s Dutch, Belgian and two Swiss 
editions. They give almost total coverage 


11. & 12. F. J. Ysunza and G. S. Wood- 
side report that the Mexican and Carib- 
bean editions have helped to keep Cham- 
pion sales healthy in their region. 


6. P. F. Reiss:*“The French, Portuguese, 
Belgian and Iberian (Spanish) editions 
cover my territory—with readership by 


higher income families everywhere.” 


13. M. G. Bilreiro: “The 2,231,000 read- 
ers of the Portuguese (Brazilian) edition 
include the cream of Champion's prospects 
in my territory.” 


Champion around the world 


unique advantages of the Digest’s international editions: 
Largest total audience: 30 million readers outside the 

U.S. .. . the only world-wide advertising medium. 
Largest audience of executives: more than 2,700,000 


outside the U.S. 


him to call. 


Low cost: Digest rates are low, and advertisers in 24 


For 20 years, Champion Spark Plug 
Company, famous the world over, 
has reached huge, high-quality 
audiences economically through 


Reader's Digest. 


thr wold wer 


or more international editions earn a 10% global discount 
... which can also be applied to advertising in the U.S. 
edition. Your regular Digest representative has the facts 
about the editions that reach your foreign markets. Ask 


People, have faith in 


[Readers Digest 


Worlds most powerful selling force 


MERGER—This three-color page an- 
nounces the merger of Imperia: 
Brass Mfg. Co., Chicago, and East- 
man Mfg. Co., Manitowoc, Wis. It 
will run in the November issues of 
trade publications serving seven 
industries. Buchen Co., Chicago, is 
the agency. 


Grey Asks Better 
Government Grasp 
of Marketing 


New York, Nov. 9—One of the 
first requests of President-Elect 
John F. Kennedy came today from 
Grey Advertising Agency, which 
appealed for better government 
understanding of marketing prin- 
ciples, in a special issue of “Grey 
Matter” issued today. 

The monthly publication asks the 
new President to recognize the dual 
problems of government and busi- 
ness, including the evolution of 
economic emphasis from produc- 
tion to consumption. There is not 
enough knowledge in government 
of the power of marketing and 
“there is even less evidence that 
the people in government under- 
stand what we mean when we talk 
about marketing,” the publication 
contends. 


s Five marketing examples in 
which both business and govern- 
ment have a stake are cited: 


‘1 The effect of burgeoning low- 
er age groups in proportion to the 
total population. 


2. The addition, since 1920, of 
two people who have to be sup- 
ported for each person added to the 
labor force. 


3. The long range influence on 
the national economy of the move 
to the suburbs and other popula- 
tion shifts. 


4. The 35% increase in highly 
trained technicians and profession- 
als since 1950 and the decrease in 
unskilled workers. 


5. The growth of deferred income 
by almost $5 billion yearly, through 
insurance and pension plans. # 


Ford Completes Fourth 
American Road Shows Season 

The traveling American Road 
Shows of Ford Motor Co., Dear- 
born, Mich., have completed an- 
other successful season, with total 
adult attendance estimated at 4,- 
500,000 in cities coast to coast. The 
six units of the show visited 71 
shopping centers in 59 cities in a 
4% month period. In the cities 
visited, Ford dealers participated 
in the American Road Shows by 
supplying show cards, setting up 
supplemental displays, assigning 
salesmen to the displays, placing 
show posters in dealer showrooms 
and promoting the shows in their 
own advertising. 


Forster Joins Aubrey, Finlay 
Brian M. Forster, former pr di- 
rector of American Veterinary 
Medical Assn. and assistant pr 
manager of Studebaker-Packard 
Corp., has joined the farm radio-tyv 
copy staff of Aubrey, Finlay, Mar- 


ley & Hodgson, Chicago. 
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South Bend is Indiana’s Richest Market 


The average household 


Get full information 
about the complete South 
Bend market. Write for 
free copy of the 1960 
market data book. 


Metro Area is $7553 . . . per capita income is $2246. 
Both are the highest in Indiana! But equally import- 
ant to national advertisers is the complete South 
Bend market: 16 counties; nearly one million people 
with a buying income of $1,831,000,000. And the 
South Bend Tribune covers this market like no 
other newspaper . . . 92% saturation of the Metro 
Area; 62.8% coverage of the 9 additional counties. 


franklin D. Scwrz, Editor and Publisher * Story, Brooks & Fipiey, inc., National Representative 


a a 


income in South Bend’s 


— 


South @end 
— Cribune | 


MIDDLE WESTERN SPREAD 


N” THAT the frost is on the pumpkin 
and ducks are writing V’s overhead, 
Eastern Iowans have a choice of fall spec- 
taculars: the farm-, or town-, or city-born 
availability of near-by nature, or cosmo- 
politan entertainment, bought with the twist 
of a television dial. We compete with the 
changing seasons. Fortunately, it rains— 


and the nights grow frigid.* 


Middle Western Eastern Iowa is east of 
the West that has been described as the place 
where it’s always a long way from here to 
there. In WMT-land it’s always a middle 
way from here to there. The scale is com- 
prehensible. Distances, compressed by train 
and car and four-lane highway, have yielded 
to the march of mechanization and elec- 
tronics. Yet lowan’s live spread out. The 
top six metropolitan centers account for only 
31% of lowa’s population—and WMT-TV 


is home-town station for three of those 


centers. 


* Sets-im-use figures are often in the seventies. WMT-TV 
has the largest Eastern lowa audience of all tv stations. 


ARB Metro Area Reports, Feb. °57—Nov. °59; NCS 
1, & &: 


In this spread-out market you need the 
coverage WMT-TV provides: 51 counties 
in Eastern Iowa with about 400,000 tv 
homes—more than half of all tv homes in 


all Iowa. 


WMT-TV. Cedar Rapids—Waterloo. CBS Tele- 
vision for Eastern Iowa. Affiliated with WMT 
Radio, KWMT Fort Dodge. National Reps.: The 
Katz Agency. 


NEW AND OLD—Gordon W. Marks (right), Gordon Marks & Co., Jack- 
son, Miss., new international president of the Affiliated Advertising 
Agencies International, is congratulated by the outgoing president, 


Myron L. Eastwood, Hoag & Pro- 
vandie, Boston. The agency net- 
work recently held its 16th an- 
nual meeting at Scottsdale, Ariz. 


‘Nugget Smuggler’ 
Ad Is Door Opener 


for Press Release 


New York, Nov. 8—Advertisers 
disheartened by the uncertainties 
and frustrations of mailing out 
stillborn press releases have a 
chance to place commercial plugs 
in up to 80 unsyndicated newspaper 
columns via a new group called By- 
Line Club. 

The club, which functions as a 
kind of clearing house for unsyndi- 
cated item-trading, publishes a 
four-page monthly newspaper, the 
“Nugget Smuggler,” that offers 
subscribing columnists a selection 
of each other’s best editorial tidbits. 

And although there is no guar- 
antee that the columnists will use 
them, the club offers space in its 
monthly sheet to commercial plugs, 
which are printed in black on re- 
verse plate. 

Under the “sponsor” plan, a 
publicity seeker has a choice of 
either a fixed fee or sliding scale 
for item insertions. The fixed fee 
plan allows for a $400 flat pay- 
ment for an item (or items), not 
exceeding eight column inches, in 
the club’s monthly bulletin. 


= Under the sliding scale plan, the 
sponsor pays a $100 minimum rate 
and takes his chances with colum- 
nist pick-up, paying 25¢ for every 
1,000 circulation covered. Thus an 
item getting 2,000,000 circulation 
costs the sponsor a total of $500, 
including the minimum payment. 
Included in both arrangements is 
a separate press release on the 
sponsor’s product or message 
mailed by the club to individual 
subscribers. 
Circulation of the club’s unsyn- 
dicated columnists is 11,050,000 in 
75 U. S. cities. An additional 4,- 
350,000 in circulation is offered in 
Mexico, Canada and Great Britain. 


Doyle Agency Adds 3 

Jack M. Doyle Advertising, 
Louisville, Ky., has added three 
new clients: National Products, 
Louisville, maker of mirror and 
wood panel products; Thomas 
Graham Co., Madison, Ind., man- 
ufacturer of water skis and acces- 
sories; and Spartan Glove Co., 
Hamilton, O., producer of special 
work gloves. 


Two Join Burdick & Becker 

Jacqueline Hunt, formerly media 
director of Sudler & Hennessey, has 
joined Burdick & Becker, New 
York, as associate media director. 
Reid Miles, formerly an art con- 
sultant to agencies, has joined Bur- 
dick as an art director. 
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Mead offers you the world’s broadest line of fine printing papers . . . correspondence, book, 
cover, index and bristol grades. Wherever paper can help you sell — in graphic design, in print, 
in packaging, at point-of-sale — look to Mead and its nationwide network of authorized dis- 
tributors. Call upon your Mead Merchant freely . . . rely upon his judgment implicitly. He is 
a leader in his field, well fitted by experience to help you select the Mead Paper exactly suited 
to your business and advertising needs. 


MEAD PAPERS, INC., Dayton 2, Ohio 
A subsidiary of The Mead Corporation 


.. the moving force in Paper and Packaging 


apers 


Letterpress on PRINTFLEX LETTERPRESS ENAMEL, 100 lb. 
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Sarnoff, Epstei Bennington Evening Banner 
ee to to Change Owners Dec. 1 
Speak at Broadcast | Donald B. and Lawrence K. Mill-| 

i f er, publisher and editor, respec- | 
Promotion Meeting tively, of the Berkshire Eagle, 
Pittsfield, Mass., are acquiring the | 
Evening Banner, Bennington, Vt., | 
effective Dec. 1. The brothers are) 


Kellogg's / Quaker / Ralston / Betty Crocker .. . 
a few of the famous brands that use 


NEw ORLEANS, Nov. 8—Fea- 
tured speakers at the fifth 


annual convention of the Broad-| buying stock from Mrs. Flora C.| The Forum to GO FAR in FARGO. 
casters’ Promotion Assn., start-| Howe, widow of Frank E. Howe, Only The Fargo Forum sells nearly 4 of North Dakota 
ing here Nov. 14, will be Robert! who established the daily in 1903 + western Minnesota + the largest standard metro- 
Ww. ‘Sarnoff, chairman of the by merging two weeklies. politan market between Minneapolis and Spokane! 
National Broadcasting Co., and) “Frank E. Howe Il, the founder’s Fargo-Moorhead is now a government-recognized 
Joseph Epstein Sr., exec vp of grandson, will remain editor. With Standard Metropolitan Area, and The Fargo Forum 
Fitzgerald Advertising Agency. | the paper since 1948, he has served provides 100% coverage of this two-city market (com- 
Mr. Sarnoff will discuss top|also as publisher. Mrs. Alice M. pared to only 9% coverage by any Minneapolis daily). 


management’s views of broad-| Harwood will continue as business 
cast promotion, and Mr. Epstein | manager. 
will tell the promotion men how 


In addition, The Forum reaches 3 out of 5 families 
in its 20-county market. This includes nearly 4 of 

Ow | North Dakota’s population and buying power . . . a rich 

to work more effectively with Cole Fischer Adds Two | market in America’s rich Northwest. 


advertising agencies. More than, (Cole Fischer Rogow, New York 4 
, ’ 20 ties, 2 states, but onl 
300 broadcasters are expected to ‘has been appointed to handle cor- protectors of 208 1 pony rn A 
attend the three-day meeting at) porate and general advertising of Z solidly sold by one newspaper! 
the Sheraton-Charles Hotel. |Peasé & Elliman, New York, real : pie 
ay “Shirtsleeves for the ’60s” is| estate company. The agency has incdehend 
# the theme of the program,! also been named by Pressman Toy a \ | THE FARGO FORUM News 
which has been put together by | Corp., New York, to direct a cam- < RIE rapapete i ns on epee ess ogame 


Represented by Kelly South Company 


Don Curran, of KTVI, St. Louis. | paign in tv, newspapers and trade 
The stress will be on practical, | publications. 

how-to sessions, as the result of | 
a poll of Broadcasters’ Promo- | 
tion Assn. members. 


— — 


s The convention will begin 
with a report from its president, 
Gene Godt of KYW-TY, Cleve- 
land. This will be followed by 
presentations designed to show 
the promotion men how to make 
the most of material furnished 
them by the Radio Advertising 
Bureau and the Television Bu- 
reau of Advertising. RAB will 
be represented by Miles David, 
vp, and TvB by Bill Colvin, di- 
rector of member services. 

fer Most of the program will be 
devoted to panel discussions, 
each of which will be repeated 
once, to give each broadcaster 
an opportunity to attend as 
many panels as possible. 


_ 


s Among the panel topics: pro- 
motion of color tv, exploitation 
in broadcast promotion, man- 

: agement of budgets and money 
matters, broadcast merchandis- 
ing, living with the Federal 
Trade Commission’s Rule 317, 
promoting radio and tv audi- 
ences, use of graphic arts in 
promotion, use of audience sur- 
veys, sales promotion, pr and 
image building, trade press ad- 
vertising and publicity, direct 
mail advertising, promoting ra- 

{ dio news, cross-media promo- 
tion and television tape promo- 
tion. + 


Three ‘Bees’ Offer New 

National Rate Discounts 
The Sacramento Bee, the 
Fresno Bee and the Modesto 
Bee have announced new rates 
a effective Jan. 1, 1961. The new 
; cards of the McClatchy news- 
‘ papers, “in keeping with indus- 
oe try trends,” present a frequency 
z | contract plan calling for 300, 
ae 600, 1,000 or 1,500 lines to be 
used 12 out of 13 weeks, 24 out 
of 26 weeks, 36 out of 39 weeks 

or 48 out of 52 weeks. 

In addition, two alternate 
plans of earning discounts will 
continue: Bulk space of 1,000, 
o 10,000 or 20,000 lines annually, 

and standard page contracts, in 
which the number of page units 
used determines the discount. 
Local rates are being increased 
simultaneously with the nation- 
al rate changes. Color charges 


Pe a 


a , will remain the same. 

fn “a . ° ° 

. Made it after all! Didn't take us any time 

2 Melvin Opens Reno Branch 

. > . a7 

: Melvin Co., Las Vegas agency, to agree on Huntington-Charleston and WSAZ-TV 

ae is opening a branch office in 

% Reno. It will be headed by Wil- 

perv Ae yeeros A “en — HUNTINGTON-CHARLESTON shows up on your marketing map as a “Dynamic Circle” that takes in a 68-county, 

was formerly director of ‘Ne- 4-states-wide concentration of industrial might and bulging payrolls in the heart of the great Ohio Valley. 
vada’s department of economic Here, in over 440,000 TV homes, you find more than 2 million industrious people with $4 billion to spend 
development and manager of annually. WSAZ-TV is the only single medium that covers this market. For WSAZ-TV’s power and pro- 
KPOL, Carson City radio sta- gramming created the market. The people at the Katz Agency would 


tion. The new office is located at welcome a chance to show you a lot more good reasons why Huntington- SA Z a | 
123 Court St. Charleston and WSAZ-TV belong high up on your must-buy list. HUNTINGTON ° 


CHARLESTON — CHANNEL 3BNBC 
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Ford Increases Warranty for 
1961 Lincoln to Two Years 


Ford Motor Co., Detroit, has in- 
creased the warranty for its 1961 
Lincoln Continental to a two full 
years or 24,000 miles, whichever 
comes first. Tires are not covered 
by the warranty, and owners will 
remain responsible for normal 
maintenance operations, including 
routine replacement of such items 
as filters, spark plugs, ignition 
points and wiper blades. Henry 


Ford II, president, announced last 
Sept. 27 that the warranty on the 
company’s 1961 passenger cars 
would be boosted to 12 months or 
12,000 miles, whereas custom in 
the industry previously had been 
to warrant a new car for 90 days 
or 4,000 miles. Other car makers 
immediately followed suit. 


$300,000 Pie Drive Set 
Knox Gelatine and Lever Bros. 
Co. have combined forces for a 


$300,000 pumpkin chiffon pie pro- 
motion, concentrated in the 10 


days preceding Thanksgiving. 


Knox is promoting its unflavored 
gelatine and Lever is emphasizing 
a Lucky Whip topping. Advertis- 
ing includes four-color newspaper 
pages in 47 papers by Knox and 
four-color pages by Lever in 
Family Weekly, First Three Mar- 
kets Group, Parade, This Week 
Magazine and independent Sunday 
supplements. Point of sale displays 
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and recipe pads are also available. 


Charles W. Hoyt Co., New York, | 


is the Knox agency, and Ogilvy, 


Benson & Mather, New York, han- | 


dles Lucky Whip. ; 


Ultrasonics Names Curtis 


Ultrasonics Corp., West Los An- 
geles, manufacturer of ultrasonic 
cleaners for industry, has ap- 
pointed Curtis Winter Co., West 
Los Angeles, to handle its adver- 
tising. 


HOW TO FIND HIM 


IDENTIFICATION \ 


Many electronics men work in industries such as aircraft, automotive, petroleum, 
chemicals, ete. They work with instrumentation, computers, 
systems and the myriad other applications developing each day. 


Now look at the badge that identifies the electronics man. 


It reads R esearch-D esign-/Production-\M anagement. The interest of the 
electronics man is in any or all of the four areas. 


No matter where you find the electronics man, his engineering background enables. 
him to influence the purchase of electronic components and equipment. 


There’s one best way to reach the electronics man, in whatever industry, 


missile guidance 


in whatever area he works. It’s the magazine electronics. 52,000 electronics 
men pay to read it... every week. 


THE ELECTRONICS MAN 


“BUYS” WHAT HE READS IN. 


electronics ® ® 


McGraw-Hill Publication + 330 West 42nd Street, New York 36, New York 


| Whitney aircraft engines had one 
| measureable result: It sold an ele- 
phant. 


Air Freight Ad 
| Brings Elephant 
to Buffalo Zoo 


Swissair Sells Bangkok 
Trip by Making Use of 
Pratt & Whitney’s Copy 


New York, Nov. 8—The results 
of advertising get curiouser and 
curiouser. Example: A recent ad 
|for Pratt & Whitney aircraft en- 
gines resulted in a Buffalo zoo get- 

| ting its first elephant. 
The ad was promoting the econ- 
| omies of air cargo—not elephants— 
and run in un-zoolike publications 
such as Time, Newsweek and U. S. 
News & World Report in August. 
The theme was, “Everything is go- 
ing by air these days.” And to 
| prove it the illustration showed a 
freight cart loaded with crated 
drugs, refrigerated lobsters, chem- 
| icals—and a small pachyderm. 

The ad was handled by Camp- 
| bell-Ewald—which also happens to 
| be the agency for Swissair, which 
like all airlines is pushing its air 
cargo service. As any adman would 
| predict, a tie-in was made. 


|@ The airline sent out 5,000 re- 
| prints of the ad to prospective cus- 
|tomers, ranging from apple grow- 
|ers to zoos, along with a letter com- 
menting, “While we have never as 
yet shipped an elephant, it wouldn’t 
surprise us too much to find one 
aboard one of our cargo lines any 
| day.” 

The ad found its customer when 
|it was read by John Travale, di- 
rector of the Buffalo zoo. The zoo 
had always wanted an elephant but 
had never been able to afford one. 
|But Mr. Travale Had heard he 
could buy a young one for a mere 
$1,000 in Thailand—and if air car- 
go was as economical as the ad 
boasted... 

Mr. Travale challenged Swissair 
to live up to its promotion. The air- 
| line accepted just as promptly, and 
two weeks later, Boonlua, a 700- 
lb. female baby elephant, boarded 
a Swissair cargo plane in Bangkok 
bound for New York. 

New safety straps anchored her 
in place; a special menu was read- 
ied, and Boonlua’s best friend, a 
small white rooster, was taken 
along for company. Two days later 
Boonlua arrived in Buffalo, and 
Swissair had flown its first ele- 
phant. The air cargo charge: $1,- 
157.30, Bangkok to New York. + 


‘Farm Journal’ Names Kouba 

| Frank H. Kouba, formerly asso- 
| clate manager of the Chicago sales 
\office of Farm Journal, has been 
| promoted to manager. Before join- 
ing the publication early in 1960, 
Mr. Kouba had been vp of Klau- 
Van Pietersom-Dunlap. 
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went network 
and stayed 
local 


“Somebody” like WJQS in 
Jackson, Miss., a station that 
had a wallet-stuffing boost in 

business of 100% since they 
became a Mutual affiliate. 

As Lew Heilbroner, General 
Manager, puts it: “We did 
not know what we were 
missing before we signed 
with Mutual. WJQS now does 
more local business than 

any other station in Jackson.” 

There’s money for YOU in 

a Mutual Radio Network 
affiliation. Mutual gives you 
the most and requires the 

least. Mutual gives you 12 

hours of news weekly to sell 
locally— Mutual asks 12 hours 
of local time for their use. 
Your station has the Mutual 
advantage, too—the prestige 
of world-wide network news, 
plus sports and music. And 
you are still free to do 

your own profitable local 
programming — personalities, 
features, immediate 

area coverage. 

Go network—stay local—that’s 
the Mutual success story. 


MUTUAL 


RADIO NETWORK 


A Service to Independent Stations 
Subsidiary of 

Minnesota Mining 

and Manufacturing 

Company 
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Honor ‘IM’ Award 
Winners at Lunch; 
Silldorff to Speak 


New York, Nov. 9—Editors of 36 
business publications will collect 46 
awards for editorial excellence 
here Nov. 29, when winners of In- 
dustrial Marketing’s 22nd annual 
editorial achievement competition 
are announced and honored at a 
luncheon. 

Fifteen first-place plaques and 
31 certificates of merit will be 
awarded at the luncheon, to be! 
held in the Sert Room of the Wal-| 
dorf-Astoria. They represent the | 
winners culled by a jury of 33 ad-| 
vertiser, agency and graphic arts | 
specialists from a record-breaking | 
group of more than 700 entries in | 
the annual competition. | 

Awards will be announced and | 
presented by G. D. Crain Jr., pub- | 
lisher of Industrial Marketing and | 
ADVERTISING AGE, before a luncheon | 
group which will include the | 
judges, members of the winning 
publications’ staffs, and their ad-| 
vertiser and agency guests. 


s Feature of the lunch will be an | 
address by Henry C. Silldorff, | 
chairman of 
G. M. Basford 
Co., one of the 
country’s lead- 
ing indus- 
trial advertising 
agencies, who 
was a member 
of the awards 
jury in the com- 
petition. Mr. 
Silldorff, an 
M.E. graduate 
of Stevens In- 
stitute, has been 
in advertising for 36 years, includ- 
ing 28 with his present agency. He 
will discuss the important role of | 
business paper editors under the | 
title, “Professors of Progress.” + | 


Henry C. Silldorff 


LaRoche Boosts Two 

John S. Graetzer Jr. and John 
Goodwillie, both vps of C. J. La- | 
Roche & Co., New York, since | 
1958, have been promoted to exec | 
vps. Mr. Graetzer will head the | 
contact department and Mr. Good- 


willie has been named vice-chair- | 
man of the plans board. 


cities 


Foote Named Head of AFA 
Educational Committee 

Emerson Foote, president of Mc- 
Cann-Erickson Advertising 
(U.S.A.), has been named chair- 
man of the national educational 
committee of the Advertising Fed- 
eration of America. 

Other members of the committee 
include J. Kenneth Laird, Tatham- 
Laird; Ray O. Mithun, Campbell- 
Mithun; W. T. Okie, J. M. Mathes 
Inc.; John Veckly, U. S. Steel 


Corp.; Dr. J. LeRoy Thompson, 
Wall Street Journal; Prof. Jackson 
H. Wells, University of Denver; 
Robert Carley, Fitzgerald Adver- 
tising; William B. McGrath, 
WHDH-TV; Roger W. Clipp, 
WFIL-TV; G. D. Crain Jr., Ad- 
vertising Publications Inc.; Dr. 
Ernest Dichter, Institute for Mo- 
tivational Research; Edward L. 
Bernays, Edward Bernays Public 
Relations; Prof. Alan Scott, Uni- 
versity of Texas; Fred Manchee, 
Ridgewood, N. J.; Prof. Kenneth 
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Davis, Dartmouth College; and 
Robert T. Lund, World Marketing 
Service. 


Doyle Joins Wolf as VP 

J.C. (Larry) Doyle has joined 
John E. Wolf Co., Oklahoma City, 
as a vp. Mr. Doyle was formerly 
sales and marketing manager of 
the Edsel division of Ford Motor 
Co. Mr. Doyle will be headquar- 
tered in Detroit, where he will rep- 
resent Wolf on staff matters and 
special projects connected with the 


company’s customer development 
programs for authorized automo- 
bile dealers. 


Philip Morris Boosts Gens 

A. C. Gens, who for some years 
has promoted “Johnny,” Philip 
Morris’ “living trademark,” has 
been promoted to point of sale 
and convention manager. He suc- 
ceeds John F. Gaynor, who has 
been named sales promotion man- 
ager of A.S.R. Products Corp., New 
York, subsidiary of Philip Morris. 
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E. H. Hartley Smith, 


Pioneer Canadian 


Adman, Dies at 65 


MontTREAL, Nov. 8—E. H. Hart- 
ley Smith, 65, pioneer in the Can- 
adian advertising field, died here 
Oct. 29 after a lengthy illness. 

A native of Toronto, he entered 
advertising upon his return from 
France where he served and was 
seriously wounded during World 


War I. After association with Bak- 
er Advertising and Advertising 
Services, which later became Cock- 
field, Brown Ltd. in Toronto, he 
came to Montreal in 1926 to open 
the offices of Campbell-Ewald Ltd. 


® He served as Montreal manager 
and continued with Campbell- 
Ewald in the same capacity when 
in 1935 it became MacLaren Ad- 
vertising Co. Ltd. Mr. Smith was 
forced to resign this position in 
1947 due to ill health, but main- 


tained fulltime association with 
MacLaren until his death. 


JOHN A. ZEIGLER 

Moncks CorRNeR, S. C., Nov. 8— 
John A. Zeigler, 72, retired South 
Carolina newspaper publisher, died 
Oct. 24 in Portland, Ind., while on 
a trip with Mrs. Zeigler. Mr. Zeigler 
was one of the organizers of the 
Florence Morning News in 1922. 
Later he founded the Florence 
Times and served as its editor from 
1922 to 1928. From 1933 to 1939 he 


was editor of the Florence Star. 


HOWARD M. BUCHMAN 


Sat LAKE Ciry, Nov. 8—How- 
ard M. (Mickey) Buchman, 41, 
former partner in Adamson-Buch- 
man Advertising Agency here, died 
Oct. 21 at his home after a long 
illness. 

At the time of his death he was 
a director of Bingham Gas & Oil 
Co. and had been associated with 
Radio Station KNAK. # 


A LIST OF 52 MILLION BUYING FAMILIES! 
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Want to reach “all” these families? 


ea §=6. Want to reach any part of them— 
to suit your product profile 
or marketing strategy? 
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FACT Adds Personnel, 
Account, Opens Branch 

Florida Advertising Corp. Tam- 
pa has named John L. Dundas vp 
and assistant to the president, and 
Jack Russell creative art direc- 
tor. Mr. Dundas formerly was a 
partner in Coutant & Dundas, 
Clearwater; Mr. Russell was a free 
lance artist. 

FACT was named to handle ad- 
vertising for St. Petersburg Beach 
Chamber of Commerce. The agen- 
cy has also named Roy C. Goett- 
sche vp of marketing and head of 
its new Jacksonville branch. 


Testing Mr. Sleep 


THE EXCLUSIVE DONNELLEY NATIONAL FAMILY 
LIST is far more than a mere re-listing of various published direc- 
tories. It is a mail-oriented list designed to fulfill two main objectives: 
first, to provide you with pin-point coverage of any economic group 
or geographical area; second, to make certain that, once you’ve 
matched areas with your product profile, you get full coverage of the 
areas you select. 

This Donnelley National Family List includes segments of our 
population frequently missed, such as unlisted phone subscribers, 
non-phone-owning apartment dwellers, new suburban home-owners, 
rural families with numbered post office box addresses, and many 
others. Only Donnelley has the huge force, in plant and in field, 
required to keep such a list up to date, to eliminate duplications, 
to hold the number of undeliverables to a minimum. 

The success of any mail couponing or sampling campaign is largely 
determined by the accuracy and comprehensiveness of the list used, 
as hundreds of Donnelley direct mail successes prove. So, whether 
you want to introduce a new product or promote an established one, 
you can depend on Donnelley to get the job done—with maximum 
efficiency . . . at minimum cost. 

Whether you need addressing and mailing only, or a complete 
planning-creative-production-mailing service, write or phone your 
nearest Donnelley office. Find out how a campaign by Donnelley can 
deliver your market! 


THE REUBEN H. DONNELLEY 
CORPORATION ooirect maii Division) 
¢ 407 East 25th Street, Chicago 16, Ill. 


* 4632 Santa Monica Bivd., Los Angeles 29, Calif. 
* 230 East Sandford Bivd., Mt. Vernon, N.Y. 


Jeffrey Martin Laboratories, 
Newark, N. J., is testing Mr. Sleep 
sleeping tablets in Buffalo, Ro- 
chester, Nashville, Greenville, S.C., 
and Dallas, using newspapers and 
radio. The tablet is being pro- 
moted with a “stand by action” 
theme, based on the report that 
part of the formulation works 
after the user has fallen asleep. 
Dunnan & Jeffrey is the agency. 


Far- Reaching ! 


I'm glad this 
coconut tree is wired. 


Who wants 
to be rescued! 


We may have succeeded this 


_ time, but it’s hard to exaggerate 

| Six’s Far-Reaching effect. You 

_ just can’t do the right job in 
Maine without it. 


WCSH-TV 


NBC for 
PORTLAND 
MAINE 
MAINE BROADCASTING SYSTEM 
WCSH.TV 6, Portland WILBZ-TV 2, Bangor 


WCSH Radio, Portland 
WILBZ Radio, Bangor WRDO Radio, Augusta 
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he has 
documented evidence 


10. 


Vinyeaene 


yn Hospital 
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of these factors: 


The only inducement-free subscription circulation in the market. 


Coverage of 84.7% of the market, 88.57% of the over-100 bed 


sector of the market. 


Readership (documented by a continuing study of readership 
including more than 10% of the total audience in each twelve- 
month period). 


Penetration of the market: verified pass-along (internally con- 
trolled) distribution. 


A monthly frequency—preferred among hospital administrators 


by a margin of six to one—offering advertising continuity with 
economy. 


Demonstrable advertising readership and action. 


Superior editorial service provided by professional journalists 
and outstanding authorities in the field. 


Editorial scope suited to all the needs and interests of its audi- 
ence, balanced for maximum total impact. 


For forty-seven years unchallenged leadership in advertising 
patronage. 


Overwhelming evidence of preference among hospitals and hos- 
pital executive personnel for their own advertising (classified) 
through which they communicate with each other in search of 
personnel and employment. 


Ask The Modern Hospital representative to show you the 


The Modern Hospital Publishing Co., Inc. 


919 N. MICHIGAN AVENUE, CHICAGO 11, ILLINOIS 


documents—or write direct. 

| publications of 
fF. W. DODGE 
CORPORATION 


File hospital product information here 


Since 1919, Hosprra, Purcuasinc Fite has served 
hospitals. Here your catalog of products hospitals use 
will be filed, indexed for easy reference, distributed to 
every hospital of twenty beds or more, and retained for 
reference when products are being considered and pur- 
chases made. Hospitals come here to buy—and Your 
catalog filed here makes it easy for hospitals to buy from 
you. 1961 Edition is now going to press. Ask for com- 
plete details, proof of use. 


Exclusive catalog sales representatives, 
The Modern Hospital Publishing Co., Inc. 


Advertising Age, November 14, 1960 


|'Nielsen Network TV 
Two Weeks Ending Oct. 16, 1960 


Copyright by A. C. Nielsen Co. 


| Nielsen Total Audience* 
| TOTAL HOMES REACHED 


ML 


Rank Program 

1 World Series—Sunday (Gillette, General Motors, NBC) 

2 World Series—Saturday (Gillette, General Motors, NBC) 

3 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. 18,758 
4 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) ............0ccccce 17,944 
I UII SING IN saiscaccnseweesoceissevsntiessubtedescensssccersacsecus 17,040 
6 World Series Mon.-Fri. (Gillette, General Motors, NBC) ............ 16,272 
7 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) 

8 The Untouchables (Several sponsors, ABC) ..............cccccccsessseecceeeee 

9 77 Sunset Strip (Several sponsors, ABC) ..............cccccccsseseerseeseeeseeee 


10 Checkmate (Brown & he pecinarnantod ae, nd Clark, CBS) .. 13,922 


SUUUUHUNAUSDALOUUAT DAY ONAOUANTOND EG EAD EAT SUNDA EH DGM ENN 


PER CENT OF TV HOMES REACHED+ 


Homes 
Rank Program (%) 
1 World Series—Sunday (Gillette, General Motors, NBC) ............ 48.6 
2 World Series—Saturday (Gillette, General Motors, NBC) .......... 44.0 
| 3. Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. 41.5 
4 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) .0............0cccccee 39.7 
Bi Te CR Gee Ge ID i diicaheccreicetesssnccionessccnsssccicacdateces ee 37.7 
6 World Series Mon.-Fri. (Gillette, General Motors, NBC) ............ 36.0 
7 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) ........ mon 34.9 
8 The Untouchables (Several sponsors, ABC) ..................00008 we 32.6 
9 77 Sunset Strip (Several sponsors, ABC) .2..........cccccceccccceeeseereees 30.9 
10 Checkmate (Brown & ka cannsnnsiel ener, Dirt ve Ce 30.8 
CUCU CPR CORRELL. Lo TTL } ih 
Nielsen Average Audience** 
TOTAL HOMES REACHED 
Homes 
Rank Program (069) 
1 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) ..............000 16,724 


2 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. 15,413 
3. Have Gun, Will Travel (Lever Bros., Whitehall, CBS) ................ 
4 World Series—Sunday (Gillette, General Motors, NBC) 
© Ta Pe Te CA RD: esis sncasicnzcnnsenceeinccsesccccccercassssiens 
6 The Untouchables (Several sponsors, ABC) 
7 Price Is Right—8:30 p.m. (Lever Bros., Speidel, NBC) 

8 World Series—Saturday (Gillette, General Motors, NBC) .......... 11,978 
9 77 Sunset Strip (Several sponsors, ABC) ...........c.ccccccccesseeeseeeeseenees 

10 The Real ine ences & Sees, ABC) 


ULL 


PER CENT OF TV HOMES REACHED* 


Homes 

Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) 0.0.0.0... 37.0 
2 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .. 34.1 
3. Have Gun, Will Travel (Lever Bros., Whitehall, CBS) ................ 32.5 
4 World Series—Sunday (Gillette, General Motors, NBC) ............ 31.2 
We Cie Be Fat CD sh vasecsnsciciteccieintesccsceccccicssinrcsincs 29.8 
6 The Untouchables (Several sponsors, ABC) ..............00.... 27.2 
7 Price Is Right—8:30 p.m. (Lever Bros., Speidel, NBC) ................ 26.7 
8 World Series—Saturday (Gillette, General Motors, NBC) ............ 26.5 
9 77 Sunset Strip (Several sponsors, ABC) ..........ccccccccseesseeeeeeeneeeeene 25.7 
10 The Real McCoys (Procter & Goethe, SITUA, intatns rcntetriscieeincie 25.5 


TELLER COLL W CELL i" VONVOLTOOLUEDDVOLDUEOOOPOETTNPPREDA EET TP DOU HHP PAN Ltt VOCAL 


* Homes reached by all or any part of the program, except i homes viewing only 
one to five minutes. 

**Homes reached during the average minute of the program. 

+ Percented ratings are based on tv homes within reach of station facilities used by each 
program. 


E. F. Hamm Jr. to Receive | Publisher Boosts Davidson 
1960 Seley Transport Prize | Rollo E. Davidson has been 
E. F. Hamm Jr., publisher of elected president of Associated 
Tra fic World, will receive the) Publishers Inc., Dallas. Mr. David- 
1960 Seley Awards for “distin- |S0n, who joined the company in 
guished service to transportation,” | 1946, as business manager, has 
George P. Baker, president of the | been exec vp since 1954. 
Transportation Assn. of America, | 
has announced. Mr. Hamm, an | 
early president of Associated Busi- 
ness Publications who has been 
active in both publishing and 
transportation circles for many 
years and was named in Septem- 
ber exec vp of American Society of 
Traffic & Transportation, will re- 
ceive the awards in Chicago Jan. 
18. They include a gold medal, a 
$1,000 transportation scholarship 
to a university chosen by Mr. 
Hamm, and an additional $1,000 
directly to the same institution. 


Ketchum Shifts Gallagher 

Lester E. Gallagher Jr., director 
of merchandising of Ketchum, 
MacLeod & Grove, Pittsburgh, has| “We will never be able to assess the 
been transferred to the agency’s full value te each boy and girl who par- 
Alcoa account group. He was suc- ident Charles H. Silver 
. a of the New York City Board of Education 
ceeded by Mrs. Bernice G. Preis And still more wonderful to feel the loy- 
| ser, marketing account supervisor. 


alty of Mirror homes—the cream of the 
| mass market of New York. 
| Midwest Audio Names Culea 


What 
Leaders Say 


It’s wonderful to have expressions like 
these about The Mirror Youth Program, 
started in 1941: 


“You have made a truly constructive 
step in the right direction.” —Gov. Nel- 
son A. Rockefeller 

“Your sports and cultural activities have 
Provided most necessary outlets and 
guidance for our youngsters.” — Mayor 
Robert F. Wagner 

“Vitally important in training for re 
sponsible citizenship.” —Robert Moses 


| Midwest Audio Corp., Chicago, Make 
|manufacturer of transistor public 
address systems for directional and The M i rror 
safety use on school buses and 
| other commercial vehicles, has ap- a M U ST I 


pointed J. D. Culea Advertising, 
La Grange, IIl., as its agency. 
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THE KANSAS CITY STAR 


ln what cities are found newspapers of largest circulation, 
with the greatest number of paid copies daily? 
Here are the cities with the circulation leaders: 


1. NEW YORK 

2. CHICAGO 

3. PHILADELPHIA 
4. KANSAS CITY 


Outside of New York, Chicago and Philadelphia, 
The Kansas City Star prints and sells more copies daily 
than any other newspaper in America. 


DAILY PAID 
(M) Morning (E) Evening CIRCULATION 
onthe - .. . d. SCRE ERE, Por Te 2,003,758 
co eer ee eo > ee 867,940 
Soe pce 2 GSP err) 2 an Se ee ol 827,231 
Pee OO... s aetna 0% baa bs Saudeuns i sacle 707,823 
PRUE Tiler NE oid ek 05 0.5 ccd bro 4 06 UUM cece pales + cee 686,246 
SU Tee. FEO . . 6. CaS ela dip bee eS baw ee es ee 607,000 
I ID ig ov 5's. o 8 00 095 5-0.450 EK Od OES ER CES eel 606,823 
The Kansas City Star (ME)... .. 5 te het 50 1 Ca 670.444 
ok AR oe er errr e rey er ier roe rn ewe 551,462 
8 | ee TEREST PTE oh rece Po eee ee 543,504 
EEE FREES ree Ae 538,086 
I IND: OUND g.c cs c-a n'o.s s gC UES 6 ca bE et 527,155 
Se eee een ere ens « (Sew ae Ce 523,626 
EE ee ere, eres re es ae 500,220 
EE Me. is chalice cass 0 date Re ES ee eee eee oe 480,673 
Mew Yor were vesserain 6 Gun (8)... .... . .ccccwassccvneetetauyen 464,205 
Pees Ceres CORE) ... ... ss vkdcs cess) okbeubae wae us 462,993 
IEMs cv Glace’ d.w'> 0 6 + ¥ xghegele status 0 oan ame ay wid 454,941 
I as in 0 4d Gord A 6 oe 0 0 CREED we 6 Eee rath am 415,095 
PP I EES ss ob 4:4 00.9.0.6 60 GCAO Os» ER 401,736 
Oe ED) «dis 8.44 6:0» 0-5: ew aes «'o RMR be 396,212 
Louisville Courier-Journal & Times (ME)... ............ ccc eee ecees 391,284 
PS oe nee rrr a) 388,247 
gs 6 5 oo obra kb a 8 Od OL e oy OR ee 375,950 
Ri SE I 5.46) 4-5005> 0 5 0 00,5058 COS bas os «Seo 374,776 
a rs ee ee eee 374,228 
a ie. . oo enh beh ale ER Cae «nrbiee pee 373,295 
Memphis Commoereiat-Appedt (ME)... 5 cc ccc tiecccscavens 367,143 
ee SG Wer NND Is. 6 o.ale ads 2 be we hs 00.0 cs Conte as 366,422 
ee eee rere rier erence Lee yer 361,291 
Des Moines Register-Tribune (ME)... ........-- 00 ee cece eee ee eeeee 358,097 
eee See COD is .:. a Sereda Wor 0 3460.4 we eA 355,642 
me oo eee er CeeeEe Teer 352,490 
EE Ee eee Pee ee eee ere 340,071 
ee EL ke RP rey OL CR CEEE Cerro rer okey 335,840 
ee EE eee errr Te es are ee eee 325,832 
ES eS om ere KC rrerr ree 9 reer oe eee © 321,461 
a Pr oT eeee s yrs tees ee eRe eee 317,217 
Columbus Dispatch & Citizen-Journal (ME)... .... 2.2.6... eee eee eee 316,750 
Pittsburgh Press (E)... ww ccc eee e eee cere eeesecces 315,156 
Los Angeles Mirror (E)... 1... 66 ee eee ee ee etter e eee enes 312,238 
Clavetend Plein Dadier A)... cc tv cb ee ects c screw sscdsvnse 308,142 
Long Island Press (EJ... 0... cece eee eee eee n ern renes 302,368 


Source: Standard Rate & Data Service, Oct.-Nov., 1960 
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Brand new: Lively, five-minute features every day, 43 pro- 
grams a week. These combine intriguing ideas and people, 
like “Your Man in Paris” with David Schoenbrun, “A 
Woman’s Washington” with Nancy Hanschman. Others 
present Charles Collingwood, Douglas Edwards, Zachary 
Scott, Myrna Loy, Alan King and many more. Long-time 
CBS Radio information and cultural programs continue, 
of course, including “Capitol Cloakroom,” “Invitation to 
Learning,” “New York Philharmonic,” “Face the Nation.” 


More goodcompany than anywhereelse 
in radio. There’s just one place to find 
a regularly scheduled all-star lineup that 
includes Arthur Godfrey, Art Linkletter, 
Garry Moore, Bing Crosby, Rosemary 
Clooney, Mitch Miller, the colorful new 
“In Person” program nightly featuring 
Ron Cochran and people in the news, 
They’re all on the CBS Radio Network. 
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’ The CBS Radio Network announces 
for the 60s: an expanded program 
structure, new audience appeal and 
Selling opportunities seven days a 

= week—all starting November 28th. 


Now CBS Radio becomes the first network 


top news team in broadcasting. In addition: 
Edward R. Murrow, Lowell Thomas, Allan 
Jackson, Howard K. Smith, Robert Trout, 
“World News Roundup? “World Tonight” 
on a regular schedule, plus the unrivaled Gm 
coverage of special events by CBS News. 


Ten more weekend sports programs are 
scheduled as ex-Yankee Jerry Coleman joins 
Phil Rizzuto and Pat Summerall in provid- 
ing knowledgeable sports reporting all 
week long, 52 weeks a year. And important 
events—big Bowl games, the full New York 
Giants football season, horse racing’s 
Triple Crown, the Masters Golf Tourna- 
ment—are all on the CBS Radio Network. 
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Only the CBS Radio Network offers ad- 
vertisers such a range of selling oppor- 
tunities, morning to night, seven days a 
week. From a single segment of Arthur 
Godfrey to a full-scale saturation cam- 
paign. For years, this network has been 
first in programs and audiences. Now the 
expanded schedule means even greater 


mm leadership. And more reason than ever 


to use the tremendous selling power of 


THE 
CBS RADIO 
NETWORK 
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Annauieing the new Gem Lunsine Studebaker Hawk 
1) hewted pumber only tor 196)—ath I-speed gear her’ 
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IT TAKES THREE—Studebaker-Packard 
introduces its 1961 Hawk in news- 
papers and magazines with testi- 
monials from famous people who 
own “several exemplary automo- | 
biles.” The Hawk is being pro- 
duced in limited numbers, each 
car “personalized for the owner.” | 
D’Arcy Advertising Co. is_ the 
agency. 


Galbraith, Hoffman 
& Rogers Agency Is 


Created via Merger 


New YorK, Nov. 8—A new 
agency, Galbraith, Hoffman &| 
Rogers, has been formed through | 
the merger of Galbraith-Hoffman, 
New York, and Rogers & Collins, | 
Baltimore. 

The new agency will handle 36 | 
accounts, billing “over $2,000,000.” 
The accounts are split about even- 
ly between both agencies, although 
the Galbraith agency is bringing “a 
little more than half’ of the bill- | 
ings to the merger. There will be | 
no account conflicts. Galbraith’s | 
largest accounts are Parfums Cor- | 
day (print only); Estee Lauder | 
Cosmetics, Speed Dry Chemical | 
Corp. and Republic Carloading 
& Distributing Co. The largest ac- | 
counts coming from Rogers & Col- | 
lins are Nationwide Insurance, 
Steiff Sterling and Resisto Ties. 

Under the new setup, William 
R. Galbraith will remain as presi- 
dent, with Wallace R. Hoffman as 
exec vp and treasurer. James B. | 
Rogers, former president of Rogers | 
& Collins, will become senior vp | 
of the new shop. Charles R. Col- 
lins Jr., former vp of the Balti- | 
more agency, will become a vp) 
and general manager of the Balti- | 
more office. 


s In its announcement, the new 
agency said the merger “repre-| 
sents an awareness of the grow- | 
ing importance of the Southeast in | 
industry and commerce. Recent | 
years have seen a transition of a 
substantial number of companies 
from New England and the East, | 
who have relocated in the South- 
east for more beneficial labor con- | 
ditions, taxes, etc.,” thus offering 
an “excellent growth potential for | 
us.” 

The Galbraith agency was 
founded ten years ago; Rogers & | 
Collins, three years ago. + 


Tidewater Boosts Whalen 
Tidewater Oil Co., New York, | 
has appointed Donald T. Whalen 
marketing manager. Mr. Whalen, 
formerly retail sales manager of | 
Tidewater’s western division, suc- 
ceeds J. Ronald Getty, recentiy 
named president and general man- 


ager of the company’s new Euro-| 
pean subsidiary, Veedol Interna- 
tional. | 


Chudacoff, Margulis Adds 2 

Chudacoff & Margulis, Los An- 
geles, has been appointed agency 
for B. C. Lighting Mfg. Co., Culver 
City, Cal., and the western divi- 
sion of FXR Inc., Venice, Cal., 
maker of micro-wave equipment 
and modulators. 
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‘Sunset,’ Supplements, TV already distributed in the Midwest.) tion about more than 175 contests appointed Butrick & Associates, 
in Sweet-10 Regional Push and awards. Price is $7.50. More | Cleveland, to handle the push. The 
Full pages in Sunset Magazine,| Honor Awards Handbook information is available from the | Campaign includes consumer mag- 
newspaper Sunday supplements | Appears in New Edition publisher, P. O. Box 425, Berke-| azines and business publications. 
and tv spots are being used for the} A revised edition of “Honor ley, Cal. 
introduction of Sweet-10, a no-|Awards Handbook,” a directory of 
calorie sweetener, in the Southern | contests and awards in radio, tv,| Hupp Unit Sets New Ad Push 
California and Arizona markets by | newspapers, magazines and allied Perfection Industries division of 


. . ‘ DS THE EYE FOR A BILLION 
Tidy House Products Co. fields, has been published by Mil-|Hupp Corp., Cleveland, manufac- | DOLLAR MARKET; INSIDE 
Sales in the new market areas /|ton L. Levy. Larger than the origi- turer of domestic and industrial |{7 TRORSEMAN, READERS 


HORSEMAN READERS. 
Send for a Copy Today. 


are being handled by the sales staff|nal 1957 edition, which has been | 
of Pillsbury Co., of which Tidy | out of print since 1959, the new 
House is a subsidiary. Sweet-10 is| 


heating units, has launched a na- 


\tional advertising campaign for 


ani . Sin ae |. . ’ 3850 NORTH NEVADA AVENUE 
edition contains specific informa- | its new mobile car heater, and has @ | COLORADO SPRINGS, COLORADO 


FIRST in Cleveland 


in MEN’S WEAR 
ADVERTISING 


pi 
: 


TH 


in America in total Advertising 


Cleveland Plain Dealer 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES 

COMMODITY CUYAHOGA COUNTY » COUNTIES TOTAL A 
ain phen (000) : 

Total Retail Sales $2,347,689 $1,977,224 $4,324,913 Au HERE IS THE 
Retail Food 581,935 498,319 1,080,254 ‘ COMPACT MARKET 
Retail Drug 92,487 59.441 151,928 WITH RETAIL SALES 
Automotive 357,776 368,264 726,040 LARGER THAN ANY 
Gas Stations 144,966 161,669 306,635 : ONE OF 35 
Furniture, Hsid. Appliances 121,723 86,025 207,748 : ENTIRE STATES 

(Source, Sales Management Survey of Buying Power, May 10, 1960) 1 4 ! 

a Akron, Canton and Youngstown Counties are not included in above sales a _ialpe | . 


Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. Member of Metro Sunday Comics and Magazine Network. 
Eastern Resort, Travel Representative: The Kennedy Co., 420 Lexington Ave.,N. Y.* 9801 Collins Ave., Miami Beach 54, Fla. *Source: Media Records 


ee SA AO PRT Cee Se mera Scalia. NIC Oe te th a eo 8 ec aes J atl NiO ER Sa Pelican cate a scale Se Sr ligt,” 200 ini ora we ee ah py be ne SC MR VMN ME ses ae an! ine Oe ay se eam dia ean 
a ae Re i ee BG aS Ms Nc ee ee” oe a ae Sie ee : a. ee, i ore ae: ee Saige che Miss aa tik EP ei ne a oa aes cal a 
Pie os Wy a wos ee aE Die Ne ae rea beam ie OR inet LM oe em aes eee es j eee.) aerate Ere ah Tas at oi XS a th. pei A hot eres oe Ce 
Sg) oe Re Me eins oe Aah ch en ae Le eS Pape | lia ear Ss a, Oa F 7) alae 4 Be : + « ee Re Bes aga, Ravine ate 4 "aia Seige. Ae. pac ‘ cs ae FAD CaES Sa ee Goer cee ae. ee 
a SOS A a oa. 2 a oR ars ahs Oe RRR” a Serge) oe ee a eth ae ere Rae AI og ee tee ‘se a ae Wea pinyiie Wee een Re eh i Wen |e eee 
re gon) ae <e a 4 Aa 2 Sige vane em | nes PO ae oy Shree a ae ee ss Sefer oo agate aaa sana Pog SE aarp % Poe cae he Mae gre ee 
3 a é ah 
. 4 r , 
' ee eos 
ee | as 
: : ee a 
j } “a chy : ie 
| Be. papi 
} co ies a al an heat 
| ie 3 
q hx we See 
‘ cai Rie P) , 7 
i . bx 
eon ie es, 
1 mat a 
4 - hens” ses a 
q - ae ci Sf a 
, | i 
1 4 & . : 
S “ -—— r 
1 | >: . 
1 i s 
4 a_i : 2 ‘s 
ae FS | 
q ° *. ~— oe i" . C ee er eee 
PC AF SW Sea A A 
. . 
— — cat a ‘ 
4 Raine 
t hams Mra te Plat, Nema 12 : . Rees 
fis i ~ Myon : She ae ly 
/ Seance et Snel cee ‘wi : Uy 
4 Ce suns CT mt peta - 
‘ am 
; 
, eae es 
aie ean 
SeeneeeEESEEEeEEneeeeee eee “§ u 
} eennagintempiminnengeenasietnceciomieme | 2 : . 
/, : ; a aa 
/, o Siac 
p /, : : Ae 
| 3 / Y ye | os 
k “fl 4 / : : ae 
{ Pe | 4 if l) } : 
; Y jf : 
; ' Ve % 
' A : 6 in, 4 V ; 2 
' ! —. } ‘ 
. uy 7 ; 
Hl - ® 2 
, ' | | 
F { sa 9 
f hg 2 —? e f ik 
a] a ; Kus - ; ; 
' a : a SNe: ye 
la bs f ee On os . - : 
: J j # ow es . lh ig - 
’ * - > E, 
; a, eS. * oe ; 
4 ee - ; SY Ag ne! : a 
OAT . . ‘ “: ly 
OS eeqed = - AP LAS es pe # aes 
ee 7° fe a = : 4 ~ SSeS pied x ‘ ' is 3 fete 
ee ee OO re ee S hee . , i a 
uw Sav ted oe ass) (DB SDrs pet Ao” <r e & ron 
Sets 3 ; see Bh TEN fete | ee ~ 
= n ; e eee A Lote Pare RO! ; : é 
Py : ‘ie ai pee A TRA? Pte AR i 4 
: secey ky ie = . rl poh he Son : ; z 
: - Shae SPAS RIS : 
’ es Pe : - ber ik PF] SVs et 2 
, et x ; Roe NS ot, oa : ‘ : 
: es ee iiss 2 ie) ks Se aera “ 2 ’ 
4 3 f Be sk eta ar Sek ‘yt ety lew he ; 1a 
aE ‘Eee ae f a>. a. 5 rN ~ a SN 
j digo am —, Prin ‘ vs CQ) v0" ww! we te Ws 
: es Se gin ‘ hohe ees - : , "tg >" 82. ‘ ; ret 
: ia aes . ee v Sy ) o) ta ae a a > ‘ , oe 
: oe gees si eae Ob ae NEES # 
ic i ee * ”s Bat oud ae ’ iz & avs a ve rE) x J ar 
‘ es Reet ce pM Ok tae j ag ae © t= AS ~—, e = _ 
gears / ee ae, b 77 OHH) ~— a . = ; 
: : be, oe 
. ae wf ‘ . na A 3 ‘ 
. cy : &. ; 2 : 
oe . . 5} nae es 
® « . . . ‘ vm : a _° - ‘ z, a be 
ee a ® . . ef . - ° ° oi . *e 3 ae E- 
7 e > 6 wag “- 26 @ 4 Se “ee “a ess * en ar . 3S 2 rey 
. ee . . e Py *, - . ° e nants Rote 
. 2 - = ' sno & phe fade We. os . = e a2: % ° e% ° ee et 
e 6s Oe eence ow eid tg 2% M - > aes 7.42 fe. 8 . % *e . 4 ae 
r) a. "¢ . - e°s » %..544 e is. es 8 © ~6 og 7S '% ee. e ge x Pe 
. 3° eee tare 7a e —. Ce © oo* @ 2 oe eo ° aoe o*s ie 
: a 2 ° . ° a . *-. ° - “ Je ag 6 Rs | 
e Bw e cae . fe . | a2 
‘ |. Gear ° ES, 
Se ea 
| | 2 Ue 
| ee 
ee 
i 
‘aa a 
be 
‘4 ae 
id ee ee | : 
' : 
. ; 
~ "i 
‘ o P -o - “ 
Be ee —— ae 


78 


Advertising Age, November 14, 1960 4 
‘ bad Second spot You wouldn’t expect Chinese peo-|e Announcer: Last Tuesday? ti 
95% of People Don't Buy Chun King,| ruic. gon’ ple to eat American food every |e Chinese Gentleman: Hot dog. 
e Announcer: (Pompously) Exotic | night, would you? Like hot dogs? |» Announcer: Wednesday? ° 
S M d C s l 000 000 P h Chun King chow mein—so crisp, so| e Announeer: Well, here comes an | » Chinese gentleman: Hot dog p 
ays a cap opy in t ' us succulent, you'll want it every) ancient Chinese gentleman now. in f 2 * . * 
night of the week. We'll ask him. . mouncer: Thursday’? 
Drive Opens in Radio; e Interrupter: How about occa-|¢ Interrupter: Just a minute there; (Knock) e Chinese gentlemen: Hot dog. e 
sionally? ... (chuckle) . .. you can’t expect|. announcer: Hello e Announcer: Friday, Saturday, 
TV Also Planned for e Announcer: (Sarcastically) Do people to eat Chun King chow Ehtuens aiiiiamanei Hell Sunday? e 
New Freberg Effort you want to add anything else? mein every night of the week. . pore ‘ : Wh ae — e Chinese Gentleman: Hot dog, hot ‘ 
e Interrupter: Well, just a little|® Announcer: Why not? et vee re eee ae U 
DututH, Nov. 8—Chun King|soy sauce maybe. e Interrupter: Well, I mean, |‘ eat last Monday? (Door closes.) pe 
Corp. will spend $1,000,000 on a (Gong, music.) wouldn’t that get a little tiresome? | e Chinese gentleman: Hot dog. e Announcer: Well, I guess that tz 
zany radio-tv advertising campaign 
to let the world know that 95% of : 
the people in the country aren’t 
buying Chun King chow mein. 
After the campaign, put together 
by madcap entertainer-producer | pase 


Stan Freberg, gets rolling, Jeno F. | 
Paulucci, president of Chun King, | 
naturally hopes that a lot of the| 
non-buyers will have been turned 
into buyers, raising his company’s 
already respectable volume of $30,- 
000,000 a notch or so. 

The “truth in advertising” drive 
already has started with minute 
radio spots in 25 major markets; 70 
times a week in New York, Los 
Angeles and Chicago, and 50 times 
a week in other cities, audiences 
are being wooed with announce- 
ments like these: 

e Chorus: 95% of the people in the 
U.S.A. are buying Chun King chow 
mein. 

e Interrupter (Stan Freberg): 
(Policeman’s whistle)—Hold it 
please ... That’s not exactly true. 
Only 5% of the people are buying 
it; 95% have never bought a single 
can. 

e Announcer: Uh, do you want us 
to say that? 

e Interrupter: Why not? Lay it on 
the line. Let’s have a little truth in 
advertising for a change. HEAD FOR THE HILL S 
e Announcer: All right. ; te 

e Chorus: Correction! 95% of the eo 
people in the U.S.A. are not buying : 
Chun King chow mein. 

e Interrupter: That’s better. 
e Chorus: It could be that they | 
don’t like the label. Or simply 

think it isn’t going to be very good 

—but should that 95% of the peo- 

ple ever try Chun King they’re 
gonna eat Chun King chow mein 

for the rest of their lives. 

e Interrupter: Wouldn't that be a 

little monotonous? 


e Announcer: Okay. 


e Chorus: For~ the rest of the 
week. 


STORY 
“BOARD 


WTRF-TV 


It's easy! All you have to do 

te lick middle age is to keep 

looking like your old self with 
T. R. EFFIC! out feeling it! 


wirf-tv. Wheeling 


Production is the answer to inflation. To illus- | 
trate, may we point out thot rabbit fur is 
cheaper than mink! | 


Wheeling wirf-tv 
What America needs is a good $5 psychiatrist! 
wirf-tv Wheeling 


Two nudist camps played a football game, both 
teoms made 2 good showing. | 


Wheeling wirf-tv 
Then there was the exterminator who worked for | 


yeors to perfect a new exterminating machine | 
and then couldn't get the bugs out of it. 


wtrf-tv. Wheeling 


Why is WTRF-TV Wheeling a primary TV BUY? 
Two million people spending over 1% billion 
dollars annually in 7,500 retail outlets ‘get the 
message’ from WTRF-TV advertisers. Are they get- 
ting your message? George P. Hollingbery will 
arrange it. Merchandising, too. 


Wheeling wtrf-tv 


Overheard at an airport in Hawaii by Lil Tilton 
Man: ‘‘Lady, I've just arrived here and before | 
go into town, could you tell me if Hawaii is | 
pronounced Ha-wah-ee or Ha-vah-ee?'' 

Lady: “‘Why it's Ha-voh-ee, of course."’ 

Man: ‘Thank you very much."* 

lady: ‘‘You're velcomel'’ 
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takes care of— 
(Door opens.) 
e Chinese gentleman: You pay $2 
please? 
e Announcer: Later... 
(Door shuts.) 
e Announcer: Well .. . (laugh) 
.. . I guess we’d better sing, huh? 
e Interrupter: I daresay. 


e Chorus: 95% of the people in the 
U.S.A. are gonna love Chun King 
chow mein once they give it a 
try— 


Advertising Age, November 14, 1960 


(Music) 
(Knock—Door opens.) 
e Chinese gentleman: Hot...... 


e Announcer: Will you forget it? 
(Gong, music.) 


= The drive, placed through Bat- 
ten, Barton, Durstine & Osborn, 
will spread to tv later this month. 
Participations on NBC’s Dave Gar- 
roway and Jack Paar shows will 
be used along with the spot sched- 
ule. Radio spots will advise listen- 
ers to watch for the tv sell later 


in the evening. The tv push will be 
kicked off with a world premiere 
for the first commercial to be 
staged with traditional Hollywood 
ballyhoo at Grauman’s Chinese 
Theater. There buyers will be pre- 
sented with a “Do it yourself foot 
imprint kit.” 

Chun King, which claims to 
spend more on advertising for its 
frozen and canned foods than the 
rest of the American-Oriental spe- 
cialty industry combined, will con- 
cede in its Christmas spots that 


chow mein doesn’t belong on the 
Christmas table. 

Mr. Freberg, who attended sales 
meetings to launch this campaign, 
also has had a hand in the support- 
ing merchandising effort. Point of 
sale materials include wire hang- 
ers, combination shelf talkers, cab- 
inet cards, window posters and 
lapel buttons. # 


Mutual Sets Up 2 Bureaus 
Mutual Broadcasting System, 
New York, will have news bureaus 


: 
: 
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SHOPPING 


* Gives you 63,000,000 exposures per month; 
costs as little as 25¢ per thousand shopper trips. 


* Delivers your selling message repeatedly 
throughout the parking area . . . to shoppers 
in an ideally receptive mood. 


* Reaches America’s richest mass market: high- 
income, highly acquisitive suburban families. 


* Offers you opportunities for sustained, long- 
term selling or short-term seasonal promotion 
. . . nationally, regionally, or by market. 


Note: By publication time, figures quoted may be 
obsolete. For the latest information on this fast- 
growing new medium, write, wire or call collect. 


NATIONAL ADVERTISING CO. 


Shopping Center Network Division, 6850 South 
Harlem, Bedford Park, Ill., LUdlow 5-6600 (Chicago) 
A subsidiary of Minnesota Mining and Manufacturing Co. 
we 


& 


CENTER 
NETWORK | 


delivers new 
selling power! 


* Puts your product advertising on display in 
245 of America’s 400 leading shopping cen- 
ters...in nearly 100 top metropolitan markets. 


—— 


BETTS 


° 

in operation in Los Angeles and 
San Francisco by Jan. 1, 1960. The 
new offices will provide regional 
news broadcasts for Mutual’s 50 
affiliates in the Pacific division 
and supply material for the radio 
network’s 36 daily five-minute 
“Operation Newsbeat” shows. 
States in the Pacific division are 
California, Oregon, Washington, 
Idaho, Nevada and Arizona. 


Gottlieb Co. Moves, Adds 


E. D. Gottlieb Co., New York, 
has moved to 10 E. 49th St. Recent 
personnel additions include Eugene 
Cogen, formerly with Matthew 
Fox Enterprises, as vp in charge 
of public relations; Roy Silver, 
formerly with Scientific Design 
Co., director of client services; 
Howard A. Schneider, previously 
with Guild Films, art director; and 
|Floyd Stone and Nancy Fugit 
| copywriter and time buyer, respec- 
tively. 


Rich in buying power... 


Rich in reading power... 


Pontiac, Michigan represents a 
growing, dyes, rich market for 
newspaper advertisers. What’s 
more, THE PONTIAC PRESS 
provides such exclusive coverage 
(61% of Pontiac hege house- 
holds take only the PRESS) that 
no other newspaper provides the 
netration you need to success- 
ully sell your products. (THE 
PONTIAC PRESS is preferred 
| 3 to 1 over the leading Detroit 
| paper.) 
| It’s facts like these that are caus- 
| ing more and more advertisers to 
| select the PRESS: 
| © Leader in the Community. 76% 
take THE PONTIAC PRESS. 
¢ Leader in Creating Sales. 21% 
of PRESS homes make over 
$7500. 
© Leader in Home Delivery. 98% 
of coverage is home-delivered. 
THE PONTIAC PRESS is the 
| full-coverage independent news- 
| paper serving the Pontiac area 
ind Oakland County since 1842! 


MARKETING IN MICHIGAN ...? 


THE 


PONTIAC 
PRESS 


PONTIAC, MICHIGAN 


Circulation 59,339 Publisher's 
Statement Ending September 30, 1959 
Represented by: 

Scolaro, Meeker & Scott 
New York, Chicago, Philadelphia, Detroit 
Doyle & Hawley 
Los Angeles & San Francisco 
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See faens ban, Were: | Network Radio's Top Advertisers* 


General Nutrients Corp., North- | 
Based on Four Weeks Ending Sept. 4, 1960 


field, Ill., marketer of Standard 
Plus vitamins, has retained Powell, 
Copyright by A. C. Nielsen Co. 


Schoenbrod & Hall, Chicago, as its 
agency. 


| | Home Broadcasts 
| | 
PUBLICITY 
aan | | a2) ee 
| Rank Advertiser B’dests (000) 
in 2 2093 Cities! i 4S  Wedtee tes Ui). ....... 588 186,386 
_ si ge Chevrolet-General Motors (CBS, NBC) ............00...... 218 109,350 
, 
| 3 I I i a asl scdesinedinnphaunanculanns 170 89,566 
Send for a copy of FEATURE | 4 Liggett & Myers (CBS, MBS, NBC) ....c.cccucsnenenee 303 88,926 
Magazine, America’s prime | Ee oe ys Oe ee ee 269 83,378 
publicity medium. It reaches | | 6. Metropolitar: Life Insurance (NBC) ..........scssseseseeees 125 62,911 
all editors in the 2093 larg- Ee eee eee 136 46,938 
est cities of the U.S. with | 8 Kellogg Co. (CBS) .......... abimatenStsoese 80 44,514 
your feature releases. | 9 Frito Co. (ABC, NBC) Seecrrosececcovoceceoseasoceceqsoesesecocececes 155 38,574 
Hailed by Newsweek! Used 10 General Foods (ABC, CBS, MBS) ..0............cccccccceees 84 37,296 
by scores of major compa- ic wer aeons ee 4 pope 
ae le uit nek eteanig On 13. Hudson Vitamin Products (MBS) ...........sscsseseeseee 146 35,456 
y »P . | pREADBOX—Johnston Pie Co., Los Angeles, a | siedliliery of Ward Bak- |'4 — Seven-Up Co. (CBS) nvninnnnnnnnnnnnnnnnnren 68 34,368 
CENTRAL FEATURE NEWS, INC. ing Co., is marketing frozen Walnut Raisin Bread in a sealed box | 1S A. E. Staley Mfg. Co. (CBS) ......eeesrrrecesserseerersrersseere “ 33,629 
1475 BROADWAY LO4 3123 ith itis th nak eotmtedenn abelian 16 American Tel. & Tel. (4 Nets) ............cccccccccsceeeeeeeeees 165 32,783 
. % wt a g potyetny g. 17 Automotive-American Motors (NBC) ..... - 82 26,416 
— ee ae Nylonet Corp. (MBS) .0............cccceeeeceeee _ 87 26,160 
19 General Mills (ABC, MBS, NBC) .... 78 25,473 
20 I GID cisecticses ceticccsisereicssrscesniningnies 32 22,201 


Commercial Minutes 


\ \, | No. Total 
: \ Comm’! Comm’i 
\ Mins. i 


CITY Limits 


Min. Del’d 

— * | Rank Advertiser Aired (000) 
CiTY oF 1 Chevrolet-General Motors (CBS, NBC) ................0.. 202 94,177 

ELS EWHERE 2 Pepsi-Cola Co. (4 Nets) .......0000:s00 an 197 72,811 

' i 3 I ID erceicrrecinsercisnsouervinsesee on 128 63,351 

| 4 Liggett & Myers (CBS, MBS, NBC) 224 57,034 

POPULATION 2500 AND UP 4 t | § Metropolitan Life Insurance (NBC) 105 50,481 

‘f | 6 RIE RAIL, MII secaiissvcnsicsvcecesabsnsninvsocecs 102 49,496 

ed Bes Pi I CO TID ccs cicesciscrescsctnesstesseces 168 46,910 

| 8 Sylvania’ Electric Products (ABC, CBS) ..........cccccs0e 66 29,099 

; { | 9 Oldsmobile-General Motors (CBS, NBC) .................. 63 28,676 
-— | 10 Ex-Lax Inc. (4 Nets) sas 79 27,808 
CWE - ee 71 27,599 

a : - a FF, . ~ : 2 m | 12 EE ME ITED -cectpirhinkoenvehteapde trons erkensnnipevnesivheoocnsieeh 56 26,399 
a % . ira : i , : ’ | 13 Hudson Vitamin Products (MBS) 113 25,743 
; | 14 Sterling Drug (CBS, MBS) ...............cccccssrssesscersessens 68 25,622 

115 Grove Division—Bristol-Myers (CBS, NBC) ............ &. 64 25,575 

[RG A, Wray Mili, Cos CEO onncesncccnvescsccornsncenenss 34 24,780 

| 17 General Foods (ABC, CBS, MBS) ‘ 54 24,744 

18 IIE GS GENIN, Sitpeth bcctedinicosesecrasovesssssensseses 32 21,359 

9 RIE IN: IED - Savarecsvariheenasocaceneqensiccictinevonsveninn 68 21,302 

| 20 General Mills (ABC, MBS, NBC) ..................:000 ie 63 19,590 


Pa | *Ranked by total home broadcasts delivered and by total commercial minutes delivered 
| for individual advertisers by all programs and participation on all radio networks used. 


WHAT ARE TH E ME RCHANTS | Merriman Opens Own Business | conventions, sales meetings and 
t ’3 
ELSEWHERE DOING? 


Tom Merriman Products, a com- | Stage presentations, has been 
| pany which will specialize in the founded with headquarters at 3101 
original composition and produc-| Routh St., Dallas. The founder, 
‘tion of music for radio and tele-|Thomas W. Merriman, formerly 
|vision commercials, motion pic-| was president of Commercial Re- 
tires, industrial shows and cording Corp. 


ACB Research Reports will tell you 
if they are advertising your brand... 
your competitor's brand...and to what 
extent... you see all 1,393 markets 
as one clear, coherent picture 


In and around the 1,393 cities in which 
daily newspapers are published there 
circulates newspaper display advertis- 
ing costing two billion dollars yearly. 

This newspaper advertising expen- 
diture is far larger than that of all 
other media combined. Yet you never 
see it! Aside from your home town, 
the other 1,392 key markets are pretty 
much a blind spot. 


What's going on... are ‘the mer- 
chants of these 1,392 “Evsewnere’s” 
pushing your brand . . . supporting a 
rival brand ... ignoring your field... 
are competing brands dominating cer- 
tain towns or areas with their nation- 
ally placed newspaper advertising .. . 


The answer to these and similar 
questions are of vital importance to 
manufacturers whose goods are sold 
through retail outlets. ACB Reports 
tell you exactly what is going on in 
any one or more of these markets. 

Leading merchandisers rely on ACB 
Reports. Lever Brothers Co., soap and 


more than 15 years. It is rather diffi- 
cult to enumerate the many ways in 
which this information has been used, 
but suffice it to say it has provided a 
valuable tool for our advertising and 
sales departments over the years.” 


More than 1,100 progressive com- 
panies are subscribers to one or more 
of ACB’s 14 different Newspaper Re- 
search Services. 


Send for big ACB Catalog 


If you are not thoroughly informed 
on the many uses of ACB Reports ask 
for the big ACB Catalog. Its 18 pages 
are filled with the uses to which these 
Reports may be put for more efficient 
management of sales and advertising 
and other useful data. Catalog sent 
free on request. 


ACB reads every advertisement in every daily newspaper 
ACB SERVICE OFFICES 


353 Park Ave. South + New York 10 
18S. Michigan Ave. + Chicago 3 
20 South Third St. + Columbus 15 

161 Jefferson Ave. + Memphis 3 


51 First St. » San Francisco 5 


3 


i % 
ADVERTISING. 


Unchanged 
Since 1827 


ROBERTSON’S b 


Ww £S 
LLED & BOTTLED IN SCOTS 


“JOHN ROBERTSON & SONL? 
i’ DUNDEE 


SCOTLAK- 


‘Fase. SCOTCH 


IMPORTED IN THE BOTTLE FROM SCOTLAND 
86.8 PROOF, 100% SCOTCH WHISKIES KOBRAND CORP., N.Y. 1,N.Y. 


ied product manufacturer says: ; ; 
allied pr duct me r says CHECKING BUREAU. 
“Various departments here at Lever f 


Brothers have used ACB facilities for 
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George H. Jones, associated with 
Stevens-Gross Studios, Chicago, has 
distinctively illustrated ads for some of the most 
prominent national magazine advertisers. 
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how many looks make 


How many times must a prospect look at your product... your package... 
your sales message . . . before a sale is made? This is a question to consider 
closely when selecting media for national advertising. An important 

reason for presenting your product in national magazines is that no limit 

is placed on the number of looks a reader is allowed. The magazine reader 


who is stopped by your advertisement can take as many looks as she wishes. . 


for as long as she wishes... until they add up to a sale. 


COLLINS, MILLER & HUTCHINGS, INC. 


Printed advertising in national magazines is made 
dynamic by the reader's attention...which is 
commanded by the skills of artist and writer. 
Quality of printed reproduction is part of this sell- 
ing effect. To this we have contributed, for more 
than a quarter century, the finest photoengravings 
that money can buy. We join with well-known 
magazine artists and photographers to express 
our appreciation of the basic values of national 
magazine advertising. 


America’s finest photoengraving plant 
for letterpress and gravure 
333 West Lake Street, Chicago 
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MPA Names Chairmen 


The Magazine Publishers Assn. 
has named the following commit- 
J. Paul Young, 
Conde Nast Publications, circula- | 
tion committee; Howard Allaway, | 
Popular Science, editorial; Eliott | 
D. Odell, Farm Journal, member- 
ship; Kent Rhodes, Reader’s Digest, 
nominating; F. E. Church, Time 
Inc., production. 


tee chairmen: 


Appliance List Prices’ 


WASHINGTON, Nov. 8—The Fed- 
eral Trade Commission’s efforts to 
“educate” local appliance dealers 
into abolishing list price ads ran 
| into determined opposition at an 
informal meeting called to stamp 
out deceptive pricing here. 

FTC officials contend that list 


OCK AVALANCHE-JOURNAL 


NECESSARILY SO! 


Some folks figure we eat most ly buffaloes and berries out 
here in Lubbock, T'aint necessarily so. 


Last year our grocery bill added up to « hefty $42, 495, 000 
im Lubbock County. So you can see we're mighty fond of 
geod grocery and food products. 


If you're looking for new markets to conquer, come on down 


and look us over. If you can't make it today, mosey over 
and check us out in your trusty SRDS and Sales Management 


Morning — Evening — Sunday 


ROP COLOR AVAILABLE EVERY ISSUE 


Public Needs ‘em as Haggling Base: Dealers 


Pure Fiction’: FTC: 


prices are phony because nobody @& 

sells at them any more. The ap- : 

pliance dealers countered that ‘Liberty 
buyers need to know the list price) |] iiaaIwn a 
as a means of identification and| g 


comparison. About 40 dealers PROTECTI 


ON IN 
showed up for the meeting. : 


i helps cut workmen's compensation 
Since the commission issued its 


“guides against deceptive pricing” | 
in October, 1958, it has been wag- | 
ing an intensive campaign to force | 
companies engaged in interstate | 
commerce to get rid of phony | 
pricing ads. In Washington, where | 
FTC has broad jurisdiction over | 
all segments of business, it has 
especially been concentrating on 
retailers. 


| 


Fortune and Nov. 14 issue of The 


s After “educating” the dealers, 
FTC served notice that it was on 


past ads in this b&w spread, scheduled in the November issue of 


Wall Street Journal. Batten, Bar- 


ton, Durstine & Osborn is the agency. 


the verge of blanketing local ap- | commission contends that list prices 
pliance retailers with legal actions|in Washington “are purely ficti- 
to force them to stop comparing|tious” as far as most appliance 


|selling prices to list prices. The} dealers are concerned. Their only 


WAVE-T'V 


Gives You 


28.8% MORE SNEEZES! 


(and 28.8% more prospects for your products!) 


A minimum of 28.8% more families watch 


WAVE-TV than any other television 


Kentucky, sign-on to sign-off in any average week. 


In our heaviest-viewing period, the percentage 
is a lot higher than that! And practically evéry one 
of all these extra families has its share of coughs, 
snuffles, sneezes, sniffs and other “symptoms of cold”! 


WAVE-TV gives you much lower cost-per-1000. 
We can prove it. So can NBC Spot Sales. Interested? 


Source: NSI, July, 1960 


station in 


CHANNEL 3 ® MAXIMUM POWER 
NBC 


LOUISVILLE 
NBC SPOT SALES, National Representatives 


purpose, FTC says, is to exaggerate 
the buyer’s savings. 

Even so, appliance dealers 
stressed that they want to retain 
list prices for the consumer’s sake. 
The dealers contended that buyers 
compare and identify the product 
by list prices. “Buyers don’t know 
value intrinsically; it’s a compara- 
tive thing,” one dealer said. “The 
public recognizes list price as a 
point from which it can haggle. 

“Any change should be started 
}at the manufacturers’ level,” he 
| said. “They should play up the 
model number in their ads, instead 

of list price. The way it is now, 
| buyers tend to identify the product 
by the list price.” 


# William Dixon, legal advisor on 

| Suides to the bureau of consulta- 
| tion, said that only the “hep” buy- 
‘bet knew there was a difference 
between the list price and the sell- 
ing price. 

The commission’s position is that 
list price should reflect “the usual, 
customary price in the trade area,” 
or they shouldn’t be used at all. 

In calling the appliance dealers 
meeting, FTC was hoping for the 

| same kind of quick cleanup it 
worked out with furniture dealers 
|in February. At that time furni- 
| ture retailers signed a “pledge” to 
|live up to the guides against de- 
| ceptive pricing. + 


|Patterson-Sargent Names 
Miss Dreher Ad Manager 

| Patterson-Sargent Co., Cleve- 
|land, paint manufacturing subsidi- 
ee B. . 
' Porter Co., has 
named deJane 
Dreher adver- 
tising manager. 
Miss Dreher 
was formerly vp 
of Leech Adver- 
tising, Cleve- 
land. 

Leslie Hart- 
nett, general 
manager, said 
Miss Dreher 
will provide “a 
woman’s viewpoint in the market- 
ing of paint.’”’ She previously had 
been with Carr Liggett Advertising 
and Capper Publications. 


deJane Dreher 


|Broderick & Bascom Names 
|Winius-Brandon Co. 


_ Broderick & Bascom Rope Co., 
|St. Louis, manufacturer of wire 
|rope, has appointed Winius-Bran- 
don Co., St. Louis, as its agency. In 
/an earlier story of the appointment 
| (AA, Oct. 31), Broderick & Bascom 
| was incorrectly identified as Bas- 
| com Rope Co. 


Westcott Joins Alexander 

| Ted Westcott, former midwest- 
|ern tv sales manager of visual sales 
| aids and creative services for busi- 
jmess of Wilding Inc., has been 
inamed St. Louis resident vp of 
Alexander Film Co., Colorado 
Springs, producer and distributor 
of theater screen and tv commer- 
cia's. 
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[CONCENTRATION Jim] AND COVERAGE \liN/Mmm| CONCENTE 


URBAN POPULATION 
Circulation concentration in the top 100 counties 


TIME, The Weekly Newsmagazine 59.3% 
Holiday 56.2% 
Life 55.3% 


Sports Illustrated: 52.8% 
U.S. News & World Report 51.6% 
Newsweek: 50.1% — 


’ 


Redder's Digest 50.0%. 


Look. 46.4% ° ae 
Better Homes & Gardens 45.7% ey 


SaturdayEvening Post 44.2% 


Sources: Sales Management's ‘“‘Survey of Buying Power’’ (5/10/59) and latest 
available publishers’ reports—TIME (3/23/59) * Holiday (March 1957) « Life 
(10/26/59) * Sports Illustrated (3/2/59) * U.S. News & Worid Report (3/28/58) 
* Newsweek (3/23/59) * Reader's Digest (April 1959) * Look (3/18/58) 
* Better Homes & Gardens (April 1959) * Saturday Evening Post (3/14/59) 


— 
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[ AND COVERAGE } 


IN THE BIG CITY MARKETS 


More than half of America’s urban popu- 
lation clusters in just 100 of the 3,070 
counties in the U.S. In those top counties, 
TIME concentrates more of its circulation 
than does any other magazine of a half 
million or more circulation. Another dem- 
onstration that in important marketing 
categories TIME gives you concentration 


and coverage — where it counts. 


seni cet a . anni LS to eG a Sg at ee te Bey. Pera ise al IE ao: a ve a MM ce EE RN go ee ee gener Sees Ree ee 8 ae 
MNF 3 rea Cn saga CUE ioc 6 Sei Sik SIM MRE eRe MEME Ss SDs oe ea ee ee — ee rom e Ben. eae Sia Be oe : Bee ite ie een Peete ae ee ae “fie ORE are Pi ee 
ee. ren? Somaya sh ee Sage tae FU OGRE age ee Pee >» ieee Ree Pa alee tae eee Pie ir ak ay ON Bee a re ee ok la ee ones pg eat OE ae on ee) eee eee, Cer ie eiaiiie:, oan 
gy aes Vis its yd a Shae eo haga ae - a m Sac ea a i. Sg A. Sa Ao ye i . ve ereet See. SS ees one Sle os ie eee os jee Sa = 
2 dit et ae ae aes oe eae = «het Oa a RR No, Oi fee ca ee eee tia 3 “a ; r . . et - 
5 Rigas eee Sas hegre oes ea 5 a al aaa : is Bi : : + : “ te : 
. , See fai 
; oe a 
‘ae ge ee 
ee aa ies 
960 , . , : a ae cana Fo omaeniratee ne Senin ; rae 
3 ‘ Se agene vei a og a ite . ' : wr epee oe fi nena: rau eee ae ~ vo . , $i tha mae) a e BARRO Dae pi" ean "i 23 Pe, 4 , ee : ae 
‘i é er 
; Be tes 
\ : ee 
4 ‘ : ne t ts ae 3 
ts & ih i, & da i a $f 
> ’ a ras 
= 
its ‘i A 
of : 
ar- i} J 
K of 
erate : nee oe 
' aes 
a CONCENTRATION AND COVERAGE CONCENTRATION AND COVERAGE : ee 
etain ; a 
sake. e os. 
duct } ’ oo shape 
KNOW ; es oe 
para- ¥ i lalla 
“The \ : . ; a 
as a a ; 
le. ‘ ie 
arted " j 
” he + a 
) the ki aa 
stead " LP eS RT : — 
now, K i nk SS hen 
oduct 2 4 f oe 
. , ae 1 ee 
or on \ ; iz [oe | Ura bees s ; 
sulta- a oP ites sea ad ee 
buy- | Pea : ech é = ‘ 
rence & Bia & we | " 
» sell- q : 5 a 
s that g = 
usual, F ' * 
area,” : ¢ va 
ll. r ' sida 
ealers a ! : i 
wr the a 
up it a 2 g ee 
ealers . ' i) ie 
furni- 4 ; cba 
ge” to - 9 : ' aaa 
st de- g i ts. 
: H “i 
) ' i 
; —— ———— — -_ - ¥ 
— —— Lineal q : fe 
é 3 Br ts! pool 
ct : es <— 
_ « a ee % er? 
., has ‘' : asi 5 sd 
Jane ; ; aS 
iver- ' pe. 
nager. , ’ § ae 
reher - ' i 
rly vp } ae 
\dver- j 
leve- ; 
oo — mae - Pie ee * 
Hart- , me * y > . 21 ~ Po - - = Pan : 
neral oe 
said ; ae 
reher : 
ide “a t } 
arket- \ 
ly had j A 
: are 
a ) ~ E THA 5 
ee 
| a py t 
Ls EE Re 
i ‘y 
t ~ 
- ee , 
| 


84 


Williams to Ad Display 

David A. Williams, who formerly 
operated his own agency specializ- 
ing in sales promotion and point of 
sale in Tacoma, Wash., has been 


named merchandising director of 
Advertising Display Associates, 
San Francisco. Mr. Williams also 
has been with Carling Brewing Co., 
formerly Heidelberg Brewing Co., 


Unusual Offering 
FILM or PHOTO STUDIO SPACE 


For Rent 


Near North Side 
56 E. Superior St. 


8,325 Sq. Ft. 


e Ground Floor e@ Private Truck Entrance 
© Offices and 15 ft. Ceiling Studio ¢ Sprinklered 


Call Mr. Krueger 
BROWNE & STORCH, INC. 


919 N. Michigan Ave. 
Chicago 11, Ill. 
Tel.: WHitehall 4-7373 


as merchandising manager and as- 
sistant ad manager. 


Zlowe Adds Two Accounts 

Pincus Bros. Maxwell Inc., Phil- 
adelphia, maker of men’s clothing, 
has appointed Zlowe Co. New 
York, to handle its advertising. 
The company’s first major nation- 
al ad promotion will run next 
spring to promote its new brand 
name, PBM Clothes. Zlowe also 
has been named to handle adver- 
tising for Perfect Brassiere Co., 
Jersey City, manufacturer of Wings 
bras. Marvin & Jesse Levine previ- 
ously handled Perfect Brassiere. 


Union Switch Boosts Two 

Union Switch & Signal division 
of Westinghouse Air Brake Co., 
Swissvale, Pa., has appointed John 
W. Hansen manager, headquarter 
sales, a new position. Mr. Hansen 
was formerly manager of sales pro- 
motion and advertising. Clarence 
E. Lane has been named to suc- 
ceedeMr. Hansen as manager of 


sales promotion and advertising. 


Scott Hatch Huffman 
KING Size—George D. Scott, vp in charge of sales, and George Huff- 
man, general sales manager of the packaging equipment division of 
Ex-Cell-O Corp., Detroit, and Fred Hatch, senior vp of MacManus, 
John & Adams, Ex-Cell-O’s agency, examine a greatly enlarged 
proof of an ad promoting Pure-Pak milk cartons, which will appear 
next year in eight magazines. The entire 1961 ad program was un- 
veiled in Chicago before more than 100 Pure-Pak sales representa- 
tives and carton converter representatives. 


Publishers Get 
24,000,000 Data 
Requests: Erickson - 


New York, Nov. 8—Ever tear 
out a multiple-request repiy card 
in a magazine, circle a few num- 
bers on it and send it to the pub- 
lication for more information on 
products or services that interested 
you? 

An estimated 4,799,999 other 
readers did the same thing last 


Rumrill Names 3; Adds Account 

Rumrill Co., Rochester, has 
named William G. Rolley an ac- 
count executive on Eastman Ko- 
dak, John Jakes a copywriter, and 
John E. Stoller broadcast media 
manager. Mr. Rolley formerly was 
general sales manager of Theater 
Network Television. Mr. Jakes 
previously was promotion manag- 
er of Abbott Laboratories. Mr. 
Stoller was a Rumrill account ex- 
ecutive. At the same time, the 
agency has transferred all broad- 
cast media selection work from its 
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year, asking for data on an average 
of five or six items. Handling the 
estimated 24,000,000 inquiries cost 
more than $2,000,000, according to 
a survey conducted by Erickson 
Enterprises, reader request analy- 
sis firm. 


= In October, 1960, at least 500 
publications offered multiple-re- 
quest reply cards, compared with 
450 two years ago, Ann Erickson, 
president of the company and pi- 
oneer in the field, said. Twelve 
years ago she had one magazine 
as a client; now her staff processes 
reader service cards for 146 maga- 
zines. 

Other findings of the survey of 
a cross-section of 311 publications 
in 137 fields: 


e Most of the publications offering 
reader service are monthlies. 


e The service is most common in 
vertical publications, least common 
in news publications. 


e Some publishers get as many as 
20,000 reader request cards each 
month. Others receive as few as 20. 
One publication reported an ap- 


month. Approximate total for all: 
400,000 cards per month. 


e Most readers get a choice of up 
to 200 items per reply card. A few 
publications offer as many as 1,000. 


North Advertising Adds Two 
Dennis Altman and Martin Co- 
hen have joined North Advertis- | 
ing, Chicago, as writers in the 
agency’s creative department. Mr. 
Altman formerly was with Mc- 
Cann-Erickson, Chicago. Mr. Co- 
hen previously was a copywriter | 
for Montgomery Ward & Co. 


KROY Adopts 2% Discount Plan 
KROY, Sacramento, has adopted 
a new policy, effective Dec. 1, 1960, 
which will allow agencies to take a 
2% cash discount if the account is| 
paid by the 20th of the month fol-| 


lowing billing. 


parent record of 75,000 cards in a | 


Buffalo branch to Rochester. Rum- 
rill also has been named by the 
Development Commission of Ver- 
mont to handle the state’s 1961 ad- 
vertising and promotion. Rumrill 
succeeds Hays Advertising, Bur- 
lington, Vt., on the account. 


Leslie Advertising Moves 
Leslie Advertising, Greenville, 
S. C., has moved to larger offices 
at 618 N. Main St. The agency, 
which was established early in 
1959, now serves some 30 accounts. 
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Local Media Abroad 
Are Unpredictable, 
Sweeny Tells AIA 


New York, Nov. 8—In many for- 
eign markets local business papers 
do not exist, or have inadequate 
coverage, according to Rodman 
Sweeny, advertising and sales pro- 
motion manager of producer goods 
of International General Electric. 

Speaking yesterday to the Assn. 
of Industrial Advertisers’ New 
York chapter, Mr. Sweeny ex- 
plained that International GE tries 
to maintain an advertising balance 
between export and local papers, 
“but out of more than 40 publica- 
tions we used in 1960, fewer than 
a dozen are local business papers.” 

Mr. Sweeny offered seven cau- 
tions: 

1. “You can’t select publications 
on the basis of cost per 1,000.” 

2. “You can’t. compare audited 
publications—there are few audit- 


3. “You can’t find sufficient com- 
parative data to evaluate each 
likely publication on audience, ed- 
itorial and acceptance.” 

4. “You can’t always uncover ed- 
itorial purpose and bias.” 

5. “You can’t find the utility book 

in the country you’d most like to 
reach with a utility message—there 
isn’t any now, and there isn’t likely 
to be for many more years.” 
6. “You can’t find the line rate 
of the newspaper that your return- 
ing sales manager raves about— 
there’s no Standard Rate & Data 
Service and no rep for that par- 
ticular paper in the big city of 
New York.” 

7. “You can’t find out from the 
publisher why he repeated your 
February ad when you had sent 
him a new one for October—he 
doesn’t reply to your cable.” 


# Mr. Sweeny also warned against 
overselling international advertis- 
ing and sales promotion to man- 
agement—“Don’t predict that it 
can do, or has done, things that are 
beyond its power,” he said. 

“Advertising is effective when it 
is used for years—when it is used 
to sell the people coming up; when 
it is used to sell the people who 
haven’t yet established their buy- 
ing habits; when it is used to com- 
municate the advantages of the 
product you have to sell. 

“Teach management that these 


Pharmacesticals? 


Here’s a preferred market- 
at a popular price: 

for less than 5¢ apiece, 
you reach 87,000 dentists 
in a magazine they read 
devotedly. May we give 


you facts and figures? 


Oral Hygiene 


PITTSBURGH, PENNSYLVANIA 


are the people who will determine 
your company’s future abroad. The 
myriad ground rules for success- 
fully negotiating the uncharted 
frontier of foreign advertising don’t 
work unless you do.” # 


Barrea Moves to Honolulu 

Carl J. Barrea, retail advertising 
manager of the Houston Press for 
the past 10 years, has been named 
advertising director of the Hono- 
lulu Star-Bulletin. Mr. Barrea, a 
veteran of 25 years with the 
Scripps-Howard newspaper chain, 
succeeds Marshall P. Tate, who re- 
tired last July. 


Becker Joins On Film 

John F. Becker, a producer-di- 
rector who has been associated 
with CBS and NBC, has been 
named producer-director-sales 
representative of On Film, Prince- 
ton, N. J., tv film producer. 
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‘TRY-ON’ AD—J. R. Wood & Sons, New York, invites brides-to-be to 

“try on” the Artcarved wedding rings pictured in this color spread 

—‘“just snip out, slip on and see.” The ad runs in the mid-autumn 

issue of Modern Bride and the winter issue of Bride’s. Batten, Bar- 
ton, Durstine & Osborn is the agency. 


V-E-K Aims at World's Fair 
Services; Three Combine 

V-E-K Associates, an organiza- 
tion to provide exposition services 
and facilities for exhibitors at the 
1964-65 New York World’s Fair, 
has been formed by three compa- 
nies—Ebasco Services, Vandeburg- 
Linkletter Associates, and Walter 
Kidde Constructors, all of New 
York. President of V-E-K is C. M. 
Vandeburg, president of Vande- 
burg-Linkletter. 


Cerand Names Parsons 

Cerand Corp., Boston, has named 
Parsons, Friedmann & Central to 
handle its advertising. A division 
of Clarkeson Engineering Co., Cer- 
and was formed to enter the re- 
search and product development 
fields in civil engineering and 
heavy construction. Business and 
trade magazines will be used in 
the campaign now being planned. 
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A MAJORITY OF OUR OVER-A-HALF-MILLION "TEEN 
SUBSCRIBERS OWN 4,538,300 PAIRS OF SHOES!!! 


On a recent survey concerning shoe ownership, .5% of 
our readers reported nothing. We assume they go bare- 
foot. Turned out they didn’t answer the question. 


Most of our readers owned up to two or more pairs of 
everyday shoes. Adding dress shoes brings the total to 
four and a half million! 


But we don’t stop at shoes ! Uncovering the buying habits 
of our readers in every product category we came up with 
some astonishing figures. Sample : 68.1% of our readers 


don two or more swimsuits ! * 70.1% of our readers wear 
toreador/capri pants! * 47.6% of our readers are filling 
their hope chests! * 71% of our readers report owning 
cotton bras (66% own nylon bras). 


Simple conclusion: they buy! Add up our readers and 
get your profit picture. 

Our "TNCB, "TEEN NATIONAL CONSUMER BOARD, 
gives us the facts and figures. We pass this valuable data 
along to advertisers to help them tap the teenage market. 
A market in the current habit of buying ten billion dol- 
lars’ worth of goods a year. 


For your share, call a "TEEN representative : 
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Gottstein Moves Offices, 
Adds Seven Accounts 

Stan Gottstein Advertising, Chi- 
cago, has moved to new offices at 
154 E. Erie St. 

At the same time Gottstein has 
been named to handle advertising 
for Andes Candies, Sampson Sci- 
entific Corp., Heat Exchangers 
Inc., Loill Products, National Ster- 
eo of Chicago, Mrs. G’s flavoring 
sauce and M. L. Morgan & Co. 


OCC Reelects A. A. Kron 


Office of Certified Circulation, 
which audits the circulation of 
publications in the Western Hem- 
isphere exclusive of the U. S. and 
Canada, has reelected Arthur A. 
Kron, president of Gotham-Vladi- 
mir Advertising, New York, for a 
fourth term as president. Arthur 
B. Whitcomb, Vision, was elected 
vp, and James B. Canel, secretary- 
treasurer. 
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Poh we ‘ted -" ROE Ee elie See “ ” 


Barnathan Treyz Hanrahan Coe 
THE PUN IS INTENDED—James C. Hanrahan, general manager of ABC- 
TV affiliate WEWS-TV, Cleveland, succumbs to “a horrible pun” 
and presents six silver trays to Oliver Treyz, ABC-TV president, in 
recognition of the network’s role in helping WESW-TV remain the 
number one rated station in Cleveland for the past 11 months. With 
Mr. Treyz are Julius Barnathan, ABC-TV vp for affiliated stations, 
and Robert Coe, ABC-TV director of station relations. 


New York, Nov. il—Billboard 
Publishing Co. this week an- 
nounced major changes in three of 
its publications—tThe Billboard, 
Funspot and Vend. 

Following are the major changes: 

1. Starting with the Jan. 9 issue, 
Billboard’s show news section, 
which serves outdoor show busi- 
ness readers, will be taken out of 
Billboard and merged with Fun- 
spot, which will become a weekly 
instead of a monthly publication. 
The music and coin machine sec- 
tions of Billboard will be merged 
into one department, and the name 
of the publication will be altered 
to Billboard Music Business Week. 


Advertising rates for Billboard’s 
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ae Sa oa ty aa % Se Be ae we Serer = 


y) MAGAZINE - ANOTHER PETERSEN PUBLICATION 
4}; GUARANTEED CIRCULATION READERS PER MONTH: 2,600,000 


LOS ANGELES 
5959 Hollywood Blvd. 
HOllywood 6-2111 


SAN FRANCISCO 
155 Montgomery St. 
EXbrook 7-5367 

ST. LOUIS 

915 Olive Street 
GArfield 1-5153 
CLEVELAND 

834 Schofield Building 
MAin 1-2006 


Petersen Publishing Company 


GO BAREFOOT 


CHICAGO 
360 North Michigan Avenue 
FRanklin 2-6067 


DETROIT 

3337 Book Building 
WOodward 3-8245 
NEW YORK 

17 East 48th Street 
PLaza 1-6690 
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Names, Contents, Schedule of ‘Vend, 
‘Funspot, ‘Billboard’ Get Big Shakeup 


music section will increase with the 
Jan. 9 issue, with the one time page 
cost increasing from $970 to $1,030. 
Paid circulation for Billboard Mu- 
sic Business Week is expected to 
exceed 25,000. There will be no ad 
rate increase for Billboard’s coin 
machine section. 

2. Funspot’s name will be 
changed to Amusement Business 
Week and its format will be com- 
pletely revised. The one time page 
rate of the new weekly publication 
will increase from $375 to $450. 
Paid circulation is expected to 
jump from 6,000 to more than 20,- 
000. 

3. Beginning with the March, 
1961, issue, Vend will be changed 
from a monthly magazine to a 
semi-monthly publication, and 
rates will go up 12%. Vend also 
will go from letterpress to offset. 
Hillmer Stark, general manager of 
Billboard’s coin machine division, 
will switch to Vend as business 
manager. 


s Billboard Publishing Co. next 
week will start a direct mail cam- 
paign to increase subscribers to 
Billboard Music Business Week and 
Amusement Business Week. Three 
mailings of 65,000 each will be em- 
ployed for Billboard, and three 
mailings of 45,000 each will be used 
for Amusement Business Week. 

Maynard L. Reuter, publisher of 
Funspot, will become publisher of 
Amusement Business Week, which, 
like Vend, will maintain editorial 
and sales headquarters in Chicago. 
Billboard will continue to be pub- 
lished in New York. # 


AMC Boosts Williamson 


J. Beach Williamson, who joined 
American Motors Corp., Detroit, 
eight months ago, after 19 years 
with Ford Motor Co., Dearborn, 
Mich., has been named executive 
assistant to Roy Abernethy, vp of 
automotive distribution and mar- 
keting. Mr. Williamson, who for- 
merly was business Management 
manager in the Detroit zone, suc- 
ceeds the late William L. Courage. 


Eyelet Names Myrbeck 

Eyelet Tool Co., Cambridge, 
Mass., has named S. Gunnar Myr- 
beck Co., Boston, as its agency, a 
first appointment. 


BACON'S srw 1961 
PUBLICITY CHECKER 


Now with 
perforated and 
gummed revisions 


FOR FAST, EASY ; 
UP-TO-DATE CHANGES | 


THE 
ACCEPTED 
TOOL FOR 
EFFECTIVE 
PUBLICITY 
HANDLING 
The Standard 
directory for re- 
lease lists. New 
revision paste- 
overs will allow 
you to stay 100% 
up-to-date. Easy 
to use... com- 
plete...accurate. 
ORDER NOW 
FOR 1961 


© Over 3500 Listings 

@ 99 Market Groups 

© Business, Farm, 
Consumer Magazines 

© Coded for Type of 
Publicity Accepted 

© Quarterty Revisions 

e@ 352 pages— 
63/45 9.3/4" 


a 
© Lays Fiat in Use 
SENT ON 
APPROVAL 
$9500 
with revisions 
Feb., Moy, August 


BACON'S 
CLIPPING 
BUREAU 


14 Bes! Jockson Bivd. 
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Business Paper Ads 
Off for Month; 0.2% 
Ahead for Year: ‘IM’ 


Cuicaco, Nov. 8—Business pub- 
lication advertising page volume 
dropped 4.1% last month from the 
level recorded for October, 1959. 
But since marked gains were reg- 
istered earlier this year, the na- 
tion’s business press is still 0.2% 
ahead of the 1959 year-to-date 
page volume. 

The figures are based on reports 
from 352 selected publications 
which participate in Industrial 
Marketing’s monthly tabulation of 
business paper ad volume. In com- 
piling ad volume data, all publica- 
tions are grouped into 11 basic in- 
dustry divisions, each of which is 
further divided into sub-industry 
groups. 

Among the industry divisions, 
eight state-county-municipal mar- 
ket publications hold the lead in 
gains for the month, reporting a 


6.8% increase over October, 1959. 

Only two other industry divi- 
sions showed plus percentages for 
the month. A gain of 4.3% over 
October, 1959, was posted by the 
21 publications serving the food 
industries, and the 14 petroleum 
and gas publications tallied a 2.5% 
gain in the same period. 


s Year-to-date page volume totals 
show a different lineup among the 
industry divisions. Again only 
three divisions stand .on the plus 
side of the ledger, and they hold 
the same relative positions they 
did last month: Manufacturing, 
transportation, and institutional— 
in the order named. 

The manufacturing § industry 
group, which includes 124 publica- 
tions, still holds the lead in gains 
—up 4.4%—over the comparable 
1959 period. Last month the same 
publications were running at a rate 
of 5.4% ahead of 1959. 

The 33 publications in the trans- 
portation field collectively re- 


ported January-through-October 


October/Volume 4.1% (in pages) under 1959 


Advertising Age, November 14, 1960 


October Advertising Volume in Business Publications 


Page Percent 


Year-to-date/Volume 0.9% (in pages) over 1959 


Industry Division 1960 1959 Change Change Industry Division 1960 1959 Change Change 
Manufacturing 15,642 16,273 ~ 631 = §9 Manufacturing 147408 141,145 + 6,263 + 44 
Transportation 3,541 3,581 sa 40 ee DF | Transportation 34,602 33,798 + 804 + 24 
Mining 685 714 - 29 ~ 4] Mining 7,206 7,299 - 93 =- ja 
Petroleum & Gas 2,020 1,971 + 49 + 25 Petroleum & Gas 18,930 20,274 — 41,344 = @ 
Construction 6,581 7,255 - 674 - 88 Construction 72,459 73,555 — 1,096 =~ 33 
Food 1,903 1,824 + 79 + 43 Food 15,717 15,795 - 78 ~- O05 
Services & Distribution 4,914 4,949 ~- 35 — G7 Services & Distrbn. 43,619 44,507 - 888 - 39 
Institutional 3,815 3,965 ~ 150 =~ 38 Institutional 29,734 29,226 + 508 + 17 
Government 642 601 + 41 + 68 Government 5,116 5,244 - 128 — 25 
Export-Import 1,034 1,381 - 347 — 25.1 Export-Import 11,368 11,568 - 200 - i 
Farm Eqpmt. Distrbn. 215 244 - 29 —- lis Farm Eqpmt. Distrbn. 2,127 2,306 ~ 179 - 73 
Total 40,992 42,758 — 1766 — 43 Total 388.286 384,717 3.569 + 09 


page volume 2.4% ahead of the 
1959 period. This compares with 
4.7% reported last month as the 
nine-month year-to-date increase 
from the 1959 level. 

Publications serving the institu- 
tional markets, despite a drop of 


a ee 


~ ROANOKE, Vi 


rginia 


A Virginia empire —larger 


than 22 of 


the Nation’s 


Top 100 Markets .... 


@ Over twice as large 


a market as its Metro area 


ranking indicates 


@® Over 2% times as large a retail sales market 


Nearly 3 times as large a food market 


@ The Roanoke Newspapers reach virtually all reg- 


ular daily and Sunday newspaper readers in 61 
cities and towns in 
plus 9 others 


16 primary market counties 


WASHINGTON, JT } 
Bb. Cc. er 


IN THE 
NATION 


IN SUNDAY 
METRO 
SATURATION 


A made-to-order 


PROVING 
GROUND 


FIRST: The Roanoke market 
is well-isolated from com- 
peting markets. It. is a 
nearly three-quarter billion 
dollar market with 596,930 
people. The R ke News- 
paper coverage is 100% in 
the Metropolitan area. It is 
93.2% in the 61 Principal 
cities and towns, and 57.9% 
in the 16-County-plus pri- 
mary market. 


SECOND: Roanoke sales, as 
applied to total sales, are 
average for the Nation. 


THIRD: Roanoke has diversi- 
media; Newspapers, 
Television, Radio. . . . 


1960 Brochure 
“a Available 


It’s brond new—up to the minute. 16 Poet 
of facts about the nearly th 

lion dollar Roanoke, Va., 
Sawyer-Ferguson-Walker or 
mer, Roanoke Newspepers- 


ree-quarter 
Market. Write 
Arthur Wim- 


FOURTH: Roanoke has a 
variety of industry, repre- 
sentative population, ade- 
quate size and distributive 
outlets. 


FIFTH: Many other natural 
attributes are outlined in 
the NEW Brochure which 
is available to you for the 
asking. 


The Daily Newspaper is the Total Selling Medium 


| ‘Airport/Services Management 


3.8% for the month of October, are 
still registering a 1.7% increase 
over 1959 January-through-Octo- 
ber total page volume for the 24 
books in this category. Last month 
these publications reported a 3.2% 
cumulative increase for the nine- 
month comparison. # 


Sets Ist Issue for January 

Airport/Services Management, 
the new business publication for 
aviation ground management and 
maintenance executives (AA, Oct. 
24), will mail its first issue in 
January, 1961. Its circulation will 
be to more than 10,000 key men at 
civilian and military airports; fixed 
base operations including aircraft 
maintenance, repair and overhaul, 
aircraft and supplies dealers and 
distributors, aviation schools, air- 
craft charter, lease, taxi, rental; 
air carrier ground operations and 
maintenance executives. The 12- 
time page rate in the publication 
is $340. 

The new publication is published 
by Lakewood Associates, 1645) 
Hennepin Ave., Minneapolis. The | 


publication will be represented by 
William J. Martin Co., New York; 
Davis & Sons, Chicago, and Mc- 
Donald-Thompson on the West 
Coast. 


Desert Newspapers Add 
Two New Publications 


Associated Desert Newspapers, 
Indio, Cal., headed by Virgil Pink- 
ley, has added two new publica- 
tions. The Pass Observer, a five- 
day evening newspaper, which 
circulates in the San Gorgonio 
Pass area, began publication in 
Banning, Cal., on Nov. 7. Publica- 
tion began Nov. 6 for the Imperial 
Valley News-Press, a combined 
Sunday newspaper for the entire 
Imperial Valley. It is distributed 
to subscribers of the group’s daily 
newspapers, the El Centro Post- 
Press and the Brawley News. 

Associated Desert Newspapers 
also publishes the Indio Daily News 
and the Beaumont News, a weekly, 
plus two weekly shoppers. The 


| newspapers are offered to adver- 


tisers on a combination rate basis 
or singly. 


ON DOING 
ONE THING WELL 


Radio stations always face the temptation to be all 
things to all people; to program for adults and teen- 
agers, to present sports attractions one day and soap 


operas the next, to swing f 
network commentators. We 


rom disc jockey chatter to 
know this temptation well, 


because we at WEZE, Boston, were once prey to it, 
serving up a broadcast potpourri in an effort to win 
more listeners. The results were not disastrous, but 
they were distinctly mediocre. 


It was against this background in 1959 that WEZE in- 
troduced ‘‘The Wonderful World of Music,’’ a broadcast 
day consisting almost entirely of quarter and half-hour 
segments of album music, augmented with NBC News 


on the hour and carefully 


spaced local news shows. 


We reasoned that the listening public included many 
people who would enjoy this sort of radio as regular 
listening or as a change of pace. We reasoned that, 


if WEZE broadcasting were 


consistent, the people who 


wanted uninterrupted album music would turn to the 


1260 spot often enough to make “The Wonderful World 
of Music’’ commercially feasible. 


The results? Today, after one full year, WEZE is one of 


Boston’s top rated stations, 


doing a first class job for 


more than 100 local and national advertisers. Let your 
East/Man show you how WEZE builds sales in Eastern 


Chr thun © Hay 


VICE PRESIDENT AND GENERAL MANAGER 


Massachusetts. 
AIR TRAILS 
STATIONS ARE 
WIZE WING 
Springfield Dayton 
WCOL WEZE 
Columbus Boston 
WKLO 
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Today is Election Day—Plus Six. 


Once again, the nation has chosen a man to take the 
Presidential chair. 


Looking ahead, it is urgent that Americans sustain their 
high interest in world affairs... continue to keep abreast 
of all events shaping their future. For “A well-informed 
public is America’s greatest security.” 

The task of informing America is shared by many, and 
the methods vary. 


Newsweek believes that its readers . . . the leadership 


...ahead of the news, behind the headlines...for people at the top 


community in business, government and the professions 
... want facts to make sound decisions, independent 


_ judgments. Facts presented fairly, clearly, completely 


... across the full spectrum of human affairs. 


It is for these people that Newsweek is edited. It is on 
Newsweek they rely, and in ever-increasing numbers, 
for alertness and initiative 


Newsweek 


in covering this churning 
world of ours. To serve them 
well is Newsweek’s continu- 


ing responsibility. 
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If there is ever an interna- 
tional competition for most ver- 
satile adman, H. J. Higdon, 
much better known as Hig, 
would probably win it hands 
down. 

This amazingly bouncy little 


povnnanensanatast faneente 


THIS IS LU-NI-WAC—Our camera did too good a job of 
stopping the flashing lights, whirling gages, swirl- 
ing smoke, and madly rolling ticker tape and news- 
paper bulletins issuing from LuNiWac as this pic- 
ture was made. Hig built the monster—36” high by 
38” wide by 6” deep—at his desk in about six 


man, who has been director of ad- 
vertising of Phoenix Metal Cap Co. 
for 37 years, is a sometime artist, 
photographer, sculptor, musician, 
versifier, author and juggler—and 
by no means bad at any of them. 
Just as a for-instance, he grew up 
and juggled with the great Joe 
Cook, in Owensboro, Ky., and he 
| played in John Philip Sousa’s band. 

Hig’s longtime pride and joy— 


| and winner of innumerable awards 


—is the “Phoenix Flame,” external 


| house organ of his company, which 


CAUSE OF IT ALt—Display case in 
the Phoenix Metal Cap Co. en- 
trance lobby is, in a sense, the 
reason for much of Hig’s work. 
He produces the displays for the 
case, in this instance being re- 
sponsible for the three-dimen- 
sional display featuring the na- 
tional election. 


weeks of in-between engineering. There are, he 
thinks, 28 electrical connections in the gadget. 
“This is a thing of cardboard, string, paper clips, 
rubber bands, bottle tops, wire, discarded bits of 
hardware, and one bobby pin,” he says. “It does 
nothing. I like it. I’m its boss.” 


Versatile Adman...#.1. Higdon 


he created in 1926 and has written, 
illustrated, laid out and master- 
minded ever since. He’s had some 
notable assistance from such well- 
known illustrators and artists as 
Dale Nichols and 
Elmer Jacobs, but 
by and large 
“Phoenix Flame,” 
which is unique 
among house 
magazines, is the 


Phoenix 


brain child and} 


the physical shadow of Hig. The 
magazine manages to contain may- 
be half a dozen pictures showing 
Phoenix caps in new or unusual 
uses, but otherwise it is a literary 
magazine, an expounder of offbeat 
opinions, and a compendium of in- 
teresting information, views and 
ideas not necessarily pertinent to 
the closure or any other business. 
Now. Hig has reached a new di- 
mension—to all his other versatil- 
ities he has added that of engineer, 
designer and builder of an amazing, 
astounding, out-of-the-world de- 
vice called LuNiWac, which he il- 


lustrates and describes in the cur- 
rent “Flame.” 

“In the scrabble for survival,” he 
explained, “I finally had to design- 
engineer-build an unelectric non- 
brain of my own .. . It computes 
nothing, compiles nothing, records 
nothing, creates nothing, produces 
nothing, does nothing .. . just like 
people. But, plugged into an ordi- 
nary electric socket, it comes alive. 
Lights blink on and off dizzily. 
Dials spin in all directions wildly. 
Gauges run up and down crazily. 
Indicators indicate weirdly. Noth- 
ing, however, actually happens. I 
like it.” 

Like a good many of the things 
Hig does, LuNiWac has some prac- 
tical uses. It will be used in the 


VERSATILITY UNLIMITED—Hig kneels in a corner of his office, with 
some of his collected volumes of verse in his hand, and surround- 
ed by drawings and photographs he has made. In the bookcase at 
right are bound volumes of Phoenix Flame, some 500 volumes of 
it, of which Hig has been editor, publisher and almost sole con- 
tributor. The external house organ won 136 awards in competi- 
tions before Hig decided not to enter it any more... back in 1945. 


HAPPY GADGETEER—Here’s another corner of the gadget-filled office 

occupied by Hig. He’s shown here with paper and wood cutouts, 

aluminum and other sculpture, wire sculpture, drawings, dis- 

plays, and a host of other items from his own nimble brains and 
hands. 


Phoenix display case; it has al- 
ready appeared in the “Flame.” 
And it is getting Hig some more 
personal publicity—as witness 
this piece. But mostly it satisfies 
a zany character’s desire to cre- 
ate something new and different 
—and worth chuckling over. 

Hig comes* by his -zaniness 
honestly. His father once pub- 
lished an interesting little sheet 
in Owensboro, called the Eve- 
ning News. This was tagged, on 
the masthead, as “The official 
war-whoop of the dark and 
bloody ground—recherche, racy, 
religious and revengeful. A pa- 
per built to suit all classes of 
suffering humanity.” 


361 Financial 
Institutions Used TV 
in Ist Quarter: TvB 


Boston, Nov. 8—Some 361 finan- 
cial organizations in 52 markets 
used television during the first 
quarter of 1960, according to a Tel- 
evision Bureau of Advertising 
presentation made here last week 
by Norman E. Cash, TvB president. 
Mr. Cash and George G. Hunting- 
ton, vp and general manager of the 
industry bureau, made the presen- 
tation before the Financial Public 
Relations Assn.’s 45th annual con- 
vention (AA, Nov. 7). 

The breakdown for the spotlight- 
ed quarter showed these users of 
tv: 160 commercial banks; 111 sav- 
ings and loan associations; 57 fi- 


nance, loan and mortgage compa- 
nies; 20 mutual savings banks; and 
13 investment companies. 


es As a second step, the bureau 
studied the longer-term tv users— 
that is financial companies that 
had been in the medium for three 
consecutive years, with schedules 
in all four quarters of each year. 
All of these spenders used tv on a 
year-’round basis: 53% of the 
group described their experiences 
with the medium as “eminently 
successful,” while 37% termed it 
“fairly successful” and 10% report- 
ed negative or indifferent results. 

Favorite program category with 
this type of advertiser was news, 
with weather as runnerup. The 
five-minute program was the most 
popular length, with 10 minutes 
the second choice. # 


Life Buys NBC-TV Special; 
Network Revises Friday Shows 

Life, New York, will sponsor 
“25 Years of Life,” a 90-minute 
special on NBC-TV, March 2, 
1961, at 9:30 p.m., EST. With Bob 
Hope as host, the show will in- 
clude top entertainers as well as 
Life photographers and writers re- 
viewing the magazine’s quarter- 
century of journalistic achieve- 
ments. Young & Rubicam is the 
agency. 

NBC-TV will revise a 90-minute 
block of its Friday night program- 
ming, starting in January. “The 
Westerner” will be replaced in the 
8:30 p.m., EST, time slot by “West- 
inghouse Playhouse Starring Nan- 
ette Fabray & Wendell Corey,” 
sponsored’ by Westinghouse Elec- 
tric Corp. (McCann-Erickson), be- 
ginning Jan. 6. The following 


Raven,” will be replaced with 
“Happy” at 7:30 and “One Happy 
Family” at 8 p.m. Both situation 
comedies, “Happy” was a replace- 
ment for “Perry Como’s Kraft Mu- 
sic Hall” last summer—the other is 
a new series. Sponsors have not yet 
been named for these two shows. 


Consumerama, Product Show 
in Trailers, Set for 1961 

Consumerama, “new concept in 
product promotion,” has been an- 
nounced by Shopping Center Ex- 
positions, Hicksville, N. Y. A cara- 
van of 30 trailer units will visit 
|suburban shopping centers in 18 
| major market areas in the eastern, 
|southern and midwestern states, 
_ according to Walter G. Stackler, 
| president of the Long Island com- 
pany. 

He anticipates that the trailers 


companies will attract more than 
6,000,000 consumers during Con- 
sumerama’s nine-month tour next 
year. 


Roman Trademark Upheld 
Roman Products Corp., New 
York, has obtained-a judgment 
forbidding Roma Market, Roma’s 
and Roma’s Food from infringing 
‘on Roman Products’ trademark. 
Specifically, Roma’s lasagne and 
ravioli were confused with simi- 
Yar Roman products. Roma must 
discontinue using the conflicting. 
frozen food labels and advertising 
within six months from Oct. 1, 1960. 


Ballantyne Joins Aussie Agency 

K. R. H. Ballantyne, formerly di- 
rector of trade publicity for Aus- 
tralia in Britain, has joined the 


|Melbourne agency, United Service 


week, the one-hour show, “Dan | with exhibits of 30 participating’ Publicity, as an associate directar. 
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TAs is the 
MW fatal South *f 


IG RETAIL CUSTOMER 


Southern farmers are prosperous 
and therefore ready customers for the 
many hundreds of goods and services that 
are part of modern family living. Retail 
sales in Southern “C & D” counties* are 
$24% BILLION per year...46% of the total 
for the entire South. In fact, the “C & D” 
South leads all,other U.S. “C & D” regions 
in retail sales. These figures do not include 
the growing retail business that Southern 
rural families bring to big stores in the 
“A & B” counties. 

A big reason why this rural market is so 
rich is its great depth and breadth. The 
“C & D” South is truly a mass market — 


*Nielsen “C & D” 
populati “A&B” 


are with less than 100,000 
have more than 100.000 population. 


with 7,797,300 families. And the average 
family unit there is bigger than the U.S. 
average! Is it any wonder that shopping 
lists are longer in the rural South? 

To contact the most farm families in the 
South, use The Progressive Farmer. No 


other single magazine—farm or consumer 
—can match it for reach. Even Life, Look 
and The Saturday Evening Post combined 
miss 84% of The Progressive Farmer 
readers! Don’t you miss out—buy The 
Progressive Farmer. 


More than 5,770,000 READERS in the 16 Southern States 


THE PROGRESSIVE FARMER 


Advertising Offices: BIRMINGHAM e¢ RALEIGH ¢ MEMPHIS ¢ DALLAS 


NEW YORK e¢« CHICAGO ¢ LOS ANGELES ¢« SAN FRANCISCO 
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DOUBLE LIFE—T his 
four-color spread 
for Blue Diamond 
almonds, bowing 
in December Mc- 
Call’s, will lead a 
double life, as our 
picture shows. 
Reprinted, it 
turns itself into 
aneight-page 
recipe booklet at 
minimum cost, 
says the Califor- 
nia Almond 
Growers Ex- 
change. Harlan & 
Steedman, San 
Francisco, is the 
agency. 


ee 


Ciba Plans No Cut 


in Promotion Budget 


Summit, N. J., Nov. 8—Ciba 
Pharmaceutical Products said to- 
day that its decision to drop the 
sponsorship of Medical News does 
not mean that the company plans 
“to drastically cut its promotion 
budget” (AA, Nov. 7). 

Paul W. Roder, marketing vp, 
conceded that Ciba’s 1961 promo- 
tion budget “will be down slightly 
from this year,” but he attributed 
this cutback “to the fact that there 
will be fewer new product intro- 
ductions next year.” 

The last issue of a Ciba-spon- 
sored Medical News will be Nov. 9. 
Mr..Roder called the publication a 
“success.” He explained that Ciba 
felt that to compete effectively 
with other medical newspapers, 
Medical News would have to be- 
come a weekly publication and the 
company was unwilling to assume 
this greater cost. + 


Hitchcock Boosts Smith 
Hitchcock Publishing Co., Wheat- 
on, Ill, has appointed Ray H. 
Smith promotion manager. Mr. 
Smith was formerly associate edi- 
tor of Assembly & Fastener Engi- 
neering, a Hitchcock publication. 


ACCORDING TO 


DOYLE © 


NEWS 


For the first time in Oklahoma, Frank Doyle, 
@ veteran of more than eighteen years of 
news broadcasting, presents a fast moving 
news, weather and sports summary. Not 
simply wire service copy, but a comprehen- 
sive onalysis of the NEWS ACCORDING 
TO DOYLE, Menday ag Friday, 10:00- 
10:15 P.M. Accept » Ot 
ceptance of products, caemeaieals 


KOCO-TV 
> 


OKLAHOMA CITY 


LEVIGION ASSOCIATES 
National Representatives 


Zane Construction to Rieger 
Zane Construction Co., Balti- 
more, home renovator, 
pointed Rieger & Wollman, Balti- 
more, to handle its advertising. 


has ap-| 


DEARBORN, Micu., Nov. 8—Ford 
Motor Co.’s major activity is pro- 
ducing motor vehicles, but the 
company is no slouch in the printed 
word department either. 

No fewer than 24 different pub- 
lications were paraded in a recent 
review for the benefit of Ford 
| dealers. The output of the busy 
| Ford publications staff is also 
noteworthy for its professional 
|quality and for its reflection of 
marketing awareness. 
| Ford takes the position that its 
primary customer is the retail 
dealer; the consumer is the deal- 
er’s customer. Company publica- 
tions are used primarily as a 
meaus of cementing and improv- 
ing the dealer-consumer relation- 
ship. All publications are under 
the supervision of E. E. Rothman, 
general advertising and sales pro- 
motion manager. 

Reflecting this approach, most 
of the 24 publications are directed 


Advertising Age, November 14, 1960 


Ford Backs Its Dealers’ Ettorts with 
‘Publishing Empire’ Numbering 24 Titles 


to Ford’s large dealer group. Those 
published for general circulation 
are distributed by dealers or 
mailed to consumers with the lo- 
cal dealer’s name prominently dis- 
played as the sender. 


s Ford publications are outstand- 
ing among external house organs. 

The oldest and most widely cir- 
culated Ford magazine is “Ford 
Times.” It goes to 1,300,000 mo- 
torists monthly. In continuous 
publication since 1908, it is the 
oldest automotive magazine in ex- 
istence. 

The “Ford Times” ranks with 
many paid-subscription travel 
magazines in acceptance, and at- 
tracts writers and artists of nation- 
al repute. Its present editor and 
longtime art director, Arthur T. 
Lougee, has made it well known 
for its reproductions of American 
water colors and paintings. 

There is no advertising as such, 


although about 25% of the con- 
tents consists of car information. 
The remaining 75% mentions the 
automobile only casually, if at all. 

Regular features of the “Ford 
Times” and other Ford magazines 
have grown into a number of spe- 
cial publications. Notable among 
these books are the “Ford Treas- 
ury of Favorite Recipes,” the 
“Ford Treasury of the Outdoors,” 
“Station Wagon Living” and “New 
England Journeys.” These four 
books have had a circulation ex- 
ceeding 3,000,000 copies. 


= Ford publications manager is C. 
H. Dykeman, former “Ford Times” 
editor, who has been with Ford 
since 1947. Until the recent retire- 
ment of William D. Kennedy as 
director of publications, Mr. Dyke- 
man was in charge of developing 
Ford’s dealer publications. 

The dealer division of Ford jour- 
nalism aims at marketing prob- 
lems. Most publications are for 
dealers’ use alone, but some are for 
salesmen, marked “confidential.” 
They are under the supervision of 
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n- Jack Naylon, who came to the pub- | 
n. lications staff from the sales organ- | 
he ization. 
ll. Parent publication of the group | 
rd is the “Ford Dealer Magazine,” a 
es management and merchandising | 
e- guide now in its 13th year. A staff 
ng of more than a dozen experienced 
S- editors travel constantly, picking 
he up business ideas from dealers) 
S, and producing case-history ar- | 
2w ticles. 
ur “Ford Crest News,” issued) 
x- . monthly to 42,000 salesmen, is the | 
official organ for the Ford 300 and | 
500 Sales Clubs and publishes | 
C. stories of successful salesmen. 
Ss “Ford Truck Sales Workshop) 
rd al News” does a similar job for sales-| 
e- men who have learned truck-sell- | 
as ing at company-sponsored sales | 
ce- workshops. 
ng 
® The monthly “Ford Truck Mar-| BRAIN TRUST—Ford Motor Co.’s publishing executives tions manager; Dave Dowling, business affairs de- 
ze keting Letter” informs dealers of| meet for regular editorial planning sessions on all partment; William Laas; editorial consultant; E. E. 
“ new trends and opportunities in| magazines. At this one are, left to right, J. L. Nay- Rothman, general advertising and sales promotion 
a ye sale of commercial vehicles. lon, dealer publivations; C. H. Dykeman, publica- manager; J. C. Weigel, art director and book editor. 
4 incoln-Mercury Marketing 
il. Newsletter” does the same job for| “Tractor & Implement News,”! supplies case histories of success- implement division. “Ford Indus- 
of 5,000 dealers in that division.|sent six times yearly to 11,500, ful dealers of the Ford tractor and trial Engines Marketing News” 


... the Northwest Expressway brings the world’s busiest jet air- 
port, O'Hare Field, within eighteen minutes of the Chicago Loop. 
This new link in Chicago's vast network of superhighways not only 
speeds airport traffic, it provides access to all interstate toll roads. 


a a * as a He 1 Fy ‘ 
SOO Sees 


In Chicago 


reaches more homes 
than any other 


Chicago advertising medium. 


Winner of the Alfred P. Sloan 
Highway Safety Award for 1958 and 1959 


WGN IS CHICAGO 


Quality + Integrity * Responsibility 


goes four times a year to 10,000. 
“Ford Parts & Service News,” 
a monthly, goes to 23,500.dealer- 
ship managers in the “back shop.” 
“Ford Leasing Letter” is sent to 
2,000 dealer members of the Ford 
Authorized Leasing System. 

The monthly “Ford Truck Club 
Digest” circulates to 1,500 top 
salesmen who are members of lo- 
cal truck sales clubs. “Ford Trac- 
|tor Industrial Power” goes four 
times a year to 175,000 industrial 
users of equipment. The quarter- 
|ly “Shop Talk” goes to 250,000 
| service stations, fleet garages and 
|other retailers of Ford parts. 

Some of the most widely cir- 
culated Ford publications serve 
farmers. “Ford Farming,” started 
in 1947, has grown to a quarterly 
circulation of 1,200,000, mainly 
farmer customers of Ford tractor 
dealers. It is edited to serve re- 
gional interests in the various 
agricultural areas of the country, 
with a special edition for each. 

“High Dollar Farming,” a news- 
letter started in 1958, goes to 30,- 
000 county agents, vocational ag- 
riculture teachers and other farm 
leaders. It is edited by John 
Strohm, a former Country Gentle- 
man editor and world-traveled 
writer for the Reader’s Digest. 
Another agricultural newsletter, 
“Ford Farm Management,” reaches 
about 75,000 farmers each month. 
An outgrowth of it is the annual 
“Ford Guide to High Dollar Farm- 
ing.” Priced at $1 a copy, it 
reaches about 300,000. 


s Ford also publishes, for general 
readership, the Ford Almanac “for 
farm, ranch, and home,” revived 
in 1954 with the same title as a 
previous annual published by the 
original Henry Ford in the ’30s. 
Edited by Mr. Strohm, it has a 
circulation of nearly 700,000 copies 
a year. A kindred publication 
started this year, the “Ford Gar- 
den Guide,” appeals to suburban 
home-owners and lawn-keepers. 
A first printing of 100,000 was ex- 
hausted quite early, and the 1961 
edition will be larger. 

In the same vein, the busy or- 
ganization has come up with a 
new kind of promotion piece for 
selling dealer service, the “Ford 
Weather and Service Guide.” It 
| features long-range weather fore- 
| casts for the current month, along 
| with seasonal information on 
| maintenance of cars. “Weather 
| Guide” is already going at a 100,- 
| 000-a-month clip, at a circulation 
| price to dealers of $3 a year per 
name. # 


_Faustel Names Burlingame 

Faustel Inc., Milwaukee, manu- 
‘facturer of printing presses and 
|other equipment, has named Bur- 
\lingame-Grossman Advertising, 
Chicago, as its agency. 


Big 
Hard Core 


| 

| One of our competitors told us recently: 
“Your readers with youngsters in their 
| families are the most loyal hard core of 
any newspaper's circulation in New York. 


| “Your Mirror Youth Program holds them 

| s@ tight that we just can’t break them 
away!" 

| With 119,388 boys and girls participating 

| in it in 1959, watched by 1,279,042 spec- 
tators, that’s a pretty big hard core — the 
cream of the mass market. 


Make 
The Mirror 
a MUSTI 
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Williams & Swanson Opens GOA’s Net Up in 3rd Quarter 

Williams & Swanson Advertis- General Outdoor Advertising Co. 
ing, a new agency, has opened of- | has reported net earnings of $916,- 
fices at 360 E. Main St., Spartans- | 751 for the third quarter this year, 
burg, S. C. Arthur C. Williams, as compared with earnings of 
president, operated his own agency, | $886,668 for the same period in 
Williams Advertising Agency, in 1959. Operating revenue for the 
Spartansburg for the past four first nine months this year hit $32,- 
years. Peter W. Swanson Jr., vp, | 740,552, as compared with $31,146,- 
previously was sales service direc- | 948 in revenue for the same period 
tor of WSPA-TV, Spartansburg. last year. 


Good Typography 
Cuts Space Costs 


Here Type Can & Serve You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 


Norman Steen Agency Opens 

Norman Steen, formerly an ac- 
count executive with Kenyon & 
Eckhardt, has opened his own 
agency, Norman Steen Advertising, 
at 550 Fifth Ave., New York. With 
K&E for 13 years, Mr. Steen starts 
in business with three accounts: 
National Design Center; Berkley 
Co., men’s neckwear manufacturer; 
and Isaac Cohen & Son, a clothing 
company. He said he expects to 
have a staff of eight to 10. 


Royal Crown Enters Japan 

Royal Crown Cola Co. has an- 
nounced its entry into the Japa- 
|nese market. Royal Crown Cola 
and the Royal Crown family of 
| beverages will be bottled and dis- 
tributed throughout Japan by 
Kotobukiya Ltd. 


| Anderson Named Editor 

| Electrical Equipment, White 
Plains, N.Y., has appointed Byron 

|E. Anderson editor, succeeding 

| Paul Spillar. 
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Phoenix is a city on wheels — sporting the highest percentage 
major markets!* And how the wheels turn motor fuel consu 


of multi-car families in 23 
mption is up 70.7% . . . motor 


vehicle registrations have soared 68.7%, all in the past five years. Here, 93.7% of the fami- 


lies own passenger cars, with 33.7% owning 2 or more 
Automobiles are big business in Phoenix ! 


You can penetrate this BUYING POWER with the ONE low-cost medium that accelerates 
it with a daily metropolitan coverage of 91.6%, plus the extra power of 63% state-wide bonus 


coverage 
*Source: 1959 Consolidated Consumer Analysis 
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Sullivan 
TAKING STOCK—Four of television’s best known salesladies smilingly 


Grey Meade 


accept one share of stock each in 


Bright 


Pollock 


MPO Videotronics, New York, as 


a gift from Judd L. Pollock, president of the tv commercial and in- 

dustrial film producer. Jean Sullivan, Arlene Grey, Julia Meade and 

Patricia Bright have appeared in hundreds of commercials filmed in 

MPO’s studios. MPO was admitted to listing on the American Stock 
Exchange recently. 


‘Mental Hernia .. .’ 


| 
Dodge's Moore 

Raps Auto Ads, 
‘Phony Appeals’ 


Says Believability Suffers 
from Exaggerated Claims; 
Cites BBDO Study 

WASHINGTON, Nov. 8—In a name- 
|maming speech before the Adver- 


|tising Club of Washington, Wen- 
dell D. Moore, advertising and sales 


promotion director for Dodge di-| 


vision of Chrysler Corp., said it’s 
time for admen to regain their 
reputation for integrity, believa- 
bility and creativity. 

He reported that Dodge’s agency, 
Batten, Barton, Durstine & Osborn, 
recently participated in a research 
project involving a national sam- 
ple of 5,000 persons, which found 
that 56% do not believe cigaret 
advertising; 52% do not believe 
toothpaste claims; 49% do not be- 
lieve what they read about head- 
ache remedies; 46% say they are 
not fooled by soap and detergent 
ads; and 28% do not believe auto- 
motive advertising. 


s “They can’t swallow the obvious 
exaggeration,” Mr. Moore con- 
tended. “When everyone screams 
‘We are the best’ or ‘Our product 
is the greatest,’ no one is believed.” 
When admen “flood the place” 
with phony consumer tests and 
unretouched photos, they only 
reach the ultimate in insulting the 
customer’s intelligence, he argued. 
“When a prospective customer says 
‘What a ridiculous ad or commer- 
cial,’ he also thinks, ‘What a ridic- 
| ulous product’.” 
Turning to specific cases, he 
| declared, ‘Thank goodness most of 
those stomachs discharging A’s 
and B’s have been chased off our 
channels and out of our press. Now 
| Bristol-Myers tells us how ‘tension 


appeals,” he said. “It wouldn’t 
surprise me to read next about a 
‘sale’ celebrating the last’ sale. 

“Product description in much of 
today’s advertising is enough to 
give a guy a mental hernia,” he 
said. Citing auto maker examples, 
he declared: 

“We dream up cute, eye-catch- 
ing, ear-teasing, allegedly descrip- 
tive names for all component parts, 
then crow, ‘No other car has it.’ 

“Take this Oldsmobile ad,” he 
continued. “For example: ‘Every 
Olds gives you wide stance chassis 
with nine-inch wider guard-beam 
frame; every Olds features cooler 
running air scoop brakes,’ and so 
on. 


a “And that car that was named 


after an Indian chief—you know, 
the one with the wide warpath. 
Personally, I thought the ‘wide 
track’ line was a great one. Very 
effective. A good engineering fea- 
ture; a good, honest selling feature. 
But now my spies tell me the wide 
warpath is an inch and a half nar- 
rower this year. Well even that’s 
okay, maybe. But they still talk, 
‘It’s all Pontiac. on a new wide 
track.’ Technically, they’re right. 
It is new; it’s not as wide. 

“Another interesting example is 
| Thunderbird’s ‘swept-back angle- 
| poised, ball-joint front suspension.’ 
| Those of you who own a Thunder- 
| bird—is that why you bought it?” 
| He said the auto industry has 
| gone overboard in its attempts to 
|\“reach” the fair sex. “For most 
| women,” he said, “a new car 
|means a healthy $60 or $80 a 
j}month whack out of the family 
| budget—money she’d rather spend 
|for fixing up the house, buying 
| clothes for herself or the kids, and 
| any one of a dozen other items that 
| make a heck of a lot more sense to 
| her.” 


s Her real interest, he said, is a 
car that is easy to drive, easy to 
park, and easy to get fixed. Ad- 
men may consider that approach 
|“negative selling” he acknowl- 
|edged, “but not to the girls. To 
them it’s positive selling. They 
want assurance they won’t be 


| taxes our bodies.’ Well, it’s a step | stranded somewhere—helpless. Its 


in the right direction.” 


| mechanizedsprotective custody. 
“Lack of truth or the absence of 


s Commenting on the auto busi-/ believability hurts in many ways,” 
ness, he scoffed at “big, black- he said. “People resent it, and re- 
faced dealer ads that scream, “We! sentful people make lousy cus- 
need cars.’ When really, they are tomers. 
up to their ables in cars. “When advertising is disbelieved, 
“What probably does the most! more advertising dollars must be 
damage, however, is the endless spent to compensate. And at to- 
parade of special sales and phony | day’s prices, this is a greased track 
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to bankruptcy.” 


s Turning to creativity, he started 
by pointing out that it is easy to | 
pick up a copy of any current | 
magazine, and point to examples | 
of fine advertising. 

“For instance, I’ll never tire of | 
reading ads like the one by the. 
Hunt Food people. They say sim-| 
ply: ‘Hunt... for the best.’ Or how 
about the gem by Hallmark: ‘When 
you care enough to send the very | 
best’? And although bourbon is | 
not my beverage, I salute the | 
folks at Ancient Age who have 
the guts to say: ‘If you can find a 
better bourbon, buy it.’ Each uses 
only one line of copy. Tasteful, | 
imaginative copy.” 

But he complained many of to- | 
day’s copywriters have become. 
stuffy, bored and _hidebound. | 
“Their copy has become unchang- 
ing, and tired. It has become | 
mired in a rut of conventionality. | 
It lacks authority and conviction. 

“Too many ads are just plain 
ordinary. They reek with bland- 
ness, and sameness. Today’s cus- 
tomer has a bellyful of blandness. 
He’s growing more selective, | 
harder to please, easier to bore.” | 


s Throw in new words, he urged. | 
Spring new techniques. Toss away 
the rule book. “Rules are for when 
ideas run out. 

“If you are an agency man,” he | 
said, “surprise your client. If 
you’re the client, surprise your 
agency. 

“Imagine, if you will, The Satur- | 
day Evening Post running an ad | 
that says: ‘A Valentine greeting to | 
Life and Look, because it wouldn’t 
be nearly as much fun without | 
you.” And the day after the Hawai- | 
ian bill is passed, Du Pont runs an | 
ad with a picture of a grass hula 
skirt—and a line salutes Hawaii, 
home of the first ‘no iron’ fashion 
in women’s wear. 

“Imagination, and the surprise | 
attack make conversation. They 
make friends. And they make the | 
competition lie awake nights.” +) 


Old Mr. Boston Sets $150,000 
Campaign for Quality Brands 
Mr. Boston Distiller Inc., Bos- | 
ton, plans a $150,000 campaign, 
using four-color pages in seven 
magazines, to push Old Mr. Boston 
brands as quality products and to 
sell 250,000 copies of a bartender’s 
guide at $3 each. Now in its 16th | 
printing, the volume has sold 2,- | 
000,000 since 1935. 
The media list includes Argosy, | 
Cosmopolitan, Field & Stream, | 
Life, Playboy, The Saturday Eve- | 
ning Post and True. Hoag & Pro- | 
vandie is the agency. 


| 
Gould, Brown Adds 3 Accounts | 

Gould, Brown & Bickett, Min- | 
neapolis, has been named to handle | 
three new accounts. They are Clay | 
Equipment, Cedar Falls, Ia., farm 
equipment manufacturer; Brandt- 
jen & Kluge, St. Paul, manufactur- 
er of Kluge printing presses; and 
Ben Franklin Federal Savings & 
Loan Assn., St. Paul and Robbins- 
dale. Colle & McVoy, Minneapolis, 
is the former agency of record for 
Clay Equipment. 


GOA Promotes Two 

W. Bruce Clark, general sales 
manager of General Outdoor Ad- 
vertising Co., has been elected a 
vp, and Francis R. Metzdorf has. 
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been appcinted manager of nation- | 
al sales of GOA’s central and west- | 


ern divisions. Mr. Metzdorf, who 


will headquarter in Chicago, has | 


been manager of GOA’s national 


sales office in New York for the | 


past five years. 


Kirby Named Marketing VP 

Thomas W. Kirby has been ap- 
pointed vp-marketing, of Chrysler 
Corp.’s Airtemp division, Dayton. 
Mr. Kirby joined Chrysler Airtemp 
last April as special markets man- 
ager. 


A MEN’S 
SERVICE 
MAGAZINE 


For almost sixty years, the editorial 
purpose of POPULAR MECHANICS has been to 
keep men informed and interested in the 
mechanical phases of their homes. . their 
cameras .. their boats and motors. . their 
cars .. their home workshops—and other 
activities involved in the mechanics of 
modern living. 


Today, more than ever before, the man 
whose leisure time is occupied with such 
things is the kind of man most likely to be 
interested in products bought by men— 
including yours. 


You can sell him—and five million men 
like him—with your product story in 
POPULAR MECHANICS. It is his guide to what 
to do, what to buy. It is the service magazine 
for men. 


MECHAM reporting the mechanics of modern living 


A HEARST MAGAZINE 
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but unless you’re a farmer, you'll have to read Farm Journal 
over someone else’s shoulder. Farm Journal accepts very few 
businessmen as subscribers—only those whose business is di- 
rectly associated with farming. This selective circulation 
method is designed to concentrate Farm Journal’s readership 
among the audience that needs it. It is one of only two general 
magazines in America with this policy. 


New way to keep y 
egg production up 


. Laying Cycle 
Management Program 
helps you eliminate 
production-robbing 
problems and fight 

the setbacks they cause. 
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but unless you’re a management man, you'll have to read 
Business Week over someone else’s shoulder. Business Week 
accepts very few farmers as subscribers (only those big enough 
to be big business). Almost all non-management subscriptions 
are politely declined—last year, 10,862 of them. You advertise in 
Business Week when you want to influence management men 
—and you know that’s the audience you're reaching. 


You advertise in Business Week 
when you want to influence 
management men. 
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Upgrading of Quality of Ads Comes 
Betore Campaign to Educate Public, He Says 


To the Editor: The present trend 
of advertising people to organize 
campaigns designed to educate the 
public about the virtues of adver- 
tising is, in my opinion, secondary 
to the pressing need for an up- 
grading in the quality of the ad- 
vertising to which the public is 
exposed. 

You cannot propagandize or leg- 
islate quality into advertising. All 
the glorious words spoken at ad- 


| Significantly, advertising has 
|fallen into ill-repute not so much 
| because of the patently-inferior ef- 
\forts of certain small advertisers 
|but as a result of the unimagina- 
tive, “by the numbers” advertis- 
ing thrust upon the public by many 
of the nation’s largest advertisers, 
examples of this being prominent 
in soaps, coffee, beer, cigarets and 
gasoline, to mention but a few. 
Probably it is understandable 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


verticing association meetings and |that advertising people become 
advertising club luncheons do not |emotionally disturbed by the ir- 
raise the quality of advertising one responsible droolings of publicity- 
iota . . . for the upgrading of ad- | hungry characters such as Packard, 
vertising necessarily is dependent |Church et al. But rather than busy 
on the individual, not the whole. |ourselves at group meetings with 
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“FINANCIAL 
REPORTS 
GIN) BE 
FASCINATING” 


“Every time a corporation’s Annual Report | 
arrives on my desk, I shudder a bit. I know I am going to read 
it; I know that the financial facts will be correct; but I also | 
know that the accompanying text will be so legally circum- 
scribed and so surrounded by caution that I will not get the 
vivid and dramatic story that often lies behind the bare facts 
of financial progress. 

“By accident I have learned a solution to my problem, and | 
I willingly pass it along for your edification. 
Instead of wading through the Annual 
Report, find out if the corporation Chair- 
man or President has addressed the Society 
of Security Analysts. If he has, obtain a copy 
of his talk by hook or crook, and settle back 
for some fascinating reading. There is no 
dull or double talk here. Before these finan- 
cial advisers, the corporation executive is 
willing to take his hair down and talk about 
his aspirations—the corporation’s long- 
range plans for expansion and diversifica- 
tion, its present and planned research programs, the thinking 
of management, changes in organization, the doing of compe- 
tition—in short, the things you want to know. 

“Corporation executives seem willing and even eager to 
pour out their stories to the limited segment of the financial 
community represented by the Society of Security Analysts. 
It is a shame that more of them do not tell their stories—in 
like manner—to a broader audience of investors and stock- 
holders through corporate advertising campaigns.” 


By William B. Lewis 
Chairman of the Board 
Kenyon & Eckhardt, Inc. 


SPONSORED BY BARRON'S; THE NATIONAL AND FINANCIAL WEEKLY 
A Dow-Jones Pustication 
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the development of campaigns cal- 
culated to counteract the shotgun 
charges made at advertising, we 
would do better to apply our en- 
ergies toward improving the qual- 


ity of the advertising in which we, | 


as individuals, exert influence. 

I am aware that there are those 
within the advertising industry 
who consider it heresy for any 
member to presently imply that 
advertising is anything but just 
slightly short of magnificent in all 
of its aspects. But this in itself em- 


|phasizes the urgency of the need 
| within the industry for a more hon- 


est and realistic self-appraisal. 
ADVERTISING Ace can, if it will, 
exert a strong influence in re- 
awakening the industry to the un- 
flattering truth that the upgrading 
of its public image is primarily 
dependent on the upgrading of its 
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competition machinery. Today, its | 
circulation is 172,000 and it covers 
the entire spectrum of specially 
designed, advanced and uniquely 
|engineered automotive products, 
\from Karts through economy im- 
\ports and domestic compacts to 
| European sports and touring cars 
jand competition cars. 
| Thus, the new title is designed 
|to convey more accurately the ed- 
\itorial content of the magazine, 
which is broad—based in terms of 
the kinds of cars presented, but 
\specific in terms of the factual, 
analytical viewpoint from which 
they are presented. 
| Neither Ziff-Davis, nor any rep- 
,utable publisher, changes maga- 
zine titles to accommodate the 
| vagaries of the advertising winds. 
Bradford Briggs, 
Publisher, Sports Cars Illus- 


. 
Se ee oe et ee tee he 


product ... and that this neces- 
sarily must evolve not from in-| 
dustry action, but from a more 
religious exercise of conscience by 


| the individual. 


Clay W. Stephenson, 
Clay Stephenson Associat:2s, 
Houston. 


More Animadversions 
on Dodge Advertising 


To the Editor: More on Ralph | 
Silverman’s remarks regarding | 


Dodge motor car advertising (AA, 
Oct. 17). 

If there were any errors in Mr. 
Moore’s reference to “Facts—Not 
Fancy,” it was in omission rather 
than commission. In my estima- 
tion, what Mr. Moore failed to 
bring out was that while they have 
an attractively designed car, ex- 
pertly engineered, the company is 
not giving the purchaser his mon- 
ey’s worth. 

As a Chrysler stockholder and 
the owner of a 1960 Dart, I can say 
that their overpaid assembly-line 


workers do a miserable job of put- | 
ting the car together. Further, it) 
has been my experience that once | 


the dealer closes the transaction, 


his service department has little if | 
|any interest in rectifying the er-| 


rors and omissions made by the 
manufacturer. 


To my way of thinking, this is a 


very “unfancy” fact. 


trated, soon to be Car & Driv- 
er, New York. 
* * . 


Beer Ad Is a Pearl 


| 
é : on 
} 


tributors and advertising trades 
people) have commented to us that 
the attached ad is one of the more 
To the Editor: Quite a few Texas | unusual beer ads run in these parts. 


people (consumers as well as dis-| It appeared as a full-color page 
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What publication’s 
subscribers have an 
average family net worth 


! 
| 


of $199,325 ? 


BARRON’S, 
the national business 
and financial weekly. 


William W. Hall, 
Fawcett Women’s Group, Chi- 
cago. 
In the “Voice of the Advertiser,” 
Mr. Silverman commented unfa- Want to know about a really affluent is big: They're with companies of 
vorably on a speech, reported by audience? Two-thirds of Barron's sub- _ 1,000 or more employees.* 
AA Sept. 26, by W. D. Moore, di- scribers have annual family incomes Barron's gets the careful attention 
vector of advertising and sales pro- of $10,000 or more—average family of more than 108,000 businessmen, 
motion of Dodge. Mr. Moore urged : eg Peas ry dae k I 
honesty in ads, “facts, not fancy.” | income among subscribers is more - ae estors every week. It 
Mr. Silverman, a disgruntled) than $20,000. Virtually all Barron's Offers the advertiser an economical 
Dodge owner, felt Dodge ads had | subscribers (over 95%) own securities, 4nd effective channel to the decision- 
not followed this dictum. Mr. | with the average holding valued at making core of the business and 
Moore had more to say about| more than $137,000.* financial communities. 
“facts, not fancy” in advertising | To these figures add one more im- Try Barron's. For a surprisingly low 
before the Advertising Club of| portant fact for business advertisers: ©°St your company can sell its poli- 
| Washington last week, and his | Barron’s subscribers are people “'** ideas, products or services to 
| comments are reported on Page 94. who hold positions of importance this unique audience of successful 
P . o and influence in their fields: One. ****utives. Write or call your nearest 
| third of the subscribers, for example, Barron's office today. . 
Magazine Name Change are corporate officers, and one-quarter Amgen Shoup Ramee 
Not Angled at One Ad Group are corporate directors. Further, 21% paras pore tha yi ye 
To the Editor: I was amazed to of Barron's subscribers are voicing  geoklet; summarizing the results of this survey, 
|read in the Oct. 24 ApvVERTISING | their opinions where business buying —_ write or call any Barron's office. 
AcE that Ziff-Davis was changing | 
the title of its magazine, Sports| 
Cars Illustrated to Car & Driver, | 
|“in a move,” according to your 
| publication, “to attract more De- | 
'troit advertising.” This is simply | 
not the case. Our title is designed | 
to inform the reacer of the maga- 
zine’s contents, not to per heer ++» where advertising, too, is read for profit! 
some mysterious way, one area of 
advertising support. ona aoe CHICAGO BOSTON LOS ANGELES Gavan 
r ay 711 W.Monroe St. 388 Newbury St 2999 W. 6th St. 1325 lobkeside Ave. 


Sports Cars Illustrated was ac- 
quired by Ziff-Davis five years 
ago. Its circulation then was 65,- 
000 and its editorial content cov- 
ered almost exclusively sports and 
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(and in two colors where full col- 
or wasn’t obtainable) in principal 
Texas and Louisiana newspapers. 

Tracy-Locke was awarded the 
Pearl Brewing Co. account last 
summer, and our introductory 
theme has told about the true 
origin of Pearl beer, placing em- 
phasis on its quality. Oddly, no- 
body knew how Pear! got its name 
—although it is the largest-selling 
beer in Texas, and its history is 
quite colorful .. . 

The newspaper idea is also be- 
ing carried out in tv, radio, and 
point-of-sale. 

John G. Burnett, 
Tracy-Locke Co., Dallas. 


Feels Story on Carbona-FTC 
Agreement Was Misleading 


To the Editor: We note on Page | 


52 of your Sept. 26 issue a para- 
graph to the effect that our com- 
pany has signed a stipulation with 
the Federal Trade Commission to 
stop describing our Carbona clean- 
ing fluid as “fireproof or misrep- 
resenting its fire-resistant prop- 
erties”... 

Our Carbona cleaning fluid does 
not flash below 300° and conse- 
quently is a non-combustible prod- 
uct within the meaning of the New 
York City administrative code, 
which, incidentally, is used as a 
guide by insurance companies 
throughout the country and vari- 
ous other authorities. 

We had for years described Car- 
bona cleaning fluid on the label as 
“non-combustible and non-flam- 
mable” but found there was a great 
deal of confusion on the part of the 
public as to what this meant... 

To avoid this confusion, we 
started some years ago to use the 
word “fireproof,” which has an un- 
mistakable meaning and, under all 
ordinary circumstances, the prod- 
uct will not take fire. 

The FTC féels, however, that 
“fireproof” is too strong a word to 
use on any products of this type 
and, with their approval, we have 
now substituted the word “non- 
combustible” on our labels .. . 

We certainly think that anyone 
reading the paragraph in your 
magazine would believe that we 
have stopped claiming any fire- 
resistant qualities for Carbona 


prints of the articles complete, up- 
on their request and would also 
like your permission to reprint the 
complete article .. . 
Florence King, 
Editor, “Notes & Quotes,” 
Connesticut General Life In- 
surance Co., Hartford. 


AA has not reprinted this ma- 
terial because John Yeck has put 
it into a folder. Copies are avail- 
able—as long as they last—from 
Yeck & Yeck, 349 W. First St., 
Dayton 2, O. 

° e * 


Morpheus in a Tub, 
(Glub-a Glub Glub) 


To the Editor: Is this, perhaps, 
the newest do-it-yourself suicide 
kit? Better Sleep Inc. offers a 
tranquilizing pillow and shows 


vipex, f 
Kevrdoy carmel. 4hcexton, f dempedi. 
MONEY BACK GUARANTEE * 


same being used in the bathtub. 
Maybe “Glub, Glub, Glub” would 
be the best possible headline. 
W. F. Randolph, 
Randolph Associates, Welles- 
ley, Mass. 
* +. . 


Agencies Already Know 
Faults That Exist, He Says 
To the Editor: Professional ad- 
vertising publications carry articles 
of advice, observation and sugges- 
tion which presumably offer a con- 
tribution to readers. 
I’ve been following your articles 


cleaning fluid and that the product |on tv commercials. They say, in 
is therefore a flammable or com- |essence, “Whatever you're doing, 
bustible mixture which certainly | stop it! It’s wrong!” And, outside 
is not the case. We feel that the of a few very personal opinions, 
paragraph also gives the impres- | they offer little that isn’t already 
sion that we have heretofore been | general knowledge. 


misrepresenting our product and 
this also is certainly untrue ... 
Julian Kugel, 
Carbona Products Co., Long 
Island City. 


Would Like Reprints of 
John Yeck’'s Presentation 

To the Editor: The presentation 
given by John Yeck in your Sum- 
mer Workshop, and printed in your 
Oct. 10 issue, is terrific! 

I have shown it to a couple of 
other people and they, too, thought 
it was outstanding and really full 
of down-to-earth, usable ideas. 

Would it be possible to get one- 
half dozen reprints of this article, 
or tearsheets? 

William B. Raufer, 

Assistant Manager, Advertising 

and Sales Promotion, Moor- 

man Mfg. Co., Quincy, Ill. 


To the Editor: May we have 
your permission to use an excerpt 
of the article “How to Get Profit- 
able Ideas: An extraordinary guide 
to creative thinking” by John D. 
» sy 

We should like to use this fine 
article in the December issue of 
“Notes & Quotes” which goes out 
each month free of charge to our 
group policyholders and others in- 
terested in employe relations. 

You will note that we also offer 
our readers, free of charge, re- 


My criticism isn’t directed par- 
ticularly at this series but rather 
at the trend such articles always 
seem to take in our professional 
publications. There are so many 
experts anxious to tell us what is 
wrong and why it is wrong; there 
are so few who can give us con- 
crete information on how to do it 
better. It’s quite surprising how 
complacent readers are in view of 
this almost insulting situation. 

I remember a few years ago 
everybody was quite ready to tell 
us what was wrong with indus- 
trial advertising. I don’t recall that 
anybody gave us any specific in- 
formation on how to make indus- 
trial advertising more effective. 

1 guess the solution to the prob- 
lems observed by these experts 
must come from the individual ad- 
vertising agencies. Maybe it’s just 
as well we have to figure the an- 
swers out for ourselves. But since 
we already know of the faults that 
exist, why waste the time in im- 
pressing us with their existence? 

Joe Cappels, 

Copy Director, Fessel, Sieg- 

friedt, Dooley & Moeller, Lou- 

isville. 


7” s* = 
In Detense of Gladys’ 


Ancient Accoutrements 


To the Editor: Tell Reader Nan 
Findlow, JWT, New York, (AA, 


Oct. 24) to keep her style opin- 
ions to herself. Gladys is typical of 
|the ancient-age-type office man- 


ager who asks: “Who are you?” 
“Whom do you wish to see?” and 
then: “What do you want to see 
him about?” 

Suspect Findlow is the type to 
nastily shout “Red Heart Dog 
Food,” and set the hounds to bay- 
ing. 

If Gladys wishes to wear last 
years’ Maidenform bra, Playtex 
girdle and Clairol Rinse . . . that’s 
her business. Meanwhile, we poor 
printing/promotion salesmen have 
adjusted to the roost she rules, 
and can’t afford another three to 
six months getting used to a new 
style ...or system. 

Findlow, you’re just a constant 


reader of Vogue! 
Arcadius Stewert, 
Arcadius Stewert Promotions 
Associated, Los Angeles. 


ca e * 

Job Seeker Stopped by 
Experience Requirement 

To the Editor: I recently ap- 
plied for several jobs among agen- 
|cies in New York. In all cases I 
|learned they desire to engage help 
only from other Four A’s agen- 
Chee 6: 
| I think this is wrong. In view of 
| the fact that today no matter who 
gets elected for thé Presidency, 
this country will need tremendous 
manpower to aid the underde- 
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veloped nations of the world. 
This may affect the advertising 
agency business seeking manpow- 
er needs... 
Do you agree? 
Leo Reiner, 
Brooklyn. 


The Perils of Metrecal 
To the Editor: This subscriber 
views with alarm some of the un- 
foreseen side effects resulting from 
the widespread use of Metrecal. 
Think of the menace to the na- 
tion’s Corporate Images. 
John Schuman, 
Los Angeles. 


Arr Apparent 


ANOTHER ONE IN A SERIES OF NIGHTMARES Ar 
GUILD, BASCOM ane BONFIGL| INC- ADVERTISING 
SAN FRANCISCO~ LOS ANGELES - NEW YORK ~ SEATIZE 


Ex 
, OASCOM AND Bow 
PG ADVERTISine 


Fi. , 


GOOD NEWS, MEN. 
WE VE JUST LANDED 
THE GIRABALDI 

GARLIC SALT ACCOUNT 


(YESSIR, MR. GIRABALDI 
AS YOU CAN SEE, 


WE'RE Loyar / 


WE'VE ae TED 
RAFFIC 
Marker STREET. 


SO ANYWAY, LETS ALL GET IN 


KNICKERBOCKER PoY6. 


OTHER ACCOUNTS - SKIPPY PEANUT BUTTER , RICE CHEX 
WHEAT CHEX, CORN CHEX , RY KRISP, INSTANT RALSTON 
FARMER JOHNS HAM ANO BACON , MOTHER'S COOKIES 
MARY ELLEN‘S JAMS 4"© JELLIES , HARRY AN DAVIDS 
FRUIT-OF-THE-MONTH , PERFEX CLEANER , SWEET*IO 
SWEETENER, SHINA DISH DETERGENT , DEXOL BLEACH 
SPRING RAIN WATER SOFTENER , HEIDELBERG 
AND CARLING BLACK LABEL BEER, REMINGTON 
RAND SYSTEMS , PACIFIC TELEPHONE NORTHWEST, 
MUTUAL oF OMAHA INSURANCE ANO ELDON /UNGAR/ 


THERE AND PATRONIZE OUR 
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Kellogg. American Dairy 
Join Prune Board in Push 

The Prune Advisory Board, San 
Francisco, is launching a major 
advertising campaign in Novem- 
ber. Cooperating with the board, 
for the second consecutive year, 


Appliance Service 
is big Business 


eeoeoeoeeveveeeeee 
For facts about this fast growing 


industry ask for your copy of 
Market File “A”. 


| 


aa) 
505 N. LaSalle -St., Chicago 10, Wl. 


will be Kellogg Co., Battle Creek, 
and the American Dairy Assn., 
Chicago. 

Color ads are scheduled in Good 
Housekeeping, Ladies’ Home Jour- | 
nal, Chain Store Age, Institutions, | 
Progressive Grocer, Restaurant | 
Management, Supermarket News, | 
Super Market Merchandising, Vol- | 
ume Feeding Management, and 
Voluntary & Cooperative pret 


Magazine. Kellogg will merchan-|ought to know says that 90% of 
dise the prune all bran muffin rec- the promotional material received 
ipe with the grocery trade and on|by variety stores “never gets out 
“House Party” of the stock room because it 


Art Linkletter’s 


show over CBS-TV. 


Pompeiian Names Lavenson 
Pompeiian Inc., Upper Darby, | 
Pa., manufacturer of storm and 
screen windows and doors, jalousie 
windows and awnings, has named | 


Philadelphia, as its agency. 


JACKSON 
BUILDING 
PERMITS 
UP 162% 


iLavenson Bureau. of Advertising, | 


|summarized the reports of the 


|vided a 13-point composite check 
list for supplier sales promotion 
| material: 


| 
| 


| 


,and ease customer selection? 


|in use? 


| with more merchandise per foot? 


| 
| 
| 


Most Displays 


|such as price and use? 


Don't Aid Variety (ie 
Stores: Shockley ~~ 


New York, Nov. 8—A man who! 


doesn’t fit store requirements.” 
He’s Loren C. Shockley, vp in 
|charge of merchandising of Mc- 
| Crory-McLellan Stores. Mr. Shock- 
ley was chairman of the ‘judges 
committee for the first annual va- 
riety sales promotion awards spon- 
sored by Chain Store Age Oct. 25. 
In his statement, he said, he 


judges, who came from the top ten 
variety store chains. He also pro- 


1. Does the material do the basic 
selling job of answering customers’ 
"unspoken questions on basic facts, 


2. Does the material encourage 


3. Does it make selling points 
that are not visible to the cus- 


mie LE BE 


Dacron Nytan Cotton 


F Wash a’ Wea 
= l 


Advertising Age, November 14, 1960 


<< SUNGLASSES 


UNANIMOUS 
CHOICE—The 
judges committee 
at the Chain 
Store Age awards 
program came up 
with six selec- 
tions of point of 
sale material for 
which their en- 
thusiasm was 
unanimous: 
Scotch tape, 
Wearever pens, 


tomer’s eye? 
4. Does it visualize the product 


5. Does it increase sales per foot 
6. Does it sell a complete assort- 


ment in compact space? 
7. Does the package add to sell- 


Who is 
transportation 


— 
Traffic executives in shipper companies. They buy it \\C. \{c 
freight transportation, warehousing, port services. 

They influence purchases of materials handling and 
packaging equipment. 


management? 


ate 


pee ee 


A building boom is underway in Jackson, 
Mississippi with major public works projects 
and private construction a big 162% ahead of 
the last census year . . . no wonder Jackson 
and its 16-county retail trade zone now rank 
as a major market. As a unit, this area also 
ranks 7th in the nation in gross farm income. 


From dramatic growth like this, you can 
expect dramatic sales results from advertis- 
ing in Mississippi's leading newspapers— 
The Clarion-Ledger and Jackson Daily News. 


Co-Owners WJTV (TV) WSLI (Redio) 


Members of federal and state regulatory agencies, 
such as ICC, CAB, FMB. Their decisions affect all 
transportation. 


By 


im, 


A AMEE INE PERE TS 


Traffic, financial and operating executives in com- 
mon carrier companies. They influence purchases of 
rail and highway equipment, materials handling, 
communications equipment, systems and procedures. 


What one magazine 
do they all read? 


eee rea 


Se OE Sei Bie IRR RGR Ss Oe it ig SARS 
Decision-making men in all three groups read — have to 


read — TraFFIc Wor.p, the weekly: newsmagazine of 
transportation management . . 


. because this is the one 
and only source of detailed, accurate news, rates and 
regulatory data covering all forms of transportation 
and analytical articles on technology and regulatory 
law. Ask Trarric Worip (230 Park Avenue, New 
York 17) for a copy of the 16-page booklet, “The 
Transportation Management Group.” 


two Helen Neu- 
shaefer cosmetic 
pieces and pic- 
tured above, Fos- 
ter Grant sun- 
glasses and Na- 
turflex bras. 


ing qualities? 

| 8. Does_the material promote 
| higher ticket tradeup items? 

| 9 Does it identify with current 
'consumer advertising? 

10. Does it dramatize current 
promotions? 

11. Does it exploit seasonal pro- 
| motions? 

12. Does it sell quality? 

13. Over and above these points, 
does the material fit the specific 
specifications of each chain?: 

Mr. Shockley said, “Too many 
manufacturers still spend big dol- 
lars on materials that variety 
stores cannot use. They’re not 
designed for variety counters— 
either over-sized or in wrong di- 
mensions. No matter how good the 
promotional material is, it’s got to 
| fit our counters to do the job.” 


|@ Richard D. Groberg, editor of 
Chain Store Age variety editions, 
told the awards program that cur- 
rent variety store promotional ma- 
terial must meet four basic chal- 
lenges. 

e It must take over the selling job 
on the counter. 


e It must make the space the 
merchandise takes up more pro- 
ductive. 
e It must convert consumer ad- 
_vertising into more sales at the 
counter. 
e It must have a _ velvet-glove 
selling quality about it. 

More than 300 manufacturers, 
advertising and chain store execu- 


tives were present at the awards 
meeting. + 


Boating Publication Bows 


Boating Products News, a trade 
paper covering the consumer ma- 
rine market, will publish its first 
issue in January. The tabloid-size 
paper will have an initial circula- 
tion of 30,000. Ad rate for a b&w 
page is $950. No announcement 
was made on the publishing fre- 
quency of the publication. Publish- 
er is Boating Products Publishing 
Co., Hudson, Ohio. 


EWRR Opens in Montreal 
Erwin Wasey, Ruthrauft & Ryan 
has opened a Montreal office at 
1310 Greene Ave. Gerald Nason, 
formerly in the EWRR ofiice in 
Toronto, has been named manage! 
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Let’s face 
the facts 


about media selection 


When you come face to face with the problem of 
selecting one publication over another . . . and 
you find that one definitely leads the field in: 


. paid circulation 
. total circulation 
. renewal.percentage 
. plant coverage 
. number of advertisers 
. exclusive advertisers 
. New advertisers 
. advertising pages 
. advertising dollar volume 
. readership studies won 
. editorial pages 
. editorial balance 


as PURCHASING Magazine does — is 


there any problem at all in selecting the best 
magazine to reach industrial purchasing agents? 


MAGAZINE 
Sells the man who buys 


A Conover-Mast publication » 205 E. 42nd St.,.N.Y.17, N.Y. @Qiae> 
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Wrenn to Rippey, Henderson 
Theodore W. Wrenn Jr. has 
joined--Rippey,; Henderson, Buck- | 
num & Co., Denver, as administra- 
tive assistant on the Mountain 
States Telephone & Telegraph Co. 
account group. Mr. Wrenn was for- 
merly an automotive sales special- 
ist and sales analyst at Gates Rub- 

ber Co., Denver. 


Carter Names Thompson 

Charles L. Thompson, formerly 
director of marketing of Flexonics 
Corp., Maywood, Ill., has been 
named to the new position of di- 
rector of marketing of the Carter 
carburetor division of ACF Indus- 
tries, New York. 


Ross Joins Tilds & Cantz 

Jon Ross has resigned as vp of 
Miller, McKay, Hoeck & Hartung, 
Los Angeles, to join Tilds & Cantz 
Advertising, Los Angeles, as an 
account supervisor. 


An imaginative few of the 
READING. VIEWING and 
LISTENING PUBLIC 
may try to interpret your copy 
or script to be 
LIBEL, SLANDER, INVASION OF 
PRIVACY, VIOLATION OF COPYRIGHT, 
PIRACY or PLAGIARISM 


Good timing suggests being ready for 
such events by having our Special EXCESS 


INSURANCE before the claim arises. it is 
adequate for its special purpose and 
reasonable in cost 
For details and rates, write 


EMPLOYERS REINSURANCE 
— CORPORATION — 


Ce i. Tenth. Kansas City, Me. 
07 William 1788 y 
St Jackson St 


UE 


James 


ADS IN EDUCATION—Alden James, senior vp and di- 
rector of sales, Outdoor Advertising Inc., spoke on 
“Advertising’s role in education” at the Advertising 
| Federation of America’s third region meeting in 


Key Marketing to 
Wise, Not Gullible, 
Buyer, Warne Says 


Cuicaco, Nov. 8—“The spend- 
ing of money remains a back- 
ward art, often plagued by the 
consumer’s lack of scientific 
knowledge, his gullibility, and 
the not-infrequent warping of 
the truth by the seller.” 

In this situation, according to 
Colston E. Warne, president of 
Consumers Union, consumers 
today “have been rapidly mov- 
ing in two diametrically op- 
posed directions.” 

e On the one hand, Mr. Warne 
told Chicago chapters of the 
American Marketing Assn. and 
American Statistical Assn. last 
week, is a group which is “‘con- 
stantly being victimized by high 
pressure techniques and which’ 
represents, on the whole, a ma- 
nipulated mass, possessed of 
| scant discernment and accorded 
little protection against its own 
failure to comprehend the new 
forces of persuasion which seek 
to mold its actions.” 

e At the other end of the spec- 
trum, he noted, “we have an in- 
creasingly discerning and piv- 
otal group of buyers who are in- 
sistent upon quality, who by 
|their force and prestige are 
Kintner compelling producers to be 


Richmond, Va. Also on the program were the con- more responsive to the consum- 
ference chairman, David Martin, account executive, 
Cargill, Wilson & Acree; and Earl W. Kintner, chair- 
man of the Federal Trade Commission. 


er voice and are making. it prof- 
itable as well as imperative-for 
business to bring out new, genu- 
ine product innovations.” 


_... The spectacular shot is not always the bread 
and butter shot. It's that ability to sink putts 
consistently inside 6 or 8 feet which sepa- 
rates the pros from the amateurs. And so it is 
in business, too. Thereal pay-off comes 
when television and radio stations also pos- 
sess that ‘quality touch’’... a touch which is 
evident in day in and day out practices so 
vital in producing a winner. May we put this 
winner to work for you? 


Repreanted by 


- oy ae 


The Original Station Representative 
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—~t-Howard Dieht Advertising; New | 


The “organized consumers” in 
this latter group—more particu- 
larly the members of Consum- 
ers Union—are discerning in the 
matter of advertising, labeling, 


Overpaid, Chief 
price lists, “planned obsoles- 


Execs Tell ‘Dun’s’ cence” and other factors of mar- 


New York, Nov. 8—If you are a | keting, Mr. Warne said. 
top marketing executive, chances | 
are your boss thinks you're over-| wil] be alert to the organized 
paid. consumer movement rather than 

That’s one disturbing conclusion | to the gullible fringe to which 

for marketing men, at least— | they have in the past been prone 
drawn from the latest poll of cor- | to cater,” he said. , 
porate presidents published by| “Jn the long run, the pressure 
Dun’s Review & Modern Industry | of events must inevitably bring 
in its November issue. ever-stronger emphasis upon 

After posing the question, “Look- | quality standards and perform- 
ing at industry generally, what) ance characteristics and compel 
functions on the top executive lev-|an improvement of marketing 
el (e.g., finance, marketing, pro-| practices.” + 
duction, industrial relations, etc.) 
do you believe tend to be over or ‘Times’ Appeals Libel Suit 
under-compensated in relation to A $500,000 judgment against 
others?” the magazine concluded | the New York Times and four 
that “generally, marketing seems| Negro ministers has been 
to be top management’s leading | awarded to Montgomery, Ala., 
candidate for the function most| police chief L. B. Sullivan, who 
likely to be over-compensated to-|elaimed an ad in the Times li- 
day.” beled him. Attorneys for the 

newspaper said they would ap- 
s This damning appraisal of the peal the judgment to the Ala- 
marketing man’s relative worth, bama supreme court. 
Dun’s Review added, was con- 
curred in by a ratio of 15 presi- | PUAA Copy Contest Set 
dents to one. The “presidents’ pan-| The Public Utilities Advertis- 
el” is composed of 170 chief)ing Assn.’s 38th annual better 
executives of leading U.S. manu- copy contest for 1961 will offer 
facturing companies. + |awards in 20 individual classi- 
fications. Deadline for entries is 
Hal Grater Resigns |Feb. 1, except for annual re- 

Hal Grafer has resigned as head | Ports, which are due by April 1. 
of the toiletries division of J. B.|Information on the contest is 
Williarns Co., New York. He re- | 4vailable from W. L. Perdue, 
mains with the company in an | contest chairman, Kansas Pow- 
\advisory capacity while making | &T & Light Co., 800 Kansas Ave., 
future plans. No successor has been | Topeka. 


| pamed. Ottawa's 2nd TV Planned 


| 
E. L. Bushnell, formerly head 
Rushlow Joins Giannini |of Canada’s Board of Broadcast 


rhe nel E. von te a been | Governors, has been granted..a 
named to the new post of director | ,ormit to operate a tv station in 


of marketing of Giannini Controls | Ottawa, competing with the Ca- 


|Corp., Duarte, Cal. He formerly | nadian Broadcasting Corp. out- 
| was manager of sales and contracts tat” Bite. Bustinell said work on 


at the missile and space vehicle hal 
transmission towers would be- 
| department of General Electric Co. | ees ‘i 


| gin immediately. 

_WBNY Names Risman 
WBNY, Buffalo, has named 
| York, has named Dan Wright Jr.,| Robert S. Risman Advertising 
|formerly ad and sales promotion | Agency, Buffalo, to handle ad- 
manager of Harrison Radio Corp., | vertising, public relations and 
an account executive. promotion for the radio station. 


Top Marketing Men 


s “If marketers are wise, they 


| Diehl Names Dan Wright 


Advertising Age, November 14, 1960 
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COLORFUL gf 


—then why /et your printing be drab? 


This insert is printed on Beckett Offset, 
Canary, in the new Satin Shell finish. 
Note the velvet texture. Here you have the 
printability of the uncoated paper and the 


sheen (without glare) of a fine coated paper. 


This finish offers exceptional resistance 
to smudges and fingerprints. 

Satin Shell finish is now carried 
in stock. The four-carton minimum is no 
longer required—orders for 1 carton or 
more can now be filled for 
immediate delivery. 


We're not talking now about multi-color printing, which is fine when 
the budget will support it. 


We are talking about one-color printing (colored ink) on colored 
paper, just as it's done on this insert. Screening parts of the illustra- 


tion, and perhaps some of the type, gives many pleasing variations 
of the basic coior of ink. 


The added cost is negligible. Colored inks cost only a little more 
than black inks; colored paper (we make it in various grades and in a 
wide range of colors) costs only a little more than white paper of 
equal quality. 


Try this idea on your next one-color job. A nearby Beckett 
merchant will be glad to supply samples of Beckett colored papers. 
Ask him, too, for a free copy of our demonstration packet, titled 
““How to Put Color into Your Printing’. 


THE BECKETT PAPER COMPANY « Makers of Good Paper in Hamilton, Ohio, Since 1848 
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ALABAMA 
Graham Paper Company........... Birmingham 
Sloan Paper Company........... Birmingham 
Partin Paper Company cov eee Mobile 
ARIZONA 
Butler Paper Company oa . . Phoenix 
Graham Paper Company ... Phoenix 
Zellerbach Paper Company Phoenix 
Graham Paper Company......... . Tucson 
ARKANSAS 
Roach Paper Company Little Rock 
Western Newspaper Union . Little Rock 
CALIFORNIA 
Zellerbach Paper Company Emeryville 
Zellerbach Paper Company......... Fresno 
Butler Paper Company Los Angeles 
Zellerbach Paper Company Los Angeles 
Zellerbach Paper Company Sacramento 
Butler Paper Company San Diego 
Zellerbach Paper Company San Diego 


Pacific Coast Paper Company t 


San Francisco 
Zellerbach Paper Company 


San Francisco 


Zellerbach Paper Company has San Jose 
COLORADO 
Butler Paper Company........ : ... Denver 
Graham Paper Company ................ Denver 
Butler Paper Company...... . Pueblo 
CONNECTICUT 
Carter Rice Storrs & Bement, Inc...... . Hartford 
Henry Lindenmeyr & Sons .. Hartford 
Carter Rice Storrs & Bement, Inc. New Haven 
Henry Lindenmeyr & Sons New Haven 
DISTRICT OF COLUMBIA 
The Barton, Duer & Koch Paper Company 
Stanford Paper Company 
FLORIDA 
Jacksonville Paper Company. . Jacksonville 
Evergiade Paper Company... i Miami 
Central Paper Company A Orlando 
Capital Paper Company . Tallahassee 
Tampa Paper Company. rf oe aa oo ae 
GEORGIA 
Sloan Paper Company cess, Atlanta 
Whitaker Paper Company ... Atlanta 
Macon Paper Company .. .Macon 
Atlantic Paper Company Savannah 
ILLINOIS 
J. W. Butler Paper Company ; Chicago 
James White Paper Company Chicago 
J. W. Butler Paper Company... Peoria 
INDIANA 
Butler Paper Company ; Evansville 
C. P. Lesh Paper Company. .... Evansville 
Butler Paper Company Ft. Wayne 
The Central Ohio Paper Company Indianapolis 
The Chatfield Paper Corporation Indianapolis 
C. P. Lesh Paper Company Indianapolis 
Mid-States Paper Company Terre Haute 
1OWA 
J. W. Butier Paper Company Cedar Rapids 


Western Newspaper Union ..Des Moines 
Weber Paper Company Dubuque 


Western Newspaper Union Sioux City 
KANSAS 

Butler Paper Company ... Wichita 

Graham Paper Company. ... Wichita 
KENTUCKY 

Graham Paper Company oye ... Louisville 

Louisville Paper & Mfg. Co........... Louisville 

Rowland Paper Company........ . . Louisville 
LOUISIANA 

Butler Paper Company New Orleans 

Graham Paper Company New Orleans 

Western Newspaper Union ... Shreveport 


THESE LEADING MERCHANTS SELL BECKETT PAPERS 


MAINE 
Carter Rice Storrs & Bement, Inc. . . Augusta 
MARYLAND 
The Barton, Duer & Koch Paper &. . Baltimore 
Stenford Paper Company ; Baltimore 
MASSACHUSETTS 
Carter Rice Storrs & Benient, Inc. Boston 
Lindenmeyr Paper Co., Inc. ‘ Boston 
Carter Rice Storrs & Bement, Inc Springfield 
Carter Rice Storrs & Bement, Inc. . Worcester 
MICHIGAN 
Butler Paper Company Detroit 
The Union Paper & Twine Company Detroit 
Central Michigan Paper Company . Grand Rapids 
The Union Paper & Twine Company Jackson 
MINNESOTA 
Carpenter Paper Company Duluth 
Butler Paper Company Minneapolis 
Graham Paper Company Minneapolis 
Inter-City Paper Company Minneapolis 
Paper Supply Co Minneapolis 
Inter-City Paper Company St. Paul 
MISSISSIPPI 
Graham Paper Company Jackson 
MISSOURI 
Butler Paper Company .. Kansas City 
Graham Paper Company Kansas City 
Butler Paper Company St. Louis 
Graham Paper Company St. Louis 
Butler Paper Company Springfield 
MONTANA 
Western Newspaper Union Billings 
Yellowstone Paper Company Billings 
Ward Thompson Paper Company Butte 
NEBRASKA 
Western Newspaper Union Lincoln 
Field Paper Company Omaha 
Western Paper Company Omaha 
NEW JERSEY 
Henry Lindenmeyr & Sons. . . Hillside 
NEW MEXICO 
Butler Paper Company Albuquerque 
Graham Paper Company Albuquerque 
NEW YORK 
The Hudson Valley Paper Company Albany 
The Alling & Cory Company Buffalo 
The Union Paper & Twine Company Buffalo 
The Alling & Cory Company New York City 
— 4 wage Paper Company 
Division of The Alling & Cory Co. .New York City 
Bulkley, Dunton & Company New York City 
Henry Lindenmeyr & Sons New York City 
Marquardt & Company, Inc New York City 
Nelson Whitehead Paper Corp. New York City 
The Alling & Cory Company . .Rochester 
The Alling & Cory Company... Syracuse 
Troy Paper Corporation roy 
The Alling & Cory Company Utica 
NORTH CAROLINA 
Henley Paper Company Asheville 
Caskie Paper Company, Inc. Charlotte 
Charlotte Paper Company Charlotte 
Henley Paper Company High Point 
Epes-Fi _ Paper Company Raleigh 
Raleigh Paper Company Raleigh 
NORTH DAKOTA 
Western Newspaper Union Fargo 
OHIO 
The Chatfield Paper Corporation .... . Cincinnati 
The Cincinnati Cordage & Paper Co. Cincinnati 
The Diem & Wing Paper Company Cincinnati 
The Whitaker Paper Company Cincinnati 
The Central Ohio Paper Company Cleveland 
The Union Paper & Twine Company Cleveland 
The Central Ohio Paper Company Columbus 
The Central Ohio Paper Company Dayton 
The Cincinnati Cordage & Paper Co. Dayton 


The Central Ohio Paper Company 


Toledo 


This is BECKETT OFFSET, Canary, Satin Shell finish, 8O Ib. 


OKLAHOMA 
Graham Paper Company. ..... .. Oklahoma ond 
Beene Paper Company................ Tul 
Tayloe Paper Company. ....... TFS eo 
OREGON 
Fraser Paper Company : Portland 
West Coast Paper Company........... . Portland 
PENNSYLVANIA 
Garrett-Buchanan Company ..... Allentown 
Lehigh Valley Paper Corporation... ... . Allentown 
The Alling & Cory Company Harrisburg 


Bock Paper Company Harrisburg 
Garrett-Buchanan Company Lancaster 


Garrett. Buchanan Company Philadelphia 
D. L. Ward Company Philadelphia 
The Alling & Cory Company Pittsburgh 


The Chatfield & Woods Co. of Pa. Pittsburgh 


Garrett-Buchanan Company r Reading 

Elim Paper Company ....... Scranton 
RHODE ISLAND 

Carter Rice Storrs & Bement, inc Pawtucket 
SOUTH CAROLINA 

Epes-Fitzgerald Paper Company Columbia 

Palmetto Paper Company _. . Columbia 


SOUTH DAKOTA 


Sioux Falls Paper Company . Sioux Falls 
Western Newspaper Union. . Sioux Falls 
TENNESSEE 
Graham Paper Company Chattanooga 
Sloan Paper Company Chattanooga 
The Cincinnati Cordage & Paper Co. Knoxville 
Graham Paper Company f ... Knoxville 
Graham Paper Company. ... : Memphis 
Graham Paper Company _ Nashville 
TEXAS 
Graham Paper Company Amarillo 
Graham Paper Company Dallas 
Southwestern Paper Company Dallas 
Graham Paper Company El Paso 
Southwestern Paper Company Ft. Worth 
Graham Paper Company Houston 
Southwestern Paper Company Houston 
Graham Paper Company Lubbock 
Graham Paper Company San Antonio 
UTAH 
Western- Newspaper Union Salt Lake City 
VIRGINIA 
Caskie Paper Company, Inc. Lynchburg 
Epes-Fitzgerald Paper Company Norfolk 
Epes 4 Paper Company Richmond 
B ilson Paper Company Richmond 
WASHINGTON 
West Coast Paper Company Seattie 
McGinnis Independent Paper Co. Spokane 
Allied Paper Company Tacoma 


WEST VIRGINIA 


Copco Papers, Inc. Charleston 
The Cincinnati Cordage & Paper Co... Huntington 


WISCONSIN 
Standard Paper Company Appleton 
Steen-Macek Company Green Bay 
Standard Paper Company ; Madison 
Bover Paper Company Milwaukee 
Standard Paper Company Milwaukee 


Standard Paper Company 


EXPORT AGENTS: 
Bulkley, Dunton Paper Co., S.A... New York City 
Castex Paper Export Co. New York City 
Champion Paper Corporation, S.A.. New York City 
Silleb, Inc. New York City 
Pamco Incorporated San Francisco 


CANADIAN AGENTS: 


Clark Papers, Ltd. . Calgary, Alberta 
Smith, Davidson & Lecky, Ltd 


Calgary and Edmonton, Alberta 


Wisconsin Rapids 


T. B. Little Papers, Lt Mortrea!, Quebec 
McFarlane Son & Hodgson, Ltd. Montreal, Quebec 
Whyte-Hooke Papers, Ltd Toronto, Ontario 


Wilson-Munroe Company, Ltd... Toronto, Ontario 
Coast Paper a Ltd. Vancouver, B. C. 
Mid-West Paper Sales, Ltd.. Winnipeg, Manitoba 
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Marketer's Brands Now 
Include Enco, Humble, 
Pate, Carter, Esso 


Cuicaco, Nov. 10—While Hum- 
ble Oil & Refining Co. is in the 
midst of a campaign to unite its 
five divisions under a common 
symbol, Oklahoma Oil Co.—now 
part of the Humble family—is con- 
tinuing its regional campaign to 
differentiate itself from all other 
petroleum advertisers. 

Oklahoma, now a part of the 
Oklahoma-Pate division of Hum- 
ble, is in its second year of unusual 
newspaper advertising—page ads 
featuring eye-stopping photographs | 
created by New York photographer | 
Howard Zeiff. 


The pictures contain none of the 


You will sel more 
NOW- and in ine 


more common features of a gaso- 
line ad—no station, no gas pump, 
no automobile. Usually an offbeat 
pose of an Oklahoma attendant or 
a customer fills two-thirds of the 
page, with copy driving home 
points about quality and economy 
—and, now, about Oklahoma’s re- 
lationship to Humble. 


® Oklahoma, which markets in Il- 
linois, Indiana, Iowa and Ken- 
tucky, is perhaps best known in 
Chicago for its co-sponsorship of 
the local major league baseball 
telecasts on WGN-TV, a show it 
has used—along with Theo. Hamm 
Brewing Co.—for the past six sea- 
sons. 

“We felt that we were the dom- 
inant petroleum advertiser in local 
tv with our baseball sponsorship,” 
explained Walter Kadi, advertising 
manager, “and we wanted to have 
the same kind of medium domina- 
tion during the winter months.” 

Oklahoma and its agency, Need- 
ham, Louis & Brorby, selected 
newspapers as the winter medium. 


Last year they developed the new | 


ad series and ran four ads one 


week and two ads the next in Chi- | 
cago. Two ads one week and one) 
the next were used in Indianapolis. | 

These two metropolitan areas | 


contain about 80% of Oklahoma’s 
stations and account for about the 
same percentage of sales. 

The same type of ad schedule 
began this year, following the last 
Cubs and White Sox tv broadcasts 
in Chicago, and the final “Game of 
the Week” broadcast in Indianapo- 
lis, which the company sponsored 
this year. 


= “We feel that the regular sched- 
ule, plus the unusual ad treat- 
ment, gives us the dominant posi- 
tion in newspapers,” Mr. Kadi said. 

Oklahoma’s only other advertis- 
ing is a spot radio schedule, which 
covers some 15 smaller markets 
where Oklahoma operates, in ad- 
dition to Chicago and Indianapolis. 


The company reportedly spends | 
about $1,500,000 annually for ad- | 
vertising, including a $750,000 out- | 


lay for the Cubs-Sox tv broadcasts. 


On the merchandising front, the | 
company has long offered premi- | 


um stamps with product 
chases, and had the stamp busi- 
ness virtually to itself among oil 


companies until a few years ago, | 
when stamps invaded the Chicago | 


market. Oklahoma coupons are 
worth more per dollar spent than 
most competing stamp plans, but 
they suffer from “exclusivity.” 
S&H stamps, for instance, are 
available not only at gas stations, 
but at many other retail outlets. 
Oklahoma advertising also has 
been promoting a premium offer to 
attract new business. Cases of 
Coca-Cola, kites and stuffed ani- 
mals are among the items offered 
free or at low cost with gas pur- 
chases. The company may change 
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Oklahoma Ads Seen Phase of Search 
for National Brand by Jersey Standard 


pur- | 


this slightly and offer sets of pre-! 


exposure. Despite this, the con- 
sensus is that Oklahoma has man- 
aged to hold its own with its own 
alternating commercials. 

Paul Belknap, account supervisor, 
heads up the agency team on the 
Oklahoma account. E. J. Charles- 
worth is account executive. Others 
include Dick Morgan, copywriter; 


miums (tumblers, for instance), 
one per visit, to encourage repeat 
business and establish regular cus- 


Richard Trentledge, tv writer; Don 


Zabel, tv producer, Harold Mc- 
Veigh, art director; and Ken Snyd- 
er, radio-tv creative director. 


= Oklahoma Oil Co. was formed 

in Chicago in 1936 as a gasoline 

and fuel oil marketer, with 18 sta- 
(Continued on Page 106) 
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oe 
TRUCK SIGNS 


OUR SIGN HOLDERS on your fleet of 10 
or more cars or trucks mean you can tell 
your sales story to thousands more. Write 


THE YARDER mFG.co.' FREE 
724 Phillips Ave., Toledo 12, 0. | PHOTO ALBUM 


tomers. 


} 


= The company feels it owes its, 
advertising success not only to its | 
|astute media selection, but to the | 
| originality of the advertising. Both | 
the tv and newspaper ads are | 
award winners. 

On the baseball telecasts, the | 
company’s ads appear in tandem 
with the nationally recognized 
|'Hamm’s beer commercials. Hamm 
|has the added advantage of being 
lable to use its commercials the | 
| year ‘round in several markets, | 
thus lowering production cost per | 


In JUNEAU People Buy The Products Advertised 


In This Paper 


Alaskans shop daily .. . with their 


ane 


Alaskan dailies. Call your West-Hol- 


liday man for complete information. 
One of four great Alaska Dailies 


REPRESENTED BY 


West-Hoit 


NEW YORK - CHICAGO - DETROIT - DENVER - LOS ANGELES - SAN FRANCISCO - PORTLAND - SEATTLE 


IDAY Co Inc 


| 


sales potential. 


south of Jacksonville! 


| of food sales were made. 

| 

} 

| 

| combination — now and in the future! 


Ferguson-Walker office. 


EVENING 


This aggressive newspaper combination delivers 
48.1% average daily household coverage in 24 rich busy 
West Coast and Central Florida counties—the bi 
one-buy newspaper coverage north of Miami and 


In our 24-County Sales Area live 26.1 per cent® 
of Florida’s total population. Here in 1959, 24.6 per 
cent of the state’s total retail sales and 25.1 per cent 


So, for the “big bite” of growing Florida’s tremen- 
dous sales potential, schedule your advertising in The 
Tampa Tribune and The Tampa Times low-cost 


For more facts, write us, or contact any Sawyer- 


Whatever your product, there’s a bright future for 
it in Florida — America’s fastest growing® state! 

The Tampa Tribune and The Tampa Times low- 
cost combination offers you a unique opportunity to 
get the “big bite” out of Florida’s present and future 


est 


NO OTHER 
SINGLE BUY 


Pisce 


Represented Nationally by Sawyer-Ferguson-Walker Company 


GIVE YOU THIS 
COVERAGE. 


*POPULATION — 1960 U.S. Census 
CIRCULATION — A. B.C., March 31, 1961 
MARKET DATA — SM 1960 Survey of 
Buying Power. NOTE: Pinellas County 
figures less City of St. Petersburg. 
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company. In 1958 it changed its gasoline 
Oklahoma Oil... Starting in 1957, Oklahoma be- | designations from regular and ethy] 
gan the upgrading job by stand-|to High-Q and High-Q Extra, also 
oe eed ea gy Oi eet ardizing its stations. It developed | to denote a quality image. 
Oil Products Corp., formed when the Oklahoma oval symbol, simi- The following spring, Oklahoma 
the state was leading supplier of | lar to other Jersey brand symbols, | introduced its High-Q Extra with 
oil in the Midwest. and made station pumps uniform.'HP compound, and developed a 

When Oklahoma began its spon- 
sorship of the baseball telecasts | 
in 1954 (for two years they also 
had a quarter of the radio broad- 
casts) business began to grow ra- | 
pidly. In 1956 the company was | 
purchased by Standard Oil Co. 
(New Jersey), the parent com- 
pany of Humble. 

Mr. Kadi, who had handled ad- 
vertising for Pate (another Jersey 
Standard affiliate) since 1941, was | 
brought in as an adviser on Okla- 
homa in 1957, and a year later was 
named ad manager of both com- 
panies. 

He selected Needham, Louis & 
Brorby to succeed Maryland Ad- 
vertising Co. in 1958 and began his 
first major task—giving Oklahoma 
an image of a big, dependable oil 


HUM BLE toetsy Coscany” 


Ye ere ne tater Sm cenarmes o wt kee teghetr meee meen seer ore 


Wouldn't you feel the same if it happened to you? 


A we've Bittle swelled up wlth prithy intety, donee ry to anderetamd (lebetn ara, 


PMR NEE EE MIT 
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as are ney pervertal = you ane let be get wikere poate gring and 

wre money Neti (me sou'te meme to Seema ae en 


highly successful slogan—‘“Put a 
tiger in your tank.” Two-color 
newspaper ads pictured a yellow 
and black tiger tail protruding 
from an auto gas tank. (The tiger 
slogan was subsequently adopted 
by Carter Oil Co., another Jersey 
Standard company.) A series of 
tv spots using a live tiger was also 


No one knows better how big the U.S. is 
than the media buyer who charts a national 
campaign. What a great satisfaction to 
know that you can sew up 73,496 square 
miles of it—103 counties in 5 states— 
with just one time buy, one rate card. 
KELO-LAND is that fantastic market area. 
KELO-LAND tv is the advertising power that Oe 3 Gt On ie ge Ce aaa 
delivers it te you—completely, simultane- i: , oe 

ously, no gaps! ? 


PRINT CAMPAIGN—When Oklahoma Oil Co. entered newspapers on a 

regular basis last year, they used unusual ads such as one featuring 

a “hot rod grandma.” The series continues this year, with emphasis 
on Oklahoma’s tie-in with Humble. 


requires FULL TIME EXPOSUR 
at The point-of sale... 
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AMDCO Counter Merehandieor for 


The point of sale is where ail your 
_. merchandising and advertising 
efforts come into focus...where 
your product image registers, 
the impulse clicks, and your sale 
is completed... write or call for 
AN AD METAL DISPLAY 


"ADVERTISING METAL DISPLAY 60 enero am te 
ere le of pre mec q ; ~ 


| CHIGAGO 6O “y 4621 W. NINETEENTH ST. / Bishop 2-1242 * NEW YORK 36 / 11 W. 42nd ST. wT LOngacre 4-8256 


CBS - ABC 


KEL@ LAND 


KELO-tv SIOUX FALLS: and boosters 

KDLO-tv Aberdeen, Huron, Watertown 

KPLO-tv Pierre, Valentine, Chamberlain 
JOE FLOYD, President 


Evans Nord, Gen. Mgr. — Larry Bentson, V.P. 
Represented by H-R 
in Minneapolis by Wayne Evans & Assoc. 


ay 


ee 


sales, more eae wr 


developing a profit picture j 


MERGING PAINS—Color spread in The Saturday Evening Post shows 

how Humble Oil avoids trademark problem. One of the “five lead- 

ing ...companies” is indicated on the map in lower right only by 

oildrop symbol. That represents Esso Standard, but since other 

Standard companies in the U. S. have territorial rights to the Stand- 
ard name, Esso can’t be advertised nationwide. 


developed later (AA, April 25). 

In May of 1959, Oklahoma added 
the Goodyear tire and battery line 
to its stations, to provide a wider 
range of customer services. 

During all this time, of course, 
the company shuffled and ex- 
panded its station locations, taking 
advantage of the growing suburban 
areas. In 1958 Oklahoma moved in- 
to Indiana with the acquisition of 
Gaseteria Inc., a 263-station chain 
operating in the Hoosier state. 

Further expansion was made in- 
to Iowa and Kentucky, as well as 
| smaller cities and towns in Illinois 


|}and Indiana. 


s Today Oklahoma operates about 


me wy stations and has about 24%2% 


of the retail gasoline business in 


; | Illinois and about 2% in Indiana. 


| The Pate Oil Co. portion of the 
|new Oklahoma-Pate division, op- 
a about 200 outlets in and 
around Milwaukee and reportedly 


m8 |does about 3% of Wisconsin’s re- 
s | tail gas business. 


| The last phase of the image- 
building program for Oklahoma is 
|the one now in progress—tying in 
| the company with its parent, Hum- 
|ble Oil. Through national maga- 
'zine ads and Humble’s ads on 
|college football broadcasts on 
| ABC-TV, Oklahoma gets added ad- 
| vertising support in its marketing 
| area. 
| Despite the-success in establish- 
jing itself as a major competitor 
|in the Midwest, the Oklahoma 
|symbol faces an uncertain future. 
Earlier this year, Jersey Standard 
| reorganized the company, changing 


" |itself to a parent company exclu- 


|sively and naming Humble as its 
|major operating arm (AA, April 
18). The five regional companies— 
Humble, Carter, Pate, Oklahoma 
and Esso Standard—are now divi- 
f | sions of Humble. 

As a consequence of this change, 
|it is expected that Humble is mov- 
ing towards the marketing of a 
single brand name throughout the 
country. Already the various divi- 
sions have put Humble signs on 
their stations, and the Humble af- 
filiation is an important part of 
the regional campaigns. 


}@ A new brand name, Enco (de- 
rived from Humble’s designation 
as ““America’s leading energy com- 
pany”) is now being used in 
Carter territory and in Humble’s 
Ohio outlets. 
| It is reported that Pate will give 
| way to the Enco name soon. 
Despite this, company officials 
}say that the future of its other 
brands names is yet to be decided. 
It would be possible, for instance, 
|to advertise: “Get Enco gas at your 
Oklahoma (or Esso, etc.) station.” 
But this would put a crimp in 
Humble’s national ad plans. The 
1911 consent decree which broke 
| the former Standard combine into 
|exclusive Standard marketing ter- 
|ritories provides the problem, and 
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HECTOR’S HOOKED— 
Oklahoma’s crea- 
tive tv ads during 
Chicago baseball 
broadcasts helped 
boost sales. One 
animated series 
featured Hector, 
the Oklahoma 
coupon collector, 
getting in various 
types of trouble 
while trying to do 
an on-the-spot 
report from an 
Oklahoma sta- 
tion. 


radio station. 


| Bob Lyte Joins WLBW-TV 

| Bob Lyte has been appointed | 
advertising director and film buy- 
er of WLBW-TV, the new Chan- 
nel 10 in Miami. Mr. Lyte previ- 
ously was promotion director of 
Tribune Publishing Co., which in- | 
cludes the Tacoma News Tribune, | 
KTNT and KTNT-TV, Tacoma, 
and WWL-TV, New Orleans. 


KICN Appoints Two 


Dick Shireman, previously sie 
eral manager of KISN, Portland, 
Ore., has been appointed general 
manager of KICN, Denver. Thomas 
|P. Duggan, formerly an account 
executive with KICN, has been | 
promoted to sales manager of the | 
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this is evident in Humble’s initial 
national magazine efforts. 

“Five leading regional oil com- 
panies become one!” reads the ad 
headline. But the map shows only 
four names—Carter, Pate, Okla- 
homa and Humble. The fifth one, 
Esso Standard, is designated only 
by the Happy Motoring symbol, be- 
cause the Esso name cannot be used 
in advertising reaching into other 
Standard company areas. 


s If Humble wants to standardize 
its advertising throughout the 
country and can find no way to 
overcome the Esso brand problem, 
it has no choice but to drop Esso 
Standard in favor of Humble-Enco. 

Perhaps the decision to do that | 
already has been made, and a 
timetable for the change-over al- 
ready been set. Perhaps inter- 
company discussions on the mat- 
ter are still taking place. One 
thing seems inevitable: If Humble 
drops so well-known a name as 
Esso, it will surely do the same 
with Oklahoma. 

If the future of Oklahoma is still 
to be decided, Oklahoma officials | 
can sit down with Humble man-| 
agement and tell their story. They | 
can make a strong case for retain- 
ing a symbol so carefully and skil- 
fully nurtured into a strong com- 
petitive position in the Midwest. + 


| 
| 
| 


Weekley, Frank Affiliate 
Weekley & Valenti, Houston, has 
affiliated with Clinton E. Frank 
Inc., Chicago, effective Dec. 1. 
Weekley & Valenti will work with 
the Frank agency on Continental 
Oil Co., which recently appointed 
Frank as its agency (AA, Oct. 17). 
The Houston agency formerly han- 
dled sales promotion activities and 
collateral material for Conoco on a 
separate basis; now these functions 


will be coordinated with the Frank | : 


agency’s work on the account. 
There is no change in ownership 
of the two agencies. 


Valley Sets $50,000 Budget 

Valley Chamber of Commerce, 
Weslaco, Tex., will invest $50,000 
in regional advertising this season 
to encourage tourists to visit the 
lower Rio Grande Valley this 
winter. Last year, the valley at- 
tracted 150,000 visitors, who spent 
$50,000,000, a 16% gain over the 
preceding year. Advertising will be 
concentrated in midwestern news- 
papers. 


New McGarvey Coffee Bows 

McGarvey-Atwood Coffee Co., 
Minneapolis, currently is introduc- 
ing a new product—McGarvey- 
Atwood Flame Room coffee—in 
the upper Midwest. The new prod- 
uct will be promoted with a six- 
month radio push on 11 Minneapo- 
lis and St. Paul stations, which will 
run more than 1,000 spots monthly. 
Pidgeon Savage Lewis Inc., Min- 
neapolis, is the agency. 


Center Names Dubin 


Robert J. Dubin, a social psy- 
chologist, has been promoted to di- 
rector of research for the Center | 
for Research in Marketing, Peek- | 
skill, N. Y. Mr. Dubin joined the | 

| 


company last year. 


Advertise where you can do business 
with dealers and their wholesalers 


Hardware Age helps you reach the successful mer- 
chants who can specify and move your products 


In most lines, hardware wholesalers sup- 
ply 65%-75% of the products sold in 
hardware stores. But they recognize 
wide differences in buying power among 
dealers. Those with retail hardware sales 
of $30,000 to $1 million and more sell 
almost ten times as much as dealers be- 
low $30,000. These larger dealers make 
up only 61.7% of all store units, yet ac- 
count for 89.7% of all retail hardware 
volume (1). They are in a sound posi- 
tion to specify and move your products. 

These are the dealers from whom 
Hardware Age solicits subscriptions — 
and no retail subscription is accepted 
unless it is from a bona fide hardware 


outlet that stocks and sells broad lines 
of hardware merchandise (2). 

Result — Hardware Age gives you 
circulation concentrated among retail 
subscribers and their wholesalers who 
are good prospects with whom you can 
do business! 


According to A. B. C. Publishers’ State- 
ments, June 30, 1960, Hardware Age 
leads the second A. B. C. publication 
in Average Total Net Paid Circulation, 
38,096; in Total Retail Circulation, 
26,256; in Total Wholesale Circulation, 
7,811 (3). 
These are facts, not opinions! 


Through M:-2&®, the Hardware Age Marketing Assistance Pro- 
gram, you can have, free, the latest sales figures on the hardware 
market. Tell us what products you sell or intend to sell. We will 
send you the M*A:P Merchandise Category Summaries which 
include these products. And to help you select the most effective 
medium for your hardware trade advertising we'll send you the 
1961 Advertising Schedule Planning Guide. 


Your advertising will meet 


HARDWARE AGE’S 


Marketing Assistance Program 


can help you here: 


NATIONAL SURVEY. A scientific 
sampling of 41,000 hardware stores. 
Covers 224 hardware products in 
nine categories. Shows total retail 
and average sales volume. Percent 
of stores carrying each product. 
Number of brands carried and where 
purchased. 


CHILTON RESEARCH 
SERVICES. The Chilton Company 
research department is available — 
for a reasonable fee—on an inde- 
pendent, fully confidential basis to 
manufacturers, agencies and others 
for conducting market and product 
research, 


GENERAL COUNSELING FROM 
HARDWARE AGE STAFF. The 
marketing experience and knowledge 
of the Hardware Age organization is 
at your service. Advice on such key 
problems as cataloging, pricing, dis- 
counts and distribution. 


VERIFIED LIST. The most com- 
plete list of hardware wholesalers in 
the industry. Includes names, ad- 
dresses, territory covered, lines 
handled and buyers for 538 general 
hardware wholesalers in the U.S. and 
Canada — plus 1,350 manufacturers’ 
agents. 


CENSUS OF RETAIL 
HARDWARE DEALERS. Inciudes 
all 41,000 known hardware retailers 
broken down into volume groups by 
states. Census maintained daily for 
extremely accurate research and pro- 
motion uses. 


MAILING SERVICES. Keyed to the 
Hardware Age Census of Retail Hard- 
ware Dealers—the most accurate, 
complete, up-to-date lists in the 
business. 


MERCHANDISE DIRECTORY 
NUMBER. Lists 6,888 hardware pro- 
ducts with 9,845 cross references. 
Gives manufacturers’ names, ad- 
dresses and more than 25,000 brand 
names. 


MERCHANDISING SERVICES 
Promotions by Hardware Age adver- 
tisers can be supported with such 
items as tear sheet folders, post 
cards, bookmarks and easels. 


MEDIA HELP. Helpful material for 
the media buyer: readership studies, 
page sales analyses and a Planning 
Guide giving valuable information on 
the hardware markets. 


More Eager Readers in Fax Hardware Age 


A Chilton @ Publication 


@ Member NB P| 


Chestnut and 56th Street 
Philadelphia 39, Pa. 
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EARLY PLANNERS—James T. Aubrey Jr., president, 
CBS-TV, and chairman of the Brand Names Week 
planning committee for 1961, and Henry E. Abt, 


Graff Zaucha 
AWARD WINNER—Patricia Zaucha, advertising department librarian at 
Blue Cross-Blue Shield of Michigan, hangs a plaque for first place 
in the first division award from the Michigan Associated Press 
Broadcasters’ Assn., given for a half-hour video tape medical doc- 
umentary, covering a typical night in the emergency section of a 
hospital. Lou Graff, director of advertising and public relations for 
the Blue Cross-Blue Shield organization, and Charles Snell, vp, Ross 

Roy-BSF&D, agency for the company, look on. 


, HONEST INJUN— 
Gail Andrews 
nibbles a dill 
spear before 
whooping down 
on the turkey. It’s 
her way of telling 
you the National 
Pickle Packers 
Assn. will pro- 

e “Holidays 
Are Pickle Days” 
from Nov. 15 to 

Jan. 1. 


PHOTOGRAPHIC REVIEW 


Aubrey Abt 
president, Brand Names Foundation, discuss plans 
for the week-long promotion. Brand Names Week 
will be held May 4-14 in 1961. 


Carlson 

Shaw Heymann 
EXCELLENCE—Signode Steel Strapping Co., Chicago, and its agency, 
Reincke, Meyer & Finn, won the Purchasing Week achievement 
award for creating advertising effective in fulfilling the information 
needs of the purchasing executive. At the presentation were S. E. 
Heymann, director of marketing, and C. H. Carlson, advertising 
manager of Signode; Seth Jewell, account executive of the agency; 
Steven J. Shaw, district manager, Purchasing Week; and Al Paxton, 

vp, McGraw-Hill Publishing Co. 


Jewell 


SACKED—Current samples of Instant 
Yuban Coffee come in this minia- 
ture burlap gunny sack, made by 
Chase Bag Co., to accent the rare, 
aged, coffee bean theme for the 
General Foods Corp. product. 


THE WINNER—WCBS Radio’s Jack Sterling (left) congratulates Peter 

West, account exec at BBDO, New York, on winning first prize in 

the Jack Sterling golf tournament for advertising men. The prize: 
Three days at the Dorado Beach & Golf Club in Puerto Rico. 


cs ae 


Schieffelin 
cies were present at the Miami meeting. Here Mr. 
Kahn participates with William J. Schieffelin III, 
vp of Schieffelin & Co., drug company, in an inter- 
by Paul Frank over Radio.. Station WINZ, 
Miami. 


Kahn 


Frank 
DRUG VETERANS—Henry Kastor Kahn, chairman of 
Kastor, Hilton, Chesley, Clifford & Atherton, recalls 
that 37 years ago he was the only advertising agency 
man to attend a convention of the National Whole- 
sale Druggists Assn. This year, more than 25 agen- 
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Of the top ten markets in the U. S., nine are cities but one is a state! Iowa, with a population of 2,807,700 
ranks after New York, Los Angeles, Chicago, Philadelphia, Detroit and Boston. The unique circulation of 
the Des Moines Register and Tribune puts Iowa in the top ten — it reaches nearly 70% of the whole state! 
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EVERYWOMAN'S FAMILY CIRCLE MAGAZINE 


EVERYWOMAN’S FAMILY CIRCLE MAGAZINE @ OCTOBER 1958 


niatiias EVERYWOMAN’S FAMILY CIRCLE MAGAZINE @ NOVEMBER 1958 


On any typical day—5,250,000 homemakers who buy Family Circle set 19,000,000 places at their dinner 
tables. These homemakers approach meal planning with pleasure and creativity. According to a six - month 
study by the Institute for Motivational Research, homemakers rely on Family Circle for the best in food and 
recipe content. They consider it useful, practical, authoritative. They find an abundance of new and interesting 
ideas in the magazine’s food articles, illustrations and advertisements. More than half the readers save their 
copies for future reference. Good reasons why Family Circle is the essential medium for food advertisers. 
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Advertising Age 


Feature Section 


P&G's Morgens Blasts Ad Critics 
Creative Man Slaps GE's. Hands 
Diamond Discusses Privacy, Publicity 


Tyler's Kudos for Top Ads 


Opinions expressed here are those of the writers, an. rot necessarily those of Advertising Age. Comments are always welcome. 


Management View ... 


_ THE NATIONAL NEWSPAPER OF MARKETING 


Morgens of Procter & Gamble Decries ‘Nonsense About 
Advertising,’ Lists Nine Principles in Reply to Critics 


“It is incumbent on all of us to see that plausible, well-intentioned, but misleading philosophies are not al- 
lowed to sap the great vigor which advertising injects into our economic system,” says Howard J. Morgens, 
president of Procter & Gamble. “One way to do this is to make sure that advertising is more widely under- 
stood.” With that in mind, Mr. Morgens, addressing the National Industrial Conference Board's annual market: 
ing conference in New York in September, enumerated nine points which “we at Procter & Gamble regard as 
some of the most fundamental” in advertising and which he presented to further the understanding of adver- 
tising. Mr. Morgens’ talk, which performs that function notably, is presented here in its entirety. 


By Howard J. Morgens 


President, Procter & Gamble Co., 
Cincinnati 

I see in the audience a good many 
friends of mine both from advertising 
agencies and from companies which use 
advertising successfully in their business. 
I’m complimented that you are here, of 
course. However, it is a rather exacting 
assignment to speak before a group such 
as this, which is just as familiar with my 
subject as I am. 

Mr. White did try to build me up a bit 
by referring to my company as one of the 
largest advertisers in the United States. 
That was very nice of him in a way. 
But in another way I’m not so sure. In 
these days of antitrust investigations, I 
can’t heip having somewhat mixed feel- 
ings about such a remark. 

As long as the point has been raised, 
however, I might say just for the record 
that the National Industrial Conference 
Board reports that over $11 billion was 
spent for all advertising last year. The 
largest advertiser in the country—who- 
ever that may be—and regardless of the 
number of different products he had to 
support—probably spent only about 1% 
of the total. And, of course, every adver- 
tiser competes with all others for the 
time and attention of the consumer. You 
can see then that, in reality, I represent 
a company which has only a very small 
voice in the total chorus. 


s In thinking about what I might say to 
you about a subject with which you are 
all familiar, it seemed to me that the sim- 
plest and perhaps the most effective 
and authoritative thing I could do would 
be to tell you what we in Procter & 
Gamble regard as some of the most fun- 
damental points about advertising—from 
a general management point of view. 
Our company, as you know, has used 
advertising for a long time in many dif- 
ferent parts of the world. We sell our 
products in a number of different coun- 
tries with economies. ranging from the 
fairly primitive all the way up the scale 
to ours in the United States. We adver- 
tise in countries with many different types 


of governments; with many different laws 
and public attitudes affecting advertising; 
and with media and techniques which are 
not nearly as well developed as ours are 
here. Perhaps, to some degree, this expe- 
rience gives us an unusual vantage point 
to observe certain fundamentals about 
advertising, quite apart from the vicis- 
situdes which affect it at any given mo- 
ment here in the United States. 

Some of these fundamentals, in our 
judgment, cannot be repeated too often. 
They need constant clarification and in- 
terpretation. After all, there is a great 
deal of nonsense about advertising cir- 
culating today. Madison Avenue seems 
to be replacing Wall Street as a whipping 
boy. The best answer to all this, it seems 
to me, is to restate certain basic prin- 
ciples concerning it: 


1. Advertising Without Good Sales 
Effort, Product, Price Is Wastetul 

First of all, I want to start with a defi- 
nition of the kind of advertising I’m talk- 
ing about. I’m talking about the advertis- 
ing of consumer products as distinct from 
industrial products. More specifically, I’m 
talking about consumer advertising used 
in conjunction with well-organized sales 
efforts and in support of good quality 
products which are priced right for the 
market place. When advertising is not 
used in this manner, it is often unproduc- 
tive and wasteful. When it is used in this 


way, it can be very efficient and produc- 
tive. 


2. Advertising Is Not Separate Entity, 
It's Only Part of Total Selling Job 

In connection with this definition I 
would like to make a special point of the 
fact that advertising is only a part of the 
total selling or distribution job. 

Because advertising is so highly visible 
to the public, there is a disposition to re- 
gard it as an entity, separate and com- 
plete in itself. It’s not. 

From a general management point of 
view, advertising can’t be intelligently 
considered apart from other aspects of 
selling and distribution. From a public 
standpoint, advertising alone should not 


be either praised or damned for its effect 
on the economy. It is the combination of 
selling functions which provides the mo- 
tive power. 

It is meaningful, therefore, to appraise 
advertising expenditures mainly in com- 
bination with other costs of selling and 
distribution. There is, after all, no basic 
difference between the cost of advertising 
and the cost of salesmen. Salesmen are 
needed to get the manufacturer’s brands 
into the retail outlets. Advertising is 
needed to move them out of those outlets 
into the hands of the public. The margins 
required by wholesalers and retailers are 
also essential parts of the total cost of 
distribution. Expenditures for all these 
functions—sales, advertising, wholesaling 
and retailing—all have the same basic 
purpose and all are required to sell prod- 
ucts to the consumer. 

The cost of each of these functions 
varies greatly between different indus- 
tries and even between different products 
in the same industry. Therefore, adver- 
tising expenditures alone are not an ac- 
curate or complete measure of relative 
selling costs or relative selling power. 


3. Selling Consumer Is Necessary Job; 
Advertising Is One Way to Do It 

Within the over-all distributing effort, 
advertising’s chief role is that of selling 
the consumer. It is essentially a form of 
salesman to the consumer. 

But it is not the only way to do that 
job. Advertising competes with other ways 
of selling the consumer and this point 
should not be overlooked. 

In some countries, it competes with 
bazaars, street markets, peddlers who 
shout their wares, and the equivalent of 
old-fashioned pitchmen. 

In our country, as one example, it 
competes with door-to-door salesmen. 
Don’t think they aren’t still operating 
here. One of our major competitors in the 
toilet goods field, for example, relies 
mainly on such salesmen for selling its 
products to the public. 

Most importantly, however, advertising 
competes with private brands owned by 
large retail organizations which are stead- 


Howard Morgens 


ily growing in size. It has been estimated 
that almost 20% of total grocery sales, 
for example, is currently in retail owned 
brands. And, of course, most nonfood 
items are also subject to retail label- 
ing. Retail owned brands now represent 
in the United States very important and 
powerful competition to advertised brands 
of all kinds. 

Occasionally one hears talk of a tax 
on advertising. If the cost of advertising 
should be increased disproportionately— 
through taxation or some other measure 
—these other methods of selling the con- 
sumer would certainly benefit. 

However, regardless of the method, this 
job of selling the consumer must be done 
in every country and in every type of 
economy. Since the job must be done, it 
is naturally desirable to do it as effec- 
tively and efficiently as possible. 


4. Advertising, for Us, 
Is Best Way to Sell 

We in Procter & Gamble believe that 
advertising is the most effective and ef- 
ficient way to do it. If we should ever 
find better methods of selling our type of 
products to the consumer, we'll leave ad- 
vertising and turn to these other methods. 

There are certain broad basic reasons 
for advertising’s great effectiveness—rea- 
sons which go beyond mere dollars and 
cents calculations. They are fundamental 
to any appraisal of advertising from a 
general management point of view and 
they comprise my next few points: 


5. Advertising Creates Markets 

Advertising can and does create new 
markets. It can do this more rapidly, more 
intensively and less expensively than 
any other method of selling the consumer. 

In our own industry the rise of per- 
sonal cleanliness has closely paralleled 
the rise in advertising of soaps and de- 
tergents in every country in which 
we do business. In the United States, the 
social desirability portrayed by adver- 
tising of the daily bath, the daily clean 
shirt and clean white teeth have produced 
cleanliness habits which are still rela- 
tively new in our society. 

This is not to contend, of course, that 
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advertising created a desire for cleanli- 
ness where none existed previously. Only 
small boys have ever contended that it 
was not desirable. What advertising did 
was to remind people of something they 
wanted and to tell them about products 
that encouraged and facilitated cleanli- 
ness. 


s This general point about advertising’s 
ability to create new markets does not 
need much positive documentation here. 
In fact, advertising is currently being 
criticized in some quarters for doing this 
job too well. It is said to force people to 
buy products that they do not want. I'd 
like to digress just a moment in an effort 
to clear up this misunderstanding. 

I'll say categorically that no amount of 
advertising can force any large number 
of people to buy things they do not want. 
Advertising can only create a new market 
for products which fill a genuine—though 
often unexpressed or latent—consumer 
want. In other words, advertising cannot 
develop a consumer want except where 
the need or desire previously existed— 
even though it may have existed in un- 
recognized or dormant form. 

This is more than just semantics. Some 
people may say that what people are un- 
aware of, they don’t want. In the same 
sense that “ignorance is bliss,”’ that’s true. 
But people certainly won’t buy a great 
many things that they might be made 
aware of. The basic need or desire must 
be there to begin with. 


® This is also more than just a theory. 
Let me illustrate how it works in actual 
practice: 

Before setting out to create a new mar- 
ket for a new type of product, most so- 
phisticated companies go through a proc- 
ess of testing that product with the con- 
sumer. 

As part of this testing process, a group 
of people are asked to use the product 
“blind”—that is, without exposure to ad- 
vertising, without a brand name, without 
labels or glamorous packaging. If the 
consumers so tested respond to the prod- 
uct favorably, if they recognize it immedi- 
ately as “something they’ve wanted” or 
“would like to have”—then the company 
involved has a chance to develop a new 
market for it. 

On the other hand, if—in the testing 
process—consumers should not respond 
favorably to this new type of product 
when exposed to it without advertising, 
then the surest way to go broke is to 
spend advertising money trying to create 
a new market for it. 

There may be exceptions to this. How- 
ever, based on our own experience, it is 
about 99 44/100% correct! 


6. Advertising Lowers Prices 

Another fundamental point about ad- 
vertising is that, properly used, it does 
lower costs to the consumer. This is an- 
other point that never seems to be ade- 
quately understood. 

It is true that advertising does, in it- 
self, add to the cost of a product. How- 
ever, it also results in savings that—in 
most instamces—are greater than the 
cost of the advertising. It does this in 
many ways: 


a. It brings about savings in manufac- 
turing costs. This is well-known, of course. 
Advertising helps produce large volume 
on specific standardized items and this is 
what makes mass production methods 
possible. 


b. Advertising also brings about sav- 
ings in other types of distribution costs. 
The high volume which it creates lowers 
the salesmen’s cost per unit. It also means 
rapid turnover for the retailer, which in 
turn makes lower retail margins possible 


—without reducing the dealer’s profit on 
capital invested in inventories or shelf 
space. In this way advertised brands 
have helped make the low cost super- 
market operation possible. And dealer 
margins, as I said, are one part of the 


total cost of distribution. 

c. Advertising also brings about sav- 
ings in buying, financing and many other 
business operations. Properly used, it 
tends to produce more stable volume week 
in and week out. Stability of volume re- 
sults in great efficiencies and economies 
in practically everything that a company 
does. 


s Time and again in our own company, 
we have seen the start of advertising on a 
new type of product result in savings that 
are considerably greater than the entire 
advertising cost. When we consider all 
types of production costs, all types of dis- 
tribution costs and all other operating 
costs, the use of advertising clearly results 
in lower prices to the public. 

Once a mass market has been created 
for a certain type of product—and once 
mass production equipment and _ tech- 
niques have been developed for that type 
of product—it is, of course, possible for 
someone else to take a free ride for a 
time by selling the same type of product 
at a lower cost by not using advertising. 
However, it would be a great fallacy to 
go on from there and to infer that all such 
products would be cheaper if there were 
no advertising on any of them. In fact, 
the contrary would be true. 


7. Advertising Furthers 
Product Improvement 

Probably the most important point 
about advertising today, and one that is 
least understood, is its role in product 
improvement. It plays a tremendous part 
in the constant upgrading of consumer 
products. 

Advertising cannot sell a poor product. 
It might induce people to try it once. But 
it cannot build an enduring business on 
such a product. That has been proven 
over and over and over again. In fact, the 
quickest way to kill a brand that is off in 
quality is to promote it aggressively. Peo- 
ple find out about its poor quality just 
that much more quickly. 

I’ll go further. Advertising cannot sell 
a product for very long in a competitive 
market if that product stands still qual- 
ity-wise! 


s Advertising offers a quick, effective 
way for anyone to tell the world that he 
has improved his product. Assuming the 
improvement is genuine, the public is 
quick to notice it and the return on the 
advertising expenditure is greatly en- 
hanced. There is a constant struggle, as 
you know, to make one’s marketing dol- 
lars work more and more effectively. This 
struggle acts inevitably as a spur to the 
development of better and better prod- 
ucts. 

Research people, of course, are con- 
stantly searching for ways to improve the 
things we buy. But believe me, a great 
deal of the prodding and pushing and sug- 
gestions for those improvements also 
comes from the advertising end of the 
business. That’s bound to be because the 
success of a company’s advertising is 
closely tied up with the success of its 
product development activities. 

Furthermore, when a company is con- 
fident of its ability to acquaint the public 
quickly with a product advance, it is more 
willing to invest dollars in the research 
which is needed to bring that improve- 
ment from the laboratory to the consumer. 

In this way, advertising and scientific 
research have come to work hand-in- 
glove on a vast and amazingly productive 
scale. No other form of consumer selling 
has yet demonstrated this ability to foster 
product innovation. The direct beneficiary 
is the consumer, who enjoys an ever- 
widening selection of better products and 
services. 


8. Advertising Increases Competition 

All of these points bring me logically 
to still another one which is so obvious to 
us who know advertising that it often 
goes unexpressed. 
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Here's Grist for the Mill 


Why are people throwing away both headlamps 
when one still lights? 


“SST erm GENERAL QD ELECTRIC 


If Vance Packard’s new book, “The Waste Makers,” goes to a second edi- 
tion—and we are all too concerned that it will—this GE ad would make su- 
perb backing for his central thesis: That American manufacturers are inter- 
ested primarily in creating the most wasteful possible use of the products they 


It is completely understandable that GE would urge us to scrap both our 
headlamps in order to enjoy the improved illumination provided by the new 
GE lamps. But—is this sufficient justification for urging us to discard a still 
usable lamp? A lamp, undoubtedly when introduced, proclaimed as being the 


Couldn’t an argument have been presented that it would be to a driver’s 
benefit to have the same candlepower in both headlamps? Why must one 
throw away a still functioning piece of equipment? 

Even if Mr. Packard’s book had not appeared, we would have resented the 
suggestion that we squander. GE advertising, by and large, has evidenced so 
high a degree of interest in the welfare of the consumer, we are honestly 
shocked at the implications of this message. + 
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Phogross bs Our Most bmportant Procect 


It is that advertising increases competi- 
tion. 

Many of us here can remember in the 
1930s and early 1940s when advertising 
was frequently criticized in academic and 
governmental circles for being wasteful, 
ineffective, and parasitical. One of the 
purposes for starting the Advertising 
Council was to demonstrate the effec- 
tiveness of advertising to people in gov- 
ernment by using it in public service 
causes. 

Today, the pendulum has swung to the 
other extreme. Advertising is now being 
criticized for being too effective. It is so 
effective, we are told, that it may lead 
to monopoly and restraint of competition. 

This criticism is most certainly based 
on a misunderstanding, because one of 
the most fundamental characteristics of 
advertising is that it forces one to be com- 
petitive. 

It seems to me that a recapitulation of 
what I’ve already said covers this point. 


For example—advertising will not work 
effectively if the product is not fully com- 
petitive in quality. This forces constant 
competition through product improve- 
ments. 

Advertising will not work effectively if 
the product—quality considered—is not 
fully competitive in price. This forces con- 
stant competition through cost reduction 
programs. 

Advertising will not work effectively 
unless the sales and other distributing 
functions are on their toes. This forces 
competition through vigorous competitive 
selling and merchandising. 

Any company with a new product idea 
can, through advertising, tell the world 
about it in short order. This opportunity 
spurs competition through the creation of 
new products. This in turn means that 
established products must improve in or- 
der to live. 

The very essence of advertising is that 
it is an instrument of competition. If one 
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A strong simple selling idea... dramaticall 


They say a noisy noise annoys an 
oyster. To be heard above all the 
noise advertising makes today, you 
have to say it simply, say it fast, and 
say it memorably. We try to put this 
rule to work in the advertising for... 


General Foods Corporation 

The Procter & Gamble Company 
Pepperell Manufacturing Company 
Association of American Railroads 
American Express Company 

Avco Corporation 

The Norwich Pharmacal Company 
Carling Brewing Company 
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Philip Morris, Inc. 

Mutual Of New York 

H. C. Moores Company 

Railway Express Agency, Inc. 
International Business Machines Corp. 
S. C. Johnson & Son, Inc. 

Florida Citrus Commission 

Western Union Telegraph Company, Inc. 


Kentile, Inc. 
Schick Incorporated 
Allied Chemical Corporation 


Savings Banks Association of the State of N.Y. 


Shulton, Inc. 
Chemical Bank New York Trust Company 


(Clients listed in order of length of service.) 
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BENTON & BOWLES, INC. 
New York, N.Y. 
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believes in competition—and we surely 
do—it is hard not to believe in advertis- 
ing. To our mind it is completely irra- 
tional and certainly contradictory to be 
for competition and against advertising. 


9. Advertising Doesn't Hinder Schools 
and Other Wants in ‘Public Sector’ 

The fundamental points about adver- 
tising which I have been discussing also 
help provide an answer to one of the chief 
current arguments against it. That argu- 
ment goes about as follows, and I'll try 
to summarize it as fairly as I can: 

Advertising is a poor way to allocate a 
nation’s resources. It directs the nation’s 
resources to those consumer wants that 
can only be satisfied by commercial prod- 
ucts and services. Other consumer wants, 
such as education, hospitals, highways 
and urban reconstruction—all of which 
are said to fall in the “public sector”’— 
are thus neglected. Therefore, our econ- 
omy is not as well balanced as it ought 
to be. 

I am not one to sneer at the proponents 
of this argument, for they are doing a 
service in directing attention to one as- 
pect of our economic life that requires a 
lot of thought. All of us are vitally con- 
cerned about schools, hospitals, highways 
and the problems of urban blight. I per- 
sonally have spent a considerable portion 
of my time on such matters for many 
years. I have read the development of this 
argument sympathetically; I have thought 
a great deal about it; and I’d like to offer 
these comments: 


a. First of all, it ought to be pointed out 
that this country now has the best schools, 
the best equipped hospitals, the finest 
housing and the most extensive highway 
system in the world. What’s more, our 
rate of providing all these things has 
been stepped up enormously in the past 
decade when one considers both private 
action and governmental action at the lo- 
cal, state and federal levels. I’m not say- 
ing that there isn’t room for or a need for 
further improvement. I’m just saying that 
we should recognize what has been ac- 
complished—and is being accomplished— 
to keep the picture in proper focus. 


b. Secondly, it should be pointed out 
that these items which are said to fall 
into the “public sector’ have plenty of 
pressures behind them. If, as is said, ad- 
vertising tends to put pressure behind 
commercial products and services, our po- 
litical system tends to put a great deal of 
pressure behind the noncommercial items. 
In fact, much of our political mecha- 
nism in this country seems to exist for the 
purpose of detecting, arousing and satisfy- 
ing people’s wants. Some of our politicians 
appear to make a career out of telling peo- 
ple what they should want and then of- 
fering to get it for them. What’s more, the 
media of the nation are available for this 
purpose—usually without charge. 


I am not implying all this is wrong. I 
am merely saying that there is a balanc- 
ing factor to the pressure behind the com- 
mercial products. The balance may not 
be everything that some people think it 
should be, but by and large the people of 
this country get from the government as 
well as from private manufacturers just 
about what they want. 


c. Once we depart in any substantial 
way from giving the people the oppor- 
tunity to decide for themselves what they 
want, I really do not know who in gov- 
ernment or what government procedure 
is wise enough to “allocate” the nation’s 
resources in the people’s best interests. 

In the Soviet Union, incidentally, the 
government put massive sports arenas, 
subways with crystal chandeliers, and 
vast and elaborate exhibit buildings for 
propaganda purposes ahead of housing 
needs of the people. In Russia also the 
national government had to issue an edict 
directing architects to make their build- 
ings less ornate so that they would be less 
expensive to build and to maintain. The 
architectural results were not something 
to be desired. For myself, I'll swallow 
occasional “tail fins” on automobiles to 
give free rein to design. 


d. Above all, I believe there is room in 
this country for the full play of private 
initiative plus whatever is needed for 
such things as education and medical care. 
If there isn’t room for both—all argu- 
ments are off as far as I’m concerned. But 
I think definitely there is room for both, 
and I think it is essentially a backward 
philosophy to argue that private endeavor 
must be curbed so that the government 
can “allocate’”’ more of the resources of 
the nation in the way it thinks is best 
for the people. 


e. Finally, let us recognize that the 
selling and distribution complex of this 
country, of which advertising is an essen- 
tial part, is one of the most ingenious ever 
contrived by man to give vigor and drive 
to an economy. Let’s recognize also that 
this vigor and vitality in our economy 
are what make it possible for us to pro- 
vide whatever we need to remain the 
first nation of the world in such matters 
as education, hospitals, highways, urban 
renewal, and what have you. 

We who know the practical workings of 
advertising all have a job to do. It is in- 
cumbent on all of us to see that plausible, 
well-intentioned, but misleading philos- 
ophies are not allowed to sap the great 
vigor which advertising injects into our 
economic system. One way to do this is 
to make sure that advertising is more 
widely understood. Indeed, it is too vital 
a factor in the economic life of this coun- 
try not to be brvadly understood. I hope 
that in some small way my discussion of 
it this evening will contribute to such an 
understanding. = 


What They Were Saying 25 Years Ago... 


Walter Hanlon, advertising manager, 
Macfadden Women’s Group, discussing 
the difficulties of advertising censorship 
in his new book, “Breaking Into Adver- 
tising” (AA, Dec. 9, 1935): 

“Who is to say when a product is in the 
public good? Who is to say when the in- 
dividual has received his money’s worth? 
Who is to judge the pleasure and satisfac- 
tion derived by the individual? 

“When a soap advertiser deplores ‘cos- 
metic skin,’ is he hurting cosmetic adver- 
tisers? When a deodorant advertiser 
claims ‘no separate applicator’ does he un- 
fairly attack a competing product without 
this feature? When a gelatine dessert ad- 
vertises ‘Avoid ill-smelling gelatines,’ 
should all other gelatine desserts take of- 
fense?”’ 


G. Munro Hubbard, president of Dore- 
mus & Co., New York, addressing the 
Chicago Financial Advertisers in Chicago 
(AA, Dec. 16, 1935): 

“Since banking is not a primary com- 
mercial impulse, but only the channel 
through which that impulse flows, it is un- 
reasonable to expect banking to perform 
any valuable service in getting us out of 
the depression until the stream of busi- 
ness itself has begun to flow more freely. 

“Therefore, let us direct our attention 
to the things which are damming up the 
stream of commerce and remove all pos- 
sible obstructions to its unimpeded flow, 
instead of wasting precious time in curs- 
ing the dry bed of the stream for not be- 
ing full of water.” 


Advertising Age, November 14, 1960 


What's Doing on the Legal Front... 


The Right of Publicity 


By Sidney A. Diamond 
Member of the New York Bar 


The right of publicity is a comparative- 
ly new expression in the law. It first ap- 
peared in an opinion written by Judge 
Jerome Frank in 1953. Although it has 
been involved in only a handful of cases 
since that time, the 
right of publicity 
has been the topic 
of a considerable 
amount of discus- 
sion in legal circles. 

The right of pub- 
licity can be defined 
as the right to ex- 
ploit a person’s 
name or picture 
for commercial pur- 
poses. This sounds as 
though it might be 
very much the same as that older and 
more familiar legal expression, the right 
of privacy. However, publicity rights and 
privacy rights are designed for different 
purposes. As we shall see, the creation of 
the right of publicity as a new doctrine 
helps to solve some legal problems in the 
marketing field that were covered either 
inadequately or not at all by the concept 
of the right of privacy. 


Sidney A. Diamond 


® A person’s right of privacy keeps him 
from the unwanted glare of publicity. It 
was proposed originally for the purpose 
of protecting individuals against the kind 
of journalism that published private gos- 
sip, as distinguished from real news 
events. Later, its most practical aspect 
was to prevent the use of a person’s name 
or picture in advertising without his con- 
sent. This feature of the right of privacy 
explains why it is now standard practice 
to get written releases even from profes- 
sional models who pose for advertise- 
ments. 

It was obvious almost from the begin- 
ning that nobody’s right of privacy could 
be guaranteed absolutely. Anyone, no 
matter now self-effacing, might become 
the subject of a legitimate news story—by 
getting involved in an automobile acci- 
dent, for example. Then there is another 
class of people who voluntarily give up 
their privacy rights by deliberately invit- 
ing publicity. Chief among these are pro- 
fessional entertainers and athletes, who 
need and demand publicity to advance 
their careers. 


s The law developed further as new 
kinds of situations were presented in 
actual litigation. Balancing the interests 
of the public in getting the news and the 
interests of the private individual who 
became newsworthy by accident rather 
than by choice, it was decided that a 
dramatization of a factual news event 
would not be permitted without the con- 
sent of the individual who was imper- 
sonated. The professionals, however, 
found that courts generally took the posi- 
tion that they had waived their privacy 
rights by putting themselves in the pub- 
lic eye. An actress, for instance, was 
unsuccessful in preventing a burlesque 
theater from displaying her picture out- 
side the lobby; a prize-fighter could get 
no compensation for the use of his picture 
on the cover of a magazine; and a football 
player was unable to halt the use of his 
photograph on a calendar without his 
consent. 

Of course, nobody could go so far as to 
use a celebrity’s name or picture in an 
actual advertisement without his consent. 
But it was somewhat illogical to base a 
system of paid endorsements, commercial 
tie-ups and the like on a release of the 
right of privacy when the personalities 
involved really had no privacy to protect. 

The legal inconsistency was pointed out 


forcefully by a judge of the highest court 
of New York state in a case where an 
animal trainer sued unsuccessfully for 
invasion of his right of privacy. He was 
hired to perform his act between halves 
of a professional football game, and the 
entire act was televised in spite of the 
fact that he had specifically withheld 
permission for television broadcasting. 
The judge said that this man couldn’t 
really be complaining about any violation 
of his privacy because he voluntarily per- 
formed in front of several thousand spec- 
tators at the football stadium; his real 
complaint was that he had not been 
compensated properly for the television 
rights over and above his fee for the live 
performance. This case was decided in 
1952 and it is idle to speculate what the 
court might have done if the animal 
trainer had sued for damages on a differ- 
ent legal theory; he did insist on claiming 
a violation of his right of privacy and the 
court refused to allow him any compen- 
sation at all on that basis because it was 
completely unrealistic. 


® There is still another deficiency in the 
concept of the right of privacy as the 
legal foundation for the commercial ex- 
ploitation of a celebrity’s name or pic- 
ture. The right of privacy is something 
that belongs to the individual; therefore, 
it is only the individual himself who can 
complain about an unauthorized use of his 
name or picture. As a practical matter, 
this means that an advertiser who has 
purchased exclusive rights is in no posi- 
tion to protect himself against an infring- 
er. If the celebrity refuses to sue (and 
there might be many reasons why he 
should), the advertiser would be power- 
less," because the right of privacy that the 
infringer is violating belongs to the celeb- 
rity, and not to the advertiser. 

It was a case of this kind that led to 
the opinion by Judge Frank in which a 
right of publicity was recognized for the 
first time. The litigation was about base- 
ball cards distributed with bubble gum, 
an item of considerable interest to the 
consumers of that particular commodity 
and thus of considerable importance to its 
manufacturers. 


@ One bubble gum company had made 
exclusive contracts with a number of ball 
players for the right to use their names, 
pictures and biographies on cards to be 
packed with its gum. Photographs of the 
same players began to appear on the 
baseball cards distributed with a compet- 
ing brand of bubble gum. Chewing gum 
company “A” thereupon brought suit 
against chewing gum company “B” to en- 
force its exclusive rights. The baseball 
players themselves did not join in the 
action. 

The legal situation was recognized as 
an unusual one, and the complaining com- 
pany asserted various alternative theories. 
One of these was that the players had re- 
leased their rights of privacy exclusively 
to company “A”; but the court threw that 
claim out because those rights belonged to 
the individual players and the chewing 
gum manufacturer therefore was in no 
position to enforce them. 


@ Judge Frank went on to explain that 
this really wasn’t a case of privacy rights, 
anyway, for reasons such as those sug- 
gested above. Going further, he expressed 
the view that a celebrity, like a profes- 
sional baseball player, has a property 
right in his own name and picture that 
can be the subject of commercial ex- 
ploitation. Contrasting this with the pri- 
vacy that such a personality really doesn’t 
want, Judge Frank called it a right of 
publicity. That kind of commercial right 
can be dealt with by means of license 
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| LATIN 
B AMERICA... 


IN 


... new schools are sprouting everywhere, in the 
cities and the countryside. Throughout Latin Amer- 
ica there is a growing hunger for learning and a re- 
alization that only education can freethe peoplefrom 
the tyranny of the past; only education can light 
the way to a better life. Today, the shining new 
school bell is a symbol of the growth, the progress 
and the future of the South American continent. 


Latin Americans have a LIFE of their own —LIFE 
EN ESPANOL —in their own spirit, in their own idiom. 
LIFE EN ESPANOL has a circulation of 370,000* in 
Latin America and more than three million readers 
each issue. These readers —the great majority leaders 
in business, government and community life —look 
to LIFE EN ESPANOL for a clear, colorful, compre- 
hensive picture of their hemisphere and their world. 
(A picture which is vividly drawn in authoritative, 
often exclusive articles and photographs.) They are 
your best customers in Latin America . . . and you 
can reach them best in LIFE EN ESPANOL. 


Li . 6 Rockefeller Center 


EN ESPANOL [ipuiiiebedns 


PROMOTING BETTER UNDERSTANDING 
BETWEEN THE AMERICAS 


* And four ways of using it. LIFE EN ESPANOL provides four 
editions to pinpoint your market: the edition for all of Latin 
America, and regional editions for the Caribbean, Mexico, and 
all but Mexico. 


Photographed especially for LIFE EN ESPANOL by Peter Anderson. 


In Mexico, each bell represents a new school in the crusade for rural education. 


: ae as ee wa ae 5 Sees Ua oy 
ene Ere teca, aa Ae ean. ie 
yoo kc renee ee lee et Goo ee Oey. ae tee? Se 
; rn oo ‘eee atc aes Ae Be ae ae - we ae é ee. ee gE AS ae ‘eae 

Te heat os nen ca 9 fos Stine ee eee ee cae 1 a — il cote oe eae ee Se nee r PY? a ee 

Sia es ote ga ae = oe bene eae. ene eee aon cso eee 3 ase t See ee a! co ea 
See I i eOew ckdh eas. 8 ae ae or Wey eee ees Rae Niet ok one ae eSee ee ree ee aT ee ae 
- ‘ Mbhes Ot tea eed ee eae ee le oe sae. won| Se te ae ree! Ren xe: ep ipaaree Foe. ar og = re ee Jt PA ae 
‘ os Gy en met sng tee aes faeces eae een ee EY ST! 2 aes Pai yh Se cae ate ee Rc ee vee RE Og pas, | Ae an 
Re ga ecg penis i; Gee (A a a ce ne ee Se seine a Eh, f Fei NS 
Be i on, See ee cape eee Macy pete gS er ee keer eT oe aah a ae ERS es em Le Le “, 
aii! {oo eee a al ote uae see anaate eon tie te i Me ae Be a ie ae = gS 6 ae Pee ae ie oe 
. ’ : aE eae ae SS ea ee ste Oey ie i eet -g- ee ees hae hoy eee ae Maan 6." Sener ae 
, 32 iss ol So nea i iS eee plo iee ES ae aba aomamee: Oe Pesan (Meepe  «: 
. Se ae Oe me Ee ON ees Bit 4 i, ae ae WE. oe oe 
s : he gcse eee Oe ae ae eee 
. : Se a “o. ioe i a Pet 
ei ue 
- = we ee 
: on a Bead 
PE os ede. pcm _: Ae aa . . : 
te oe ee eee in ee See 2 
' So ae — Rene A aie 8 A Ss, eee ea pgs. Want... Sues api b es ie 
mae i) ia 2 eee ne Re Le tes em ce ae OP ne ae es ee ae: ie 
/ peo eg 3 eer : 7 stat, See Reor EERE TTS NOE ee. aaa Pg ee. ° 2 ea aaa aa ‘ 
A RR eet a ye ete ye 6 a Hi & eda Re ote ie ern aaa ar ean 
ry : a. eee ae ae ieee tes ee ae 50 ek Reet geet is Tae Cc a re em Le 
ee P pp E Ss ae eee eee ae big iar ee ae Eloi ne e 3 Be aie Corea 
A cee 2 3 aes Re rca ee, - ae ee ea Bue oS 
in : ¥ ey es af . : F *s er 5 Sea" Sea as aes a Soa: eg ee eg eae er. Pi prc yie zs 
| Rohe ete 2 ttt Sere oe Se eae 
or } ere ona - ies 3 ee Pe “eg rs: eee Foes bat ee pee. 
Ce ee ae Bete ee vgs ip -  a, (al ae iy ae 
aS ; <a Siete Mes” Bi. . es fit, ag --s — —- oe ae oa wat See: ; 6: 
aoe ie) ss Bee = ar ae * Sage Pt Bere a 
PS = ( teens 2 >. a se Soa eer eae : 
re al 5 eee Ee. es “ ue = ¥* is cow Sac ay no rae i a ace <s ae ve 
é Aue 4 ee ea Bt ay eee stages 
1e : Yes nS MES oH 5 ae = a a 
NR at a: se Pees, a Soon ts reg eal joe 
eee 3 : 7 . ae al see Bae Ee 4 Sh : 

g 7% ' RS « ai) § ZS eae Re ee be Wey 

‘ e “* a 3 lets mrss: Aaa Sarees Se  . 

’t + ; y » 3 ata SH ee sillier 6: Fs! STN eee Peccts 
‘ * " y q zi - by eal oS ae Siege Oa Sy ae Dh Bi 
yn ~: we ; ee ‘Wiles: a ae : = ors : 
r- ree, <a & ee. Pe ee i Ee. Mee ~ _ 
i Pa: teed Sa ee, ee a a ae - ry ee 
C- i pe Oe "IS MS 9 cian See R ei co : Sore 
‘ ’ le eae ‘eae a or See a : meee Ueto 

- ee ote Se tte, ae sl ee tee < Gagnon, 
2n k . ir E ue 8 7 as td ee ted ‘ 
> . ge : ‘ A nee RE age i ties ’ é 
on 2 See cm _ ee Ba ee aif 4 : 
ve  . ea ts i z Sa ee . SS M 

a ia ips. = - é 43 iis f ee ae a ee aS 4 .¢ 
ne cg Pgs a a ee a, ae A : reap rind P 
z 2S a. oe a ee . jal? ae aes hy . ae ee , ard - Meg ROY a 4 
: a oe me ie Ms ae. wo Ss aa Shea a % < 
T- . eee eg cl. ae ee aa eee oe) SS { - ee ae a d Sa ele 
ng x ‘4 4 oe ae a. eee ce ew ect “is. oe Hee nee a * ‘3 a 
= a a sage ae a Be ers - ‘ PO a a aaa eee : srr ra 
: ~ UY, » et my oe he 
he a ef re ee ORE. ‘ A 2 Ere cs a : ei 
‘: a ae Neva 4 " " Poe es q ee a Pi : ; : : Dae eeeeer as iene i a ee 
~ * ce ,? ead = > ; me 
as . i Le oO ee <a z “a 2 a oa _ asi 
a a ae _ ae ‘| y i, A a ——— i « 
3 es ee ey: _ bax _ | - Yap ae see a “gh oe 
= A ii. » ER , it * FES al ¥F : i oa. P 4 
: 5 EE PP, Ses Pye — ee eee te & 4 ‘ 4 x ye £ eons 
, - ie + =. 2 Ms See 2 me. « - ; o ea 2 Stee 
he Y be iy en ae ee a — ul ; ; : coal x og ays ae 
x- / , i. a . Nes ok oe sil ” r : 
c ae Beg ae se 4 is 

a o*e : — OU his Rees a 
n u Ze kee, r wel ieaise: ; ' ; 
re . a — .£ & ae ‘ ; iro 

’ are Se ; uk a i ment a aa 
an . bo = _ i : eS ee = rae 

F ¥ Ti ; e Ya Bee 
Le Lf Pe % ‘ _ 4 c - 
er, v Behe « = ee F ee = 4 is * — : F € 
las " as oe agen al G ei alien - a > oo c " ais ‘ 
+ r <a te : Mons a om? ; 
, es at 0 ‘a ae aa nF ia “ && ‘ 2 oe “ ssi ea -s } , 
i oes : - ad PS aad —- Le q 
ig- ‘ Peet. * +4 ee aa : we 3 : ¥ 
‘i \ ee eee , oo) Slee ae es g 
he ee ae , — wee see | > aa ji is - 
ES Sa ee 4 [4 tl "a A Pec") E F : . 
} ie SG ee ‘ a eee “te i sageoe Te os: Z “f - 
Pr - Fees F a, ay eee mt hae wre ore os ao fo 
:h — ne a cig ee it. x, * See : Oe 4 
the . a a a ia bid ag oy am i 2 cd AR Ns SC arc ae _ a 
i i) ae Cee Sik. ae P BPO reine: ae 
-b- ‘ . aie ee ree 4 Be AP - ie ee fe he ah 2 es, a ‘ 
ag : i as) g eee oe ripe Ra Y ier, ig bee id =. : 
ae -_ a fee" ee elk Rae os <i BS . 
a i te ae ee ee ae i '’ ‘ 
: ies. pa hae as a ae pec eee ee _ Bias = 4 
' enw” Sie mn a, : 4 7 c P| . wat, 3 pats Boe Dm he ee ea “ : “ay = Hei ie rx id 
se q hd ea ye Ses eee Beye aan 2? a : z qdlipir E AG) ; iia ‘i 

‘ = e tee ngs eer ee . Be tieh on. S aah ae fe ie 
m, | ge eee Ricegeiege”. 3 eo vo 
me | . an a” a oo. ae aie ae Seek 
: ' iG —_— Sri reer - oe 5 Be et “ c = ae aS 
ity t 3G ’ ~ 4a = i eo ; ‘9 sz : : aCe f x ‘is eo i 
its 5 | ae ‘ EL Pee i % aie Rs Cit ee * 

x, ez"; 5 = wl » my fF F i sis b } 
q Ps Zoe . <a. : - hae eae ' 
~~ "4 4 . . . we, oe _ 
i ce ab. «NX j - aa bl Che eo a a ia ; | 
de bat | — — | | se ‘ 
all bx eae. ago ed i e om 
Les f 4 5 . s a age <a ; »~ See 
: : aeeeu the : ’ % of ete i ; 
| ee —— nae (“a erates ee 
the ' ty’ 4 ey ae ae Tom Gere i Fos mos $ ek 
; a sts ae , a2 So ti 
owt i * cies > , . . ig - wi sai , Es ral + ee te et oa 
et- H P — es 4 > fs ; GT } = | 2 : pe prey 
L alla ea pea Co. a ee 
u | — iu Fi Be o.. e : ee ‘ 

i : eae BRE. . ae eee als | Me ie aaa, io aa ee 
suit = eae © \ fae te ed : a a epee 
en- ie rs re: a eee i - es ae 

: 3 ae Baar. 1 ee ree 3 4 7 oe ae _s Ae es 
> -: a a . ag! 

all F) ial vee e 2 - tot , 
the r —~ ae oi a a - tins 

5 ad ey = j = cue : % , ‘ 
3 Ae j Ratt 8 ‘ rt A 
. — ac ’ ce Eee ae f 5 
4 ~~ wee “<< | 
— eee, . : aa : 
i ; ae aug ee ae * ” ik = = ao am . . . 
‘ a ee pes, : . 
‘ies. al : a. a eae eran : R ae 
ely "S oe. se = a wil " 
that eS we = Ai 
2 to ” a” + ae i | Dat Ss ™ a ' é = 
he Co a , Sa & ‘ ‘ 
ying : : feed . a aes , * ig 
Se as in Nar x Rs 
no ; mae Pe Magic a : dew 
‘ee eae eee 
; te ee eet. 
Py * on ae ; ) ; 
: 4 ieee ae ee oe a 
; — - 7 ’ keen : . ‘s 
hat doar 2. , ee Fil. f - be $C, aS : - : 
|e nn earls 3 4 oe 
thts, _— a = Beye ie » ae e 
: eee ee _ Ss e ek ; - ’ 
ug- } See Pa S . se £3 
| _ a To! * for ee -, Ms i A iy se - bes . » eth wie 
. ar i : te i . vgs Bt 3 . seats 
ssed / - a : e ‘i *.. Ms ge i ae Mes Pie S oe : = Beta. " oe 

_ , Om } “e ee a 7 ~ natin iin i 

Ee . a a ea: ho 
that +, ka a | . 7 - as 

a, “—— | § : 

- i] 4 att " a ‘ ‘ % : ae i 2 
pri- j ee 7, ah = 2 Lo : ‘— 

{ ; As a . 4 
-sn’t , if PY et igi - ;  - 
t of ¥ i 4 
‘ight ; : a - As 
ense : f, 
as us 
:% eS ae ae x i: Py * 
i > Me a = or ee ou 7 ™ etng ™ : 
| 
; ne Be et ie 
; * Sie : 2 aes : cighiag 


116 


agreements, and the ccurt upheld the 
claim of company “A” which had acquired 
exclusive rights from the baseball players. 


s Another useful feature of the right of 
publicity as compared with the right of 
privacy is the intensely practical matter 
of damages. There have been cases in 
which a celebrity’s claim for invasion of 
privacy rights was not dismissed alto- 
gether, but the court allowed only the 
traditional 6¢ damages for wounded feel- 
ings. A claim for violation of publicity 
rights, however, tends to be measured at 
least by the compensation the celebrity 
reasonably could have expected if a li- 
cense had been negotiated with him on 
normal commercial terms. 

An example of this kind of case is the 
lawsuit that Ben Hogan brought success- 
fully against a book publisher about three 
years ago. The book in question contained 
twelve sections, each about a particular 
well-known golfer. Hogan complained 
that his name and photographs were 
being used for commercial purposes with- 
out his consent; and that the way in 
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which the book was written, set up and 
publicized created the impression that he 
was in some way responsible at least for 
the ideas in the section devoted to him. 
The court agreed that Hogan’s property 
right in the commercial exploitation of 
his name and photograph, his right of 
publicity, had been invaded and awarded 
judgment in the sum of $5,000. The evi- 
dence in the case showed that Hogan had 
made about $60,000 in royalties on his 
own book about golf. It may be mere 
coincidence, but there were twelve sec- 
tions in the Barnes book, and Hogan’s 
damages were one-twelfth of his earnings 
on the earlier book. 

The right of publicity, then, is a much 
more logical basis than the right of pri- 
_vacy for dealing with the commercial 
values that exist in the names and pic- 
tures of celebrities. In addition, analyzing 
these values as publicity rights rather 
than privacy rights provides several prac- 
tical advantages in dealing with the legal 
problems that inevitably arise in the 
course of exploiting a personality for 
commercial purposes. + 


A Tribute to Scott Seed 


By E. B. Weiss 


For some time, I have been remarking 
in conversations with business friends and 
with neighboring gardeners, that I thought 
the job done in recent years by O. M. Scott 
& Sons Co. is one of the truly great mer- 
chandising jobs of 
recent times. In par- 
ticular, I have de- 
clared that the Scott 
spreader was a 
classic merchandis- 
ing concept—ditto 
for its lawn im- 
provement program. 

However, it has 
remained for a good 
and old friend to put 
down in black and 
white the full Scott 
story. I refer to a series of three articles 
by Earl Lifshey appearing in Home Fur- 
nishings Daily Oct. 17, 18, and 19. 

I am frequently asked: “What is mer- 
chandising?” And I regularly answer: 
“Darned if I know.” 

But for a working example of merchan- 
dising—rather than a mere definition— 
one could do no better than turn to O. M. 
Scott & Sons Co. 


® As Earl Lifshey relates it, the Scott 
business started in 1886. But in 1949, 
Scott was doing a volume of merely 
$5,400,000. In 1960, Scott’s volume will hit 
close to $38,000,000. That’s real growth 
in . single decade! 

‘ assume, from these figures, that with- 
in ears or so, Scott will hit an 
annual ‘uroover of $50,000,000. If it ar- 
rives at ti.at annual turnover, it will be 
done in a ceim, unhurried way—and with 
a unique de ‘r.e of integrity. 


® I could lil 
from Earl's : 
mend the m 
getting those . 
Furnishings Dai. || 
read the three arti 


itional facts and figures 
-but instead I recom- 
nsible procedure of 
rticles from Home 
you do, when you 
total reading time 


would be about 15 minutes: these are 
short articles, but long on brilliant con- 
cepts and facts) may I suggest that it be 
borne in mind that it wasn’t merely the 


spreader that helped skyrocket Scott; it 
wasn’t merely a policy of selected distri- 
bution; it wasn’t merely a policy of main- 
tained prices (which I, for one, do not 
tend to favor); it wasn’t merely its fine 


advertising, or its splendid laboratories, 
or its automated machinery, or even its 
fine products that account for Scott’s 
wonderful success. 

It was a degree of integrity that tends 
to be too rare! 

I think this ingredient was also present 
in the success of Volkswagen—in the suc- 
cess of Yardley—and in some other exam- 
ples that could be cited. I think it has 
been notably absent, in recent years, in 
some of our great domestic auto plants, 
major appliance and tv plants, and in 
certain other industries that might be 
mentioned. 


= I suspect that this ingredient will re- 
gain in the coming decade some of the 
caste it has lost during the boom decade 
of the 1950s. I don’t pretend to know 
whether the ’60s will soar or slither—and 
I’m sure our economists don’t know 
either! But I suspect that an increasing- 
ly sophisticated “shopulation” will lead 
business to seek higher levels of integrity 
during the year ahead. 

Incidentally, to continue my 12 con- 
secutive years of putting a pox on our 
economic forecasters I would like to re- 
mark that just a couple of weeks ago 
Ralph J. Cordiner, chairman of General 
Electric, said at a meeting of top indus- 
trialists that; “I don’t happen to get 
greatly excited about the economists—we 
have a stable full of them and they are 
wrong as often as they are right. Frankly, 
I don’t think they know much about the 
business future.” 

But to return to my subject: I have a 
hunch, as I stated, that the pendulum, 
during the '60s, will swing back somewhat 
to a greater degree of integrity in busi- 
ness. 


® This will come about not so much be- 
cause business will “get religion’”—not at 
all. It will transpire, in my opinion, for the 
reason already mentioned—because our 
“shopulation” is becoming increasingly 
sophisticated at a fantastic rate—and the 
little dodges and short cuts that worked 
so successfully until recently won’t func- 
tion quite so successfully in the coming 
years. Sophisticated shoppers compel 
more sophisticated business programs. 


And there are few programs more 
sophisticated, in the true meaning of the 
word, than a program home-based on 


intelligent integrity. = 


Tyler Picks Ten for October... 


Advertising Age, November 14, 1960 


Unaccustomed Calm and Gentlemanliness of 
Fall Car Ads Is Big Chance for Alert Copywriter 


By William D. Tyler 


The year of the de-emphasis of the 
new-car model change took this column 
by surprise. Since the memory of man 
knoweth not, the annual fall announce- 
ments have provided the advertising busi- 
ness with its great- 
est opportunity for 
Monday morning 
quarterbacking and 
all-round contume- 
ly. We have lam- 
basted these cam- 
paigns for flamboy- 
ance, sameness, hy- 
perbole, extrava- 
gance, feature flim- 
flam; lack of specif- 
ics, image-building, 
originality — almost 
every crime in the copywriter’s book. 

Not this year. A sudden calm, an unac- 
customed serenity has hit the automotive 
ad field. Claims are muted, unspectacular, 
and altogether too gentlemanly. The ad- 
vertising seems more to be concerned 
with positioning, than with selling. Like, 
“In the heart of the low-priced field ... 
the classic look ... quality sets it apart 
... best of both worlds ... the bigger the 
compact car field gets, the better we 
look,” and on and on. 

This is very lofty advertising. No one, 
to date, has said or done anything to make 
me want to come in and look. Yet, buried 
in the copy of several advertisers have 


rt 


William D. Tyler 


been mentions of new and _ interesting 
features. But none—repeat, none—has 
been illustrated, dramatized, or really 


sold. What’s wrong with getting so 
whipped up about some feature, even a 
gadget, that you get people to come in 
and take a look? This is a copywriter’s 
opportunity. Why doesn’t somebody take 
it? Until one does, on to some ads by some 
copywriters who did ... 


Assn. of American Railroads 

The Little Orphan Annies of the trans- 
portation world are asking for a fair 
competitive break, in their advertising. 
They give as their reason that the rails 
are far more valuable to our economy 
than people realize. This ad does a power- 
ful job of making one point and making it 
unmistakably. The point: railroads move 
freight a ton-mile for only 1%¢, trucks 
for 6¢, planes 24¢. Striking layout by Ben- 
ton & Bowles’ Norm Gorbaty; ad idea, 
John Jackson’s. 


The amazing story of a Zippo that worked 
after being taken from the belly of a fish 


2 te eee eee ee 


Trig Deodorant 

The frustrated-bloodhound theme for 
this male deodorant has been good, but a 
little contrived, or so it has seemed to me. 
That is, until this current ad appeared. 
It is simple, direct, and, to my mind, fun- 
ny as all get-out. John Bergin and Bill 
Stone’s headline: “Keeps a man so odor- 
free a bloodhound couldn’t find him!” 
Excellent layout by BBDO’s Bill Petti. 
Poignant artwork by Keith Ward. 


the average cost of moving a ton of freight one mile is six cents 
by truck... twenty-four cents by airplane...and less than a cent 
and a haif by efficient, low-cost railroads. 

everyone 5 cterest publ: policy should @ve the ‘adraads Ihe oppor. 


ty to Compete with other forms of transportation on a tarr and equa! bass 
OF AMERICAN RAILROADS WASHINGTON ( 


Assn. of American Railroads 


Pharmacraft Laboratories 


KEEPS A MAN SO ODOR-FREE A BLOODHOUND 
COULDN'T FIND HIM! no <irs” or “maybe's” about new TRI deodorant. 
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Offset ! 


ee ome 9 


Prints,embosses, folds like sheets costing much more! 


Here’s a new way to go on a small budget— 
new Pinehurst Offset by Champion. Ideal for 
a wide variety of uses, including travel folders, 
maps and brochures, new Pinehurst Offset has 
been quality-tested, quality-controlled to ex- 
ceed all your requirements for a utility offset 
sheet. Fold it. Emboss it. Print black and white, 
duotone, four-color or up to six colors on it at 
top speeds (up to 7,000 impressions per hour). 


Pinehurst Offset’s bright white surface assures 


THE CHAMPION PAPER AND FIBRE COMPANY, HAMILTON, OHIO 


This is PINEHURST OFFSET, 70 Ib. 


crisp, clear reproduction, high opacity holds 
show-through to a minimum. High “pick” re- 
sistance and good dimensional stability mean 
faster press runs—fewer press stops. 


in 50, 6O and 70 Ib. basis weights, Pinehurst 
Offset can be used on sheet- or web-fed equip- 
ment. Go Pinehurst Offset on your next low- 
budget job—you’ill agree, it’s the best economy 
paper ever to hit your press! Your Champion 
Paper merchant is the man to see. 
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Don't read this 
before going to bed 


‘You may not sleep 
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Shaw-Walker 


"| take thee, Nelson...” 


| this @ case of love at first sight? Were Mew Yorkers and the new Admiration 
nods tor each sther? Early this year, cigor smokers took note of Nelson's toll 
sandsome shape i6 full inches). They sighed over the dear Havane flavor, rich with 
a —Z beautifully aged tobacco. And grinned at the attractive 
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Admiration Nelson Cigars 


Zippo Lighters 

This advertiser rolls over and plays 
dead all year until just before the Christ- 
mas season opens. Then he comes up 
with a blockbuster of an ad. This ev- 
idently keeps him well fed and happy un- 
til the snow flies again. This year’s of- 
fering is based on a testimonial entitled, 
“The amazing story of a Zippo that worked 
after being taken from the belly of a fish,” 
which not only makes its selling point 
dramatically, but does so with overtones 
of Holy Writ. The base of the ad catalogs 
the line for potential shoppers. George 
DeCoo of Ogilvy, Benson & Mather wrote 
it. David Bixby laid it out. 


Coldene for Colds 

Maybe this ad does nothing more than 
attract attention and pinpoint it on the 
brand name and use. But it does its lim- 
ited job mighty well. The ad is hard to 
pass by and the headline gag sinks home 
the name. Good, terse, vernacular copy, 
too, by Julian Koenig. “Clears his nose. 
Soothes his throat. Calms his cough. And 
restores his smile... Swallows easy. Lets 
them breathe. Lets them sleep. Lets you 
sleep, too.” Powerful layout by George 
Lois. Papert, Koenig, Lois is the agency. 


Shaw-Walker Fire-Files 

Here’s an all-type ad surprinted on a 
charred paper background. The headline 
is a stopper: “Don’t read this before going 
to bed (you may not sleep).” Story is of 


223 Wert Erie Street - Chicage 10, Minais 


Selfix Products Co. 


TRY THIS DISHWASHER FOR 60 DAYS! 


Cty Mindy Mat thee Peres Sheer thes OK Your Gomera) Eheevnie Denier re tier on 
a aie Mar tenerso ne Geememeenees «ee: 
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General Electric 


a man who thought his business was fully 
protected against fire. But when the fire 
came, he found that no insurance cov- 
ered the loss of files and records and 
books. Which leads most naturally into 
Shaw-Walker’s insulated files. Fine ad. 
Not only an imaginative presentation, but 
there’s a lot of solid meat in the copy. 
Ken Ward of J. Walter Thompson’s Chi- 
cago office conceived ad in its entirety. 


Admiration Nelson Cigars 

An ad designed to fan the flames of a 
successful introduction was run in New 
York papers for a new Admiration cigar. 
It was Mort Heineman’s idea to use the 
cigar band as a wedding ring and head- 
line the ad, “I take thee Nelson .. .” Copy 
was good, but not unexpected: “Love at 
first sight...made for each other,” and 
such jazz. Strong layout by Joseph Shaw. 
Heineman, Kleinfeld, Shaw & Joseph is 
the agency. 


Selfix Plastic Hooks 

The 80-line supplement ad shown here 
would have made a wonderful mail-order 
puller. The headline is designed to make 
do-it-yourselfers itch to lay their hands 
on one. As it is, the ad should do a great 
low-cost job of getting the word around 
of this new kind of hook “you put up with 
water.” Florence Murdoch’s copy ex- 
plains that a patented wood insert on the 
back need only be moistened to apply— 
holds up to 15 pounds. Agency is Earle 
Ludgin; art director, Charles Starr. 


WANTED 


in my Maidenform bra 


Maidenform 


Knox Gelatine 


Mobile Maid Dishwasher 

You’d have to think hard to find a 
duller copywriting assignment than an 
offer of a free home trial. But the old 
bromide of, “no dull assignments, just 
dull writers,” held true here. Al Hampel 
of Young & Rubicam took a square head- 
line (“Try this dishwasher for 60 days!’’) 
and came up with the most imaginative 
idea to illustrate it: a housewife in ju- 
dicial robes alongside the GE dishwasher 
in the dock. Good copy, too, Example: 
” . washes from the top down and 
from the bottom up. No other dishwasher 
can do that. Even you can’t.” Fine layout 
by Kevin McNally. 


Maidenform Bra 

Still in the pistol-packin’' department 
is this “wanted” poster. It is an interest- 
ing switch on the famous Maidenform 
“psychological” theme. Employs humor 
rather than fantasy, a rather dangerous 
choice when it’s women you’re after. Bar- 
bara Curry’s copy follows the poster for- 
mat: “Name: Star Flower. Last seen: In 
stores everywhere. Reward: Just wearing 
it!” Stuff like that, plus descriptive sell- 
ing copy. Norman, Craig & Kummel’s 
Dick Purdy laid it out. 


Headliners 

I have a collection here from the past 
several months. They come from ads 
whose selling proposition is contained in 
the headline, and expressed so provoca- 
tively as to have high reader interest, 
besides. For Knox Gelatine’s Eat-and- 
Reduce Plan, Thomas Wood of Charles 
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And it is you... your complexion perfected 


hy the lasting loveliness of delicate color 
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Revion 


“Daddy, stop the car! 
I'm going to be sick!” 


Now you can ride all day Further tests showed this new 


— take curves and sway of remedy produced virtually none 
country driving — stops and of the drowsiness or p Bem 
starts of city traffic—without sion so often caused by other 
avs carsick. has remedies. 

eveloped a remarkable new Now you can enjoy a leisure- 


motion sickness remedy that y Sunday drive with your 
works in three important ways amily — or a thousand mile 
to halt that uncontrollable urge vacation trip—without side-of- 
to be ill. road embarrassment. 

This tiny new travel tablet . Free yourself and your family 
is so effective it brings relief to from the miseries of motion 
even chronically poor travelers, sickness on train, plane, car, 
small boat or ocean liner. For 
carefree travel anywhere, any- 
time, for children as well as 
lew three-way action works adults, try this remarkable 
fast to (1) Stop impulses in new remedy called PAXO- 
mid-brain that cause dizziness MINE™ tablets. Se safe, no 
(2) Suppress the stomach 
—— that leads to the un- 
controllable urge to be ill (3) 
Lower body's sensitivity to of 20 tablets to: 
motion. 

Tests on 16,920 members of 27, 
the U. S. Armed Forces proved New York 1, N. Y. (Only one 
this amazing formula unsur- Sept. 

for nausea-free travel. 
©1960 Isodine Pharmacai Corv., Dever, Del. 


yet so safe it is recommended 
for all the family — including 
the children. 


Pharmacal Corp. 


if this one doesn’t make you want to travel 
you already live where all the fun is 


There's nothing like one of these new Chevies for getting off to a head start on having 
fun. Nothing thie stde of a thoroughbred aporte car (like Chevrolet's sablemate—the 
Corvette) is 90 quick to take a hint from an itchy driving foot. Or a responsive to your 
towch at the wheel. Thaf's becaune nobody elec takes the trowble (heerolet does to find 
ou! what your driting plearure t¢—and to engineer curs accordingly. Your dealer will 
te delighted to show you firsthand how much road pleasure a new Cheep can give you 
Roomier Body by Fisher (with wide, soft Hi Thrift 6 (with econom 
mata, strrtch-oul space from head te (md) 

Pride pleamng style (combines good louke 
oth good sane 
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Chevrolet 


Hoyt wrote: “How to fill up without fill- 
ing out.” For Chevrolet, Campbell-Ewald’s 
Chuck Felt wrote: “If this one doesn’t 
make you want to travel, you already 
live where all the fun is!” For a motion- 
sickness remedy, it’s hard to beat, “Daddy, 
stop the car! I’m going to be sick!” 
Reach McClinton’s Tom Richardson wrote 
it. And, “Why tell him it’s make-up ... 
he’s convinced it’s you!” tells the story 
of Revlon’s Touch-and-Glow. It was Don- 
ald Buckley’s of Warwick & Legler. + 
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Lamb Council Buys Radio 

The American Lamb Council, 
Denver, will begin a six-month 
schedule of weekly participations 
on “Don McNeill’s Breakfast Club” 
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of non-ferrous metals. Priced at| gory of publication. The lists may 
$15 per copy, the directory may be | be obtained from Luce Press Clip- 
obtained from Bardeen Press, 425| ping Bureau, French Bldg., Tope- 
W. 25th St., New York. ka, Kan. 


Information for Advertisers 


e The fifth annual “Consumer In- 


(ABC Radio) next Jan. 5. This is 
the council’s first venture into net- 
work radio. Potts-Woodbury, Kan- 
sas City, is the agency. 


Readership and market analyses 
of Automotive Chain Store and 
Brake & Front End Service have 
been published by and are availa- 
ble from Babcox Publications, 


tion offered to ARF members from 


in the catalog are arranged by 


ventory” on the top ten brands has 
been published by the Houston 
_Post. Additional information on 
the inventory, which includes 
characteristics of the population 


ing Research Foundation, anno- 
tates and categorizes all publica- 


1952 to date. The 178 items listed 


NEWSLETTER ON DIRECT MAIL 
ADVERTISING 


Keep up-to-date with newest 
developments in direct mail 
field. Learn latest ideas, tech- 
niques, methods to improve your 
results. Unique FREE service 
tells where and how to get facts 
and articles you want. To get 
this newsy direct mail guide 
regularly, without cost or obli- 
gation, send your name and 
address NOW to: 


The Reporter of Direct Mail 
Advertising 


Babcox Bldg., Akron 4, O. 
e “What 798 Publishers Think 


publisher reaction to reader re- 
quest cards, has been published by 


copies of the survey, priced at $1 
each, should be written on busi- 
ness letterhead to Erickson Enter- 
prises, 78 Fifth Ave., New York 11. 


e “Oil & Gas Pipe Line Industry,” 
a market data study containing 
information on buying practices, 


Erickson Enterprises. Requests for | American Directories, 


type of publication. Copies of the 
catalog are available from the Ad- 
'vertising Research Foundation, 3 


About ‘Bingo Cards,’” a survey of | E. 54th St., New York 22. 


e The 4th edition of the “Guide to 
has been 
|published by B. Klein & Co., New 
| York. The guide contains informa- 
tion on more than 2,300 U.S. direc- 
|tories and covers more than 250 
categories from accounting to zoos. 
Priced at $20 per copy, the guide 
is available from B. Klein & Co., 
'27 E. 22nd St., New York. 


surveyed and of the head of the 
household, may be obtained from 
the Houston Post, Houston. 


e “The Executive’s Guide to Tag 
Buying,” a 20-page illustrated 
booklet, has been published by Tag 
Manufacturers Institute. Included 
in the booklet are chapters on how 
to select a tag manufacturer, how 
to purchase system tags and how 
to plan and purchase informative 
product tags. Priced at 35¢ per 
copy, three copies for $1, postpaid, 
the booklet may be obtained from 


e The 1960 edition of the “Direc- 
tory of Associations of Business- 
men,” has been published by the 
Department of Commerce, Wash- 
ington. The directory, which is 
indexed according to area of spe- 
cialty, provides information about 
number of members, size of staff, 
name and title of chief executive, 
year organized and mailing ad- 
dress. The directory, priced at 50¢ 
per copy, which will be available 
early this month, may be obtained 
from Commerce Department field 
offices or the two Government 
Printing Offices in Washington. + 


Thrift Drug to Price 

Thrift Drug Co., Pittsburgh, has 
named Price & Price to handle all 
advertising and pr. Thrift operates 


expenditures, equipment and an ¢ Bardeen Press has published its 
outlook on the industry, has been 1960 edition of “Standard Metal 
published by Pipe Line Industry. | Directory,” the 17th edition of this 
Copies are available from Pipe reference to the ferrous and non- 
Line Industry Gulf Publishing Co., | ferrous metal industries. The di- 


Tag Manufacturers Institute, 145 


drug stores in Pennsylvania, New 
E. 32nd St.. New York 16. 


Jersey, Ohio, Kentucky and West 
Virginia. 

e “Plant, Equipment & Materials 
Handling Facilities of 373 Sub- 


P.O. Box 2608, Houston. 


278 Seventh St., Garden City, N.Y. 


e A “Catalog of ARF Publica- 
| tions,” published by the Advertis- 


———" 
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|rectory is divided into four parts— 
|iron and steel works, ferrous and 
|non-ferrous metal foundries, roll- 
ing mills and smelters, and refiners 


4, 


SUEZ CANAL ADVERTISING PANELS 


Another SEP (société Egyptienne de Publicits) Media 


Only a limited number of pa 


nels (about 100) is available 


for all International Advertisers 
For details, rates and data apply to the 


Sole representatives for U.K., U.S.A. & Switzerland 
FOUAD & BASHANFER INTERNATIONAL 


47, Ramses Street, Cairo/U.A.R. 


Bo 


President, Mr. Ahmed Fouad, will be in 
USA in November - c/o Moritz Hotel, 59th Street, NEW YORK. 


scribers,” has been published by 
Wood & Wood Products. The 32- 
page report covers ownership, use, 
actual and planned purchases 
among these representative sub- 
scribers in all segments of the 
industry, including lumber, ply- 
wood, furniture and other wood 


| products, and gives information on 
| type of operation, location, size and 


other characteristics. Copies of the 
study are available upon request 
on company letterheads, from 
Market Research Department, 
Wood & Wood Products, 59 E. 
Monroe St., Chicago 3. 


ment, economy and cultures, will 
be published this week by the 
University of Arizona Press. Avail- 
able from bookstores or directly 
from the University of Arizona 
Press, Tucson, the book will sell 
for $6.50. A gift-box edition will 
be available at $7.50. 


e Luce Press Clipping Bureau, 
Topeka, has published the 1961 
edition of its “Daily & Weekly 
Newspaper List’’ and its “Trade & 
Consumer Magazine List.’’ The 
newspaper list is broken down by 
geographical area and the maga- 
zine list is broken down by cate- 


this one man 


NEW YORK 36 
500 Fifth Avenue 13 
LO 4-2233 


a Clissold Businesspaper 


WASHINGTON 4, 0.C. 


makes 


907 
“ff 


19 F Street, N.W. 
ME 8-6707 


LOS ANGELES 57 
The Mourice A. Kimball Co , Inc. 
2550 Beverly Blvd. » DU 8-6178 


of the 


buying decisions in hotels and motor hotels 


The sales and profit-minded hotel manager is the man you must reach if you are 
going to sell your product or service to the hotel and motor hotel market. He, and 
he alone, personally makes 88% of all decisions on purchasing, specifying, brand 
preference and resource selection. The remaining 
these important men consistently and at low cost through the one hotel magazine 
designed especially for them. 


is delegated. Reach all of 


call any of our 5 offices 


The HOTEL Monthly 


105 W. ADAMS ST. + CHICAGO 3, ILL. + ANdover 3-1800 


FOR TOWN HOTELS «+ HIGHWAY & MOTOR HOTELS + RESORT HOTELS 


SAN FRANCISCO 5 
The Maurice A. Kimball Co., Inc. 
681 Market Street + EX 2-3365 


ES  BS—_ , e “Arizona: Its People & Re- ; 
=> = : . ources,” 378-page illustrated 
=| Mow... with this UNIQUE ADVERTISING MEDIA pockSintaining the story of Ati | 
aS ead you can easily reach every market zona’s history, resources, govern- ’ a 


DIEGO } 


CALIFORNIA 


q 


: 
| 
| 


eas Ch SETS Me eae ee he Pats = vg ace eae fee TONE Ke. gai es) Sa Re lie Dae ene iar MRR eRR i. TS am TR <The i nin ah Ta Meee ier ao ote Sh, Fee eee ta In ai cet ond ges ei (aa 
Ase a aan ser SE te ij cae ee ee eee se pamemmengey. ole be Pee! ee ae, raed 3 ‘aes a ere eye Beet ar eet | Soaks Dor ata qi aa 4 ae Se 1 aed . we mt ee oneal: ube gee gr ee yao Fi! oe “a aac! ag atte. . 
eer Ct ee Oita: tines © ak see ig’ ae Pe on ee av dager ae oe eee ai ae Do ae tee Soiree Gk va eth ee a A RAG Ree a ee Pa eg, OM ee 
PON eo eet ee a TUR, brit) het, eo ee sl ek ae es, a Sc Me ees ee eee eee Somer t SM citer aca. te eG CBee lotic cs SO, tia ies gE ent ST gy BRL) ile aR te ene 
p: ie eee «> Naar oie eat Pe RR ele 5 rag ea pice em ry {a Vas ak Me: er Marie ae ees PBS 2 ay Pe st oe ae Ras gee arweraauy 2 St ee eS ETE Peanut Ce eet Ree meh ae ATS i Le es OS ees eating 
Bee irc BER aos er “Ne eae con RIE 2 coe Facts Wig ¢ tar memeag nage * tI ers.ct a se eer ‘ ee ge ee ME le OORT. ey, anal Mtn Wepcaneeae ree Se ay ie < (SPR San eae: 
= it” ARI Rie an ernaeiR 67 os Bret cs nc So) Senne Apert PTS IRE MME SC ay Unemeg Uae Laie Tor Carn ore 9) Se yf ae Ee ee en ae anes ees Sy. emia onin ewes 45 PE Oe hy, ele ares ae eR 
ee oo Te ee Oe ee ree ge eae he rl ae * ilies ait. A eee ae Sapte Pec ala oe 
———- Sa a ede F : ys ‘ j joe nas a y ; ss ame ei ue - Aspoot ‘ , ; ‘ i ia eo es : goa ads ee ' 
Cone Seed i 
pt of toatl q 
Weg ae i 
ae 
ets Spates 
Soo tee 
eee | 
rer ts: 
Peas Senhhe 
eo 
lee. yt, 
Seeeigse * : 
re re 
; _ ee ee 
} 
mo: a a . ™ 
eee . 
ee aa 
= Shae 
+ oem’ ‘ 
oS ae ® 
: SS Sea f- 
oe ere 
# Ze Ps " | 
Cora eae 1 
Belt cae 
aps 
cies i 
raise Wine: 
aay f 
Seer tr ees 
a ¥ oe 
ARE Tec 
J eee 
en eee H 
; \ 
te { 
‘ Ee es ee is Fa Sie i Rg oi 2 ee ee tee BSE EE EG: ageaece Tage Mie ig ae aa | ! 
Wi : ye : TO | ] 
4 e > i : te, 
adi : ‘* Sa ’ ES i Ee ? 
, ~ Me * seat a ; bigs 
Yous Ose | a | 
ie, airway Bis M0} | oie See weeemea PE : 3 a | " 
c Se nas ee gee ar ee Sapa aa PRR na wang 4 | 
; ee ES ae i — 2 “ " ) 
: i ” — 2s er koe one 23 yabics,-« ‘a } } 
1 ; sists: el * 
oa — ) 
= PORT SAID =— . < ! 
Co ee 
peace 8 
Spon an eaigs = ee | 
* aie See | | 
PET ee alte = Z| 
aie E 
" i — = | 
% i = 7 | 7 
: . BO | | BP | ; | 
ii ad : 
———— 
4 a Bo a 
a pe a. | y 
wig = | | 
= Tag eae gl, Es n GS | } 
ad Fas) zi —4 | 
et esis : wa a a —_ } 
- ate a ae , 7. 
oer ere Pe ot ares : rt , i garg X i 
mah Seoshnety ies és - 
5 ‘ id , FF 5 H "i : 
s 6 Re eg a 
* | ) < 
k e ot ~~ a 
3 Wasy ® | 
z ee e { ih 1 
ees. s } a 
eer at SS } 1 ca ‘ i] 
P - } < : . | P| 
: a . j 
: f ; . a ae F | 
E “ i i. we 2 | 
; ; eo f é | ; 
C : ed < ae « x 
: o iy , | 7. ee 
‘ . c . le ae: | 
nl ee % Ly —_— 
- ee 7 
, 2 
; bs 
; IF *s; 2 . 
: ; , * ~~. | 
\ =" | 1, ¢ 
x "7 . ” { 
. - ug 8 “ : - 
: a ‘ ?. . ‘ “< ‘ ! 
ee Me rt te. mc — 
ee ae rs > a, 
t 
scan AV Ae 
He | - 
: 5 aw 5 , } 
, = We ee Bi a 
. | 
; . f 
« oe : ‘H 
, PF 
7 
| ) 
: ; 
‘ ei . 3 ; - be 
z . % : ; ce } & ‘ a wi i 2 a Saat : ‘ <i = ; : : 4 ee, ; ; is: 
3 ia ie od ‘ta ge a 
a ae 
3 +2 - e. 
ee ——- 


Advertising Age, November 14, 1960 


Pilot Sets Stereo Brive 

Pilot Radio Corp., New York, | 
kicked off a major ad campaign 
Nov. 13 for its 1961 stereophonic 
console lines. The schedule calls for 
large-space b&w ads in Sunday 
supplements in 12 markets—New 
York, Los Angeles, San Francisco, 
St. Louis, Cleveland, Houston, Bos- 
ton, Chicago, Minneapolis, Denver, 
Detroit and Washington, D.C. The 
campaign will run through Dec. 31 
and will pick up again about mid- 
January in additional markets. 
Smith/Greenland Co. is the agency. 


Doerr Joins Curtis Publishing 
Ralph Doerr, formerly with 
Meredith Publishing Co., Des 
Moines, has joined the Detroit 
staff of Curtis Publishing Co. as 


advertising sales representative of | 


The Saturday Evening Post. 


Flying Tiger Promotes Penrod 
Dode Penrod has been named 
advertising manager of Flying Ti- 
ger Line, Burbank, Cal. She has 
been a member of the company’s 


St. Thomas 


Sani Rossini 
THE ALITALIA TEAM—Attending an International Ad- 
vertising Assn. meeting in New York is the quintet 
largely responsible for Alitalia Italian airline adver- 
tising, currently running in soft-sell version in 12 
consumer magazines and in hard-sell form in 30 


' Five Dailies Boost Price 

The Evening News, Bridgeton, 
N.J., the Press, Bristol, Conn., and 
the Herald, New Britain, Conn., all 
} have boosted prices of daily edi- 
tions from 5¢ to 7¢. Two Hartford 
m | dailies, the Courant and the Times, 
me also recently increased prices sim- 
ilarly. 


Spencer to Lambert & Feasley 

Lambert & Feasley, New York, 
has appointed Robert H. Spencer 
as account supervisor on the War- 
ner-Chilcott account. He was for- 
merly with Ted Bates & Co. as 
account supervisor for Wallace 
Laboratories. 


2 WESTERN HORSEMAN 


Theodoli Viscusi 
newspapers. Joseph St. Thomas, who is in charge of 
advertising at Alitalia, is flanked by Giancarlo Ros- 
sini and Filippo Theodoli of Gardner Advertising | gy 
and I. Viscusi and P. Sani of Alitalia’s pr and sales 
Staffs. 


Leader in the Western 
Equestrian Field 
6 a Ending 


3850 NORTH NEVADA AVENUE 


COLORADO SPRINGS, COLORADO 


public relations staff since 1952. 
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With general merchandise store sales exceeding $152 million 
last year, San Diego County ranked 35th among the nation’s 200 
leading counties in this category — ahead of counties like these: 


RAMSEY (ST. PAUL), MINNESOTA $140,874,000 
MONTGOMERY (DAYTON), OHIO . ie $127,257,000 
MONROE (ROCHESTER), NEWYORK . . $120,517,000 
JEFFERSON (LOUISVILLE), KENTUCKY . $110,248,000 


San Diego reads and responds to advertising published in the 
market's two metropolitan dailies: The San Diego Union and 
Evening Tribune. Combined daily circulation is more than 
200,000 (227,678 ABC 3/31/60). A Facts Consolidated survey 
shows family readership (evening-and-Sunday combination) of 
86.9 per cent. 


SALES ESTIMATES COPYRIGHT 1960 SALES MANAGEMENT “SURVEY OF BUMWNG POWER’ 


The San Diego Union | VENING TRIBUNE 


15 Hometown Daily Newspapers covering San Diego, California — Greater 
Los Angeles — Springfield, Illinois — and Northern Illinois. Served by the 
Copley Washington Bureau and the Copley News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


(NELSON ROBERTS @ ASSOCIATES. (NC ) 


~ 1959 General Merchandise Store Sales: $152,474,000 
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Meet the people at Animation, Inc. Bob 
Sage, there, is Production Manager. The 
charming lady is Miss Helen Hansen, 
Production Supervisor. Bob and Helen 
SER are watching their favorite TV show. 


animation inc. 736 N. SEWARD STREET + HOLLYWOOD 38, CALIF. 
CHICAGO * DETROIT * SAN FRANCISCO * NEW YORK 


Advertising Age, November 14, 1960 
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Motley Kintner Willis 
AT THE GMA—The Grocery Manufacturers of America were deeply 
involved in the subject of advertising at their recent annual meeting 
(AA, Oct. 31). Among the participants were Arthur H. (Red) Mot- 
ley, head of Parade Publications; Federal Trade Commission Chair- 
man Earl W. Kintner, speakers at the meeting; and Paul Willis, 
president of the GMA. 


ORLON 


REG. U. S. PAT. OFF. 


and 
DACRON 
are 
trademarks, 


too! 


As this helmet identifies the fireman, our trade- 
marks identify the unique qualities and char- 
acteristics of two of our modern-living fibers. 
“Orlon’’* distinguishes our acrylic fiber; 
“Dacron’’*, our polyester fiber. As we use and 
protect these trademarks, they become more 
meaningful and valuable both to consumers 


and to the trade. 


For handy folders on proper use of the trade- 
marks “‘Orlon”’ and “‘Dacron’’, write Product 
Information, Textile Fibers Dept., Section 
AA, E. I. du Pont de Nemours & Co. (Inc.), F 


Wilmington, Delaware. 


TEXTILE FIBERS DEPARTMENT 


ts yu 5. rarorf 


BETTER THINGS FOR BETTER LIVING . .. THROUGH CHEMISTRY 


*DACRON and ORLON are our registered trademarks. When you use them: Distinguish them—Capitalize and use quotes or itali 
‘ettering, art work, etc. Describe them— Associate them with their generie terms—for DACRON the generic term is polyester 


cs, or otherwise distinguish by color, 


-~ : fiber, f gene 
acrylic fiber. Designate them—As Du Pont's trademark for its polyester (acrylic) fiber in a footnote or otherwise. oe Sew Ge te tox fe 


| Coming 
| Conventions 


Nov. 14-15. National Assn. of Broadcast- 
| ers, fall conference, Statler Hilton Hotel, 
Washington, D. C. 
| Nov. 14-16. Broadcasters’ Promotion 
Assn., annual convention, Sheraton 
Charles Hotel, New Orleans. 

Nov. 14-16. Southern Newspaper Pub- 
lishers Assn., 57th anniversary conven- 
tion, Boca Raton Hotel and Club, Boca 
| Raton, Fla. 

Nov. 16. A jiated Busi Publica- 

| tions, fall conference, Hotels Ambassador, 

| Chicago. 

| Nov. 16-18. Television Bureau of Ad- 
| vertising, annual meeting, Waldorf-As- 
toria, New York. 

Nov. 17. National Business Publications, 
Los Angeles regional conference. Shera- 
ton-West Hotel. 

Nov. 17-19. Junior Panel Outdoor Ad- 
vertising Assn., annual convention, Pitts- 
| burgh Hilton Hotel, Pittsburgh. 

Nov. 18-19. Advertising Federation of 
| America, 8th District conference, Holiday 
Inn, Madison, Wis. 

Nov. 21-22. National Assn. of Broadcast- 
| ers, fall conference, Edgewater Beach Ho- 
| tel, Chicago. 

Nov. 28-29. National Assn. of Broadcast- 
ers, fall conference, Biltmore Hotel, New 
York. 

Nov. 30. American Assn. of Advertising 
Agencies, east central region annual meet- 
ing, Statler Hilton Hotel, Detroit. 
| Dec. 13. Assn. of National Advertisers, 
| workshop on “Gaining Sales Force and 
| Trade Support for Your Promotional Pro- 
gram,” The Piaza, New York. 
| Dec. 28-30. American Marketing Assn., 
| winter conference, Coronado Hotel, St. 
Louis. 
| Jan. 15-18, 1961. Newspaper Advertis- 
ing Executives Assn., Edgewater Beach 
| Hotel, Chicago. 
| Jan. 26, 1961. Assn. of National Adver- 
tisers, Workshop on Advertising Evalua- 
tion, Plaza Hotel, New York. 

Feb. 1, 1961. Advertising Federation of 
| America, midwinter conference, Statler 
Hilton Hotel, Washington, D. C. 

Feb. 14-15, 1961. Assn. of National Ad- 
| vertisers, cooperative advertising work- 
| shop, Hotels Ambassador, Chicago. 

Feb. 16, 1961. Business Publications Au- 

| dit, annual meeting, Hotel Biltmore, New 

| York. 

Feb. 24-25, 1961. Newspaper Advertis- 
|ing Executives Assn. of the Carolinas, 
| winter meeting, Hotel Francis Marion, 
| Charleston, S. C. 

March 2, 1961. Associated Business Pub- 
lications, winter conference, Hotel Roose- 
| velt, New York. 
| March 12-17, 1961. Associated Business 
,| Publications, management seminar, Arden 
House, Harriman, N. Y. 
| March 16-21, 1961. National Federation 
of Advertising Agencies, annual manage- 
ment conference, Sahara Hotel, Las Vegas, 
Nev. 

March 26-30, 1961. National Business 
Publications, annual spring meeting, El 
| Mirador, Palm Springs, Cal. 
| April 21-22, 1961. Advertising Federa- 
| tion of America, 9th District convention, 
| Savery Hotel, Des Moines, Ia. 
| May 4-6, 1961. A iated Busi Pub- 
| lications, spring meeting, The Homestead, 
| Hot Springs, Va. 

May 21-24, 1961. National Newspaper 

| Promotion Assn., annual convention, Wal- 

| dorf-Astoria Hotel, New York. 

May 28-31, 1961. Advertising Federation 
of America, annual convention, Park 
| Sheraton Hotel, Washington, D. C. 
| June 19-21, 1961. American Marketing 
Assn., 44th annual conference, Ambassa- 
| dor Hotel, Los Angeles. 
| July 9-12, 1961. Newspaper Advertising 
| Executives Assn., Statler Hilton Hotel, 
| Detroit. 
| Oct. 6-9, 1961. Mail Advertising Service 
Assn., annual convention, Hotel Statler, 
New York. 


Chivas Regal in Drive 

Chivas Regal, 12-year-old scotch 
whisky, will be promoted in a hol- 
iday campaign beginning this 
month in magazines and newspa- 
pers. Four-color spreads are sched- 
uled by General Wine & Spirits Co., 
the U.S. distributor, in Fortune, 
The New Yorker, Newsweek, 
Sports Illustrated, Town & Coun- 
try and U.S. News & World Report. 
A second series of spreads is timed 
for the New Year holiday. News- 
paper campaigns in major markets 
will run concurrently. Young & 
Rubicam is the agency. 


Shupert Leaves MGM-TV 

George Shupert has resigned as 
vp in charge of MGM-TV, New 
York, tv film producer and distrib- 
utor, because of “differing opinions 
on policy,” MGM-TV announced. 
John B. Burns, formerly national 
sales manager of the company, was 
promoted to general sales manag- 
er. Mr. Shupert did not announce 
his future plans. 
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Concentrated COVERAGE where it counts... 


Today more and more advertisers want concentrated cover- 
age of outstanding marketing areas where buying power is 
greatest. This trend away from: broad-thin national cover- 
age is pointed out by mounting newspaper advertising line- 
age, increase in newspaper distributed magazines, regional 
magazine editions, spot broadcasting commercials, etc. 
Along with this major marketing development, the First 
3 markets of New York, Chicago and Philadelphia are 


widely recognized as the vital pivotal markets around which 
a successful National Marketing Campaign must be built. 


It is equally apparent that within these 3 top markets — 
which account for 19% of total U. S. Effective Buying 


THE GROUP WITH THE SUNDAY PUNCH 


ROTOGRAVURE *« COLORGRAVURE 


Income — FIRST 3 MARKETS GROUP is the medium 
that provides the essential dominant advertising impact. 
There is no substitute for FIRST 3's 55% COVERAGE of 
all families to anchor your national campaign and favor- 
ably influence customers by the millions. 


In addition to the key markets of New York, Chicago 
and Philadelphia, FIRST 3’s “Sunday Punch” circulation 
of over 5,600,000 reaches over half the families in 1,137 
cities and towns, which produce one fourth of total U. S. 
Retail Sales. 


To make your advertising sell more where more is sold 
... it's FIRST 3 FIRST! 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 
Philadelphia Sunday Inquirer “Today” Magazine 


NEW YORK 17,N.Y., News Building, 220 East 42nd Street, MUrcay Hill 7-4894 + CHICAGO 11, I1l., Tribune Tower, SUperior 7-0043 + Saw FRANCISCO 4, Calif., 155 Montgomery Street, Garfield 1-1946 « Los ANGELES 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 
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The Old Pro Looks ‘Em Over... 


75% of Filmed Commercials ‘Affront’ 
Godfrey; He Prefers Personal Sell 


By Maurine Christopher 


New York, Nov. 8—Arthur God- 
frey, the man many consider to be 
the greatest broadcast salesman in 
history, doesn’t think highly of to- 
day’s tv commercials. 

“I don’t see how 75% of those 
filmed commercials sell anything,” 
Mr. Godfrey said last week in an 
interview. “Me, they only confuse. 
They’re such an affront to my in- 
telligence. But there’s no arguing | 
with statistics, they must be doing | 
something.” 

Mr. Godfrey, who was filling | 
eight hours of CBS radio and tv 


time weekly when he left the air | 


SELL YOUR CLIENTS PUBLICITY! 
WE'LL DO IT FOR YOU! 

Your Client Pays Only For 
Results . . . No Fees Or Retainer. 
MORRIS L. ROTH PUBLIC RELATIONS 
510 No. Dearborn, Chicago 
Whitehall 4-6998 


for a cancer operation in April, 
1959, has never resumed his heavy 
on-the-air schedule, though he says 
he is working harder than ever 
now in an effort to make his daily 
55-minute radio program enter- 
taining. The programs are taped so 
the “dull, nothing parts” can be cut 
out. 


s This fall he returned to tv as a’ 
regular; his assignment is to host | 
\the revived “Candid Camera” se- | 


|ries. The initial multi-city rating) # Over the years, Mr. Godfrey | 


returns show this half hour to be 
one of the hits of the new video 
| season. 

We asked why “Candid Camera” 
|is not making use of the sales tal- 
| ents of its host. He explained that 

the show is not his and that it is 
|set up for three one-minute film 
cemmercials—a commercial format 
that does not fit his style. 

| “Jt takes me a half a minute to 
| say hello. Rehearsed, well-written 


/}commercials are not for me. Any 


number of people are better at 


reading that stuff,” he said. 


® Unlike many stars, who tend to 


consider selling beneath thém, Mr. 


Godfrey obviously is very proud | im 
“I was | 


of his sales achievements. 
a salesman before I was an enter- | 
tainer,” he said. 


pretty hungry. My great worth to 
a client is as a salesman, not as an 
entertainer.” 

During 32 years that saw him 


|climb from local radio wakeup 
man to the biggest billings attrac- | 
tion in the network business, the 


redhead has sold practically every 
product category available to ra-| 
| dio and tv. 


said, he has rejected a half dozen | 


or so advertisers—among them in-.| 


surance companies—but the now 


mellow, diplomatic entertainer, | 
who formerly made headlines with | 
his battles with the press and his} 
differences with on- and off-stage 
employes, chose not to name any 
of the rejected sponsors. “Why get 


myself in a jam?” 

He did say he gave up Chester- 
field—a “fine company and a fine 
product”—in the early 1950s when 


U 


populous cities... 
customers .. 
March ‘'60). 

WJIM-TV for 10 years. 


= TV 
WJ) i M Strategically located to exclusively serve LANSING... FLINT... JACKSON 


“} Covering the nation's 37th market. Represented by Biair TV. WJIM Radio by MASLA 
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Just as important as one’s 2nd shoe if 

Michigan's 2nd TV market... 

industrial outstate area made up of * 

LANSING-FLINT-JACKSON and 20 

3,000,000 potential 

. 684,200 TV homes (ARB 
- served exclusively byy 
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“If I had had to| 
| depend on my ability as an enter- 
tainer to eat, I would have been 


Advertising Age, November 14, 1960 


Arthur Godfrey 


jhe could no longer smoke cigarets 

without feeling ill. The former 
| Chesterfield salesman now smokes 
| cigars. 


|= What is Godfrey’ s secret? 
“I believe in my product and I 
| give my people credit for having 
brains of their own. I am on the 
| side of the listener and I imagine 
how I would feel in his place.” 
Mr. Godfrey, or the women on 
his staff or in his family—in the 
case of distaff products—test the 
products. This, plus a fact sheet 
provided by the agency, enables 
him to talk with assurance. Over 
| the years his fans have obviously 
put great store in a Godfrey prod- 
uct recommendation. And, as his 
followers know, the commercials 
are strictly ad lib. 


s “I established part of my repu- 
tation by poking fun at the care- 


cies and at the silly ideas used to 
trick people into trying the prod- 
uct. My imitators made fun of the 
product. But I never razzed the 
product—it was the guy who wrote 
the commercial or the agency man 
that I was after,” he said. 

But now, it was explained, he 
can no longer use that technique | 
to get a laugh. It is obvious to the 
| American public that he is “sol- 
| vent,” ” with an income far beyond | 
| the range of agency copywriters 
| and network vps. Audiences don’t | 
laugh when Godfrey, the big mon- 
|ey maker, razzes people beneath | 
| him on the income scale. 


. Otherwise, the Godfrey sales ap- 
|proach has remained pretty con- 
| sistent over the years. “I tell peo- 
|ple the merits of the product,” he 
|said. “When I need jingles, props | 
|and busty dames to help me, rl | 
| quit this business. . . I won’t take 
| singing commercials on my radio 


Now—EASTERN’S 


OVERNIGHT 
DELIVERY 


New York— 

New York—Atlanta—New Orleans—Mobile—Houston 
Chicago—Atlanta—Miami—San Juan 
@ Reserved space on every Freighter flight. 
@ Pressurized and temperature-controlled. 


@ Flights daily except Saturday and Sunday nights. 
@ Pickup and delivery service available. 


In addition, Eastern offers freight space on over 400 daily passenger 
flights—including DC 8-B Jets and Prop-Jet Electras—to 128 cities 
in the United States, Canada, Bermuda, Puerto Rico and Mexico. 


For Information and Freight Reservations, call your 
Freight Forwarder, Cargo Agent or Eastern Air Lines. 


EASTERN AIR LINES 


Flying Freighters offer 


Micmi—San Juan 


fully prepared scripts of ad agen- | 


| show. . They’re singing about 
everything including constipation, 
hoping the audience will whistie 
the tune and remember the prod- 
uct. .. A client that wants to do 
that kind of advertising doesn’t 
need me.” 


® Doesn’t he feel hypocritical and 
insincere pushing Tetley tea as the 
best tea after years of telling “his 
people” that Lipton was best? 

“Hell, no,” he said. “Lipton is a 
good product, so is Tetley. As far 
/as I’m concerned it’s superior. But 
|I didn’t know about it for the 12 
| years I was on Lipton... I’ve had 
| to get people away from thinking 
| that Lipton tea was one word. 
\it’s a great challenge trying to 
switch people from Lipton to Tet- 
ley.” 

Tetley sales figures—‘way, way 
up” since the tea company started 


Two That Displease Godfrey 

When Mr. Godfrey talked of 
commercials that are an “affront 
to the intelligence,” he mentioned 
two specifically. 

In a sarcastic tone, he sang part 
of the lyrics to Philip Morris’ new 
jingle for its Commander brand: 
“Have a Commander. Welcome 
Aboard.” Then he added: “Doesn’t 
that make you sick?” 

His other example was the beer 
company (Rheingold) that uses a 
clever popular song (“Let’s do it’) 
to get across its message. “I might 
one day have asked for a glass of 
that stuff, but not after that radio 
jingle,” Mr. Godfrey said. - 


pouring most of its ad budget into 
the Godfrey radio show—indicate 
that he is succeeding, Mr. Godfrey 
said. 


® Tetley’s fellow sponsors on God- 
| were radio show are Bromo-Selt- 
zer (“‘My job is to convince people 
it’s not just for a hangover’’); Syl- 
| vania (“They bought three times 
as much after a study, showing 
| that Godfrey was selling most lis- 
teners on getting a Sylvania tv re- 
| placement tube if they needed a 
new tube’”’); Coats & Clark; Clairol; 
| General Foods’ Dezerta; Hartz 
Mountain pet food; Underwood 
food; and Puritron. 

| At the moment, the Godfrey 
| broadcast, which used to have a 
|waiting list of sponsors, is only 
about half sold. In answer to the 
obvious question, Mr. Godfrey left 
|the impression that he considers 
“half sold” pretty good for network 
radio in these days. 

\. He said advertisers and agen- 
cies, which base their decisions on 
cost per thousand and ratings, are 
not “hep to the fact that radio is 
|more powerful than it ever was.” 
|Buyers, he suggested, overlook 
|two very important facts: 

1. It’s impossible to measure the 
\size of the radio audience. Not 
| fully counted is the number listen- 
|ing to all the sets in homes, cars 
‘and out of homes, with more and 
|more sets being sold all the time. 


2. Radio still is setting great 
sales records, as witnessed by testi- 
|monials from current sponsors of 
the Godfrey show. 


| The problem, Mr. Godfrey said, 
“is to get people to give us a trial.” 
Radio, he lamented, gets no boost 
from newspapers, which devote all 
| their broadcast space to television; 
/none from magazines; none from 
tv; and not too much promotion 
from broadcasters themselves. “We 
just have to pull up by our own 
| boot straps.” = 


FCC Approves KJNO Sale 

| The Federal Communications 
| Commission has approved the pur- 
chase of KJNO, Juneau radio sta- 
tion, by J. Chester Gordon, presi- 
dent of KBYR, Anchorage, and 
|KFRB, Fairbanks. Present owner 
of KJNO is listed as Baranof 
| Broadcasters Inc., Juneau. 
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Here’s why... 


AMERICAN WEEKLY’S 


NEW PROGRAM 
REGISTERS ON 


ALL FRONTS 


Greater efficiency in ‘‘A’’ Markets* 


85% of American Weekly’s circulation now delivered 
in the “‘A’”’ Markets and contiguous counties . . . 61% 
directly in the “A” Markets. 


Regional opportunities hailed by advertisers 


TEXAS EDITION, with the largest circulation in the 
state, concentrates in markets doing 65.7% of Texas 
Metropolitan Retail Sales. 


PACIFIC COAST EDITION, 1,846,999 copies strong, 
dominates the five Metropolitan Markets accounting 
for 73.6% of Metropolitan Retail Sales in the three 
Pacific Coast states. 

New additions in growth areas 
Since announcing its move toward greater Sunday 


*Nielsen definition ...markets with central cities of 500,000 or more population 
... updated to 1/1/60 estimates of Sales Management. 


OUR 


magazine efficiency, American Weekly has added two 
new distributing newspapers in growth areas . . . the 
Fort Worth Press (included in the new Texas Edition) 
and the Waterbury Republican. 


American Weekly’s 
research pinpoints opportunities 
“Different People .. . Different Brands” gives the food 
industry its first analysis comparing sales in super- 
markets serving white collar families with supermarkets 
serving industrial families. 


“7th Annual Marketing Guide of the Retail Grocery 
Trade” provides advertisers with vital data on super- 
market, chain store, and grocery store sales for each 
and every county in the U. S. 7 


(Sey “American Weekly 


Sells the most...for the least...where the most is sold... 
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Along the Media Path 


The Chicago Tribune published 
a 56-page “Books for Children” 
supplement Nov. 6. The supple- 
ment provided a comprehensive 
guide to reading matter for chil- 
dren of all ages and tastes. 


e A comprehensive market and 
media data file describing and 
evaluating the functions and in- 
fluence of electrical engineers in 
industry and incorporating de- 
tailed information about Electrical 
Engineering, has been published 
by its publisher, American Insti- 
tute of Electrical Engineers. The 
file includes information and eval- 
uations on editorial matter and 
policies, circulation, readership, 
market role of electrical engineers, 
advertising and production regula- 
tions and policies, and media pref- 


the advertising department, Amer- 
ican Institute of Electrical Engi- 
/neers, 33 W. 39th St., New York 18. 


|e An “Election Blue Extra,” 16 
| pages covering the election results 
land significance, was issued by 
Newsweek within a day after the 
election. The project involved an 
84,000 lb. airlift, dispatched 
through the Air Express division 
of Railway Express Agency, to 800 
points in the U.S. and Canada. 


|e WBZ-TV, Boston, has been pre- | 
|sented the New England Theater 
| Conference annual award for “cre- 
'ative programming in bringing to| 
the New England area the great 
| works of world dramatic literature 
| through ‘The Play of the Week.’ ”’ 


A 


Chanette 


Burns 


Powell 


Lawrence Coleman 


WINNERS—Showing off some of the door prizes won at one of 
the WINS, New York, series of events held-for agency personnel at 


Tavern-on-the-Green, 


are Barbara Chanette, 


Doherty, Clifford, 


Steers & Shenfield; Stan Z. Burns, WINS; Betty Powell, Geyer, 
Morey, Madden & Ballard; Bob Lawrence, Pitney-Bowes; and Marie 
Coleman, Donahue & Coe. 


erence studies. It is available from| e In order to encourage the prac- the artist. Only stipulation was 
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IDEA NO. 181 


K-S Boosts Freedomland 


Newest (and biggest) entry in the 
entertainment field is **Freedom- 
land, U.S.A.°’—fabulous 205-acre 
outdoor park in Bronx, N.Y. 
Themed on the saga of America, 
it’s shaped and contoured like a 
miniature U.S.A., and offers his- 
torical exhibits, thrill rides, other 
attractions. Scored terrific public 
notice . . . and building more by 
use of Kieen-Stik Bumper 
Strips. These pint-size ‘rolling 
billboards’’ apply with a simple 
peel-and-press, and stick thru rain, 
snow, heat, cold. Handsome silk- 
screen job by New-Art Screen 
Prig. Co. NYC, with Owner Al 
Newman and Prod. Mgr. Al 
Schwartz handling. 


WORLD'S mosST VERSATILE 


@ELF-STIK-ing ADHESIVE 
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IDEA NO. 182 x 
New “Angle” on . 
Package Labels 0 
Making a label to fit the package is 
more than just a theory to The 3 
John MeHutchion Ltd., of 
Brantford, Ontario. As a_ result, Cc 
this Bird of Paradise Fruit Cake 
label is triangular in shape, to fit ‘ 
neatly in the corner of the box. And . 
it’s printed on moistureless, self- . 
sticking Kleen-Stik Silver Foil, b 
to apply quickly and easily, every = 
time. Sealeraft, Toronto, rates ap- 4 
plause for this precise and colorful I 
production. 
Kleen-Stik “‘takes the cake” : 
when it comes to extra-effec- m 
tive point-of-purchase dis- m 
plays «od labels. Any size... 2 
any shope...any printing pro- : 
cess. Se your regular printer, oO 
lithogrs pher. or silk screener 4 
—or wri > direct for full infor- = 
mation «od ideas. x 


PRODUCTS, 
7300 W. | Wilsen Avenue 
Chiec 31, Minois 


lhl of having groups of school | 


children paint Halloween scenes | 


|on retailers’ windows, WIP, Phila- 


delphia, offered free advertising to 


j}merchants and cash prizes to the 
lartists. The winning window re- 
|ceived $500 in WIP advertising for 


the merchant and $50 in cash to 


that the letters WIP appear some- 
where on the window. 


e The American Assn. of Nurs- 
erymen has presented the Miami 
News with one of its 12 Plant 
America industrial awards for its 
extensive and effective beautifica- 


Meet our new Sales Team — 


Watch for them. They bring you 
inaugurated at Farm & Power 
ready to put to work for you 


FARM & POWER EQUIPMENT APPOINTS 
NEW MIDWESTERN ADVERTISING 
REPRESENTATIVE 


R. W. MOREY COMPANY, INC. 
Advertising Representatives 


news of exciting changes being 
Equipment for 1961. They're 
their broad experience in the 


farm implement field NOW. They serve you from... . 


MILWAUKEE 


P.O. Box 933 


SPring 1-1062 


DICK MOREY, Gen. Mgr. 


Elm Grove, Wisconsin 


THREE CONVENIENT OFFICES 


Covers: Wisconsin, Min- 
nesota, lowa, Northern 
Illinois, Chicago, 
Nebraska, North and 
South Dakota 


CHICAGO 


P.O. Box 68 


Pilgrim 8-8070 


JESS KRIESER, Dist. Mgr. 


Park Forest, Illinois 


Covers: Chicago, Southern 
Illinois, Western Indiana, 
Kansas, Northern Missouri 


DETROIT 


GENE WENDORF 
Dist. Mgr. 


TRinity 1-0700 


7410 Woodward Ave. 
Detroit 2, Michigan 


\. Covers: Michigan, Ohio, 


Western Pennsylvania, 
Kentucky, Eastern Indiana, 
Ontario, Canada 


CALL OR WRITE ANY TIME 


New York City 


FARM & POWE 
2340 HAMPTON AVENUE * 


R EQUIPMENT 
ST. LOUIS 10, MISSOURI 


Seattle 


Billingslea & Ficke St. Louis McDonald-Thompson 
420 Lexington Ave V.A. “Bill” Esphorst 1008 Western Ave 
LExington 2-3667 Mission 7-3333 MAin 3-3766 


Houston 
McDonald-Thompson 
3217 Montrose Bivd 
JAckson 9-6711 


Dallas 
McDonald-Thampson 
2727 Oak Lawn 
LAkeside 1-1266 


Denver 


Los Angeles 


McDonald-Thompson 
3727 W. Sixth St 
DUnkirk 7-539! 


McDonald-Thompson 
620 Sherman St 
KEystone 4-4669 


San Francisco 
McDonald-Thompson 
625 Market St 
EXbrook 7.5377 


Portland 
McDonald-Thompson 
404 Times Bldg 
CApitol 2-5146 


tion of its new building. The News 
was the only newspaper so honored 
in this nationwide competition. 


dvertising Age, November 14, 1960 


day and time the station will go 
full power in November. Winner of 
the contest will receive a four-door 
Valiant sedan. 


e American Heart Assn. presented 
KMOX, St. Louis, a 1960 Howard 
W. Blakeslee Award for its public 
affairs program, “A New Life for 
Larry,” which dramatized an open 
heart operation on a five-year-old 
boy. 


e WRVA, Richmond, Va., cele- 
brated its 35th anniversary on Nov. 
2 with a special 30-minute pro- 
gram which recreated parts of the 
radio station’s original broadcast, 
on Nov. 2, 1925. 


e A new approach to group travel 
will be introduced next year, when 
| Playboy launches the first of its 
|Playboy Tours, a new subsidiary 
of the national men’s magazine. 
Playboy Tours initially will fea- 
ture tours to Europe, the Caribbean, 
Mexico and the Pacific. The es- 
|corted tours will be sold and pro- 
|moted exclusively through recog- 
‘nized travel agents. 


e Successful Farming ran a seven-| 


page insert in the Nov. 7 issue of 
Croplife, marking the largest ad- 
vertisement in the history of Crop- 
life. 


e Effective buying income, total 
retail sales, food sales, apparel 
sales, drug sales, automotive sales, 
and general merchandise sales of 
the Houston area are included in 
a market study, published by and 
available from the Houston Post, 
Houston. 


e The New Haven Register has in- 
creased the price of its Sunday edi- 
tion from 20¢ to 25¢. 


e A record crowd of 80,000 at- 
tended the third annual Grand Prix 
for Sports Cars, held at Riverside, 
Cal., Oct. 16, sponsored by the 
Times-Mirror Co., publishers of the 
Los Angeles Times and the Los An- 
geles Mirror. The 203-mile race 
was sanctioned by the U. S. Auto 
Club and was declared an interna- 
tional event by the Federation In- 
ternationale del’Automobile. It was 
staged with the cooperation of the 
California Sports Car Club and the 
Sports Car Club of America. 


e The “Third National Study of 
Sports Illustrated Subscriber 
Households” has been published by 
Sports Illustrated. The survey con- 
tains data on the occupation of 
heads of households, household in- 
come, home ownership, ownership 
of sporting goods, car ownership, 
travel and insurance. Additional 
information may be obtained from 
David L. McCoubrey, market re- 
search director, Sports Illustrated, 
Time & Life Bldg., New York 20. 


e “The Esquire Subscribers Lei- 
sure Activities” has been published 
by Esquire. Conducted by Erdos & 
Morgan in consultation with the 
Advertising Research Foundation, 
the study covers sports participa- 
tion and ownership of sporting 
goods, ownership of boating equip- 
ment, club mémbership, hobbies, 
home entertainment and wine use, 
ownership of photographic equip- 
ment and musical equipment, and 
overseas travel. Copies of the study 
are available from Advertising Re- 
search Foundation, 3 E. 54th St., 
New York 22. 


e WRDW-TV, Augusta, Ga., is 
sponsoring a “Mental Golf” contest 
for agency personnel to indoctri- 
nate them with the potentials of 
WRDW-TV and its market area. 
Contestants receive an official 
“scoreboard” containing 12 ques- 
tions about the station and its cov- 
erage area. Answers may be found 
in a fact booklet and rate card fur- 
nished by WRDW-TV..A final “tie- 
breaker” question at the end asked 
the contestant to guess the exact 


e Ebony celebrated its 15th anni- 
versary with a 172-page November 
issue. Three employes put out the 
first issue in 1945; it had no ad- 
|vertising and involved a run of 
25,000 copies. The anniversary is- 
sue had a printing of more than 
800,000 copies, put out by a staff 
of 200. 


KEY TO THE CiTy—Detroit Mayor 


Louis Miriani (left) presents A. 
Edward Miller, publisher of Mc- 
Call’s, with the key to the city of 
Detroit, following a performance 
of the magazine’s new sales pres- 
entation, “Pages that Sell,” to 
agency executives in Detroit. 


e Marjorie Corwin, sales secre- 
tary in the San Francisco office of 
Peters, Griffin, Woodward office, 
won first place in a Color Bozo the 
Clown contest sponsored by 
KRON-TV, San Francisco. 


e All four 1960 Nobel Prizes in 
science were awarded to scientists 
who have written for Scientific 
Ameriean about the work for 
which each received his prize, 
bringing the total number of Sci- 
entific American authors who have 
received this award to 23. 


e In celebration of the 35th an- 
niversary of WBAL, Baltimore, 
Gov. J. Millard Tawes, proclaimed 
Nov. 2 as WBAL Day in Maryland. 


e Department of New Laurels: 

Armed Forces Management had 
gross advertising billing of $132,- 
316 for the first nine months of 
1960, a 35.7% increase over the 
same period in 1959. 

Advertising revenue for The 
Saturday Evening Post for the 
first nine months of 1960 reached 
a record high of $75,956,105, a gain 
of $9,242,028 over the comparable 
1959 period. 

Advertising linage in Seventeen 
for 1960 will total 982,025, com- 
pared to 916,688 in 1959. 

Advertising billing for Esquire 
in 1960 will come to $7,900,000, an 
11% increase over 1959. = 
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She can't be conned. / Catching her eye is easy-- 
but capturing her heart is tough. Before she buys 
you, she's got to believe in you. / She loves art 
-- and hates artifice. Don't expect a picture to 
appeal to her merely because it bleeds. / She has 
a taste for fiction and a hunger for fact -- but 
no stomach for folderol. And she wants a magazine 
that sees things her way. /Get flip with her, and 
you'll get flipped. Get too far out, and you'll 
never get close. / Foolishness? She won't buy it. 
What she will buy -- completely -- is the Ladies' 
Home Journal. It talks to her -- not around her. 
It aims high -- but not over her head. She digs 
it. She devours it. She's devoted to it. So 
are advertisers. AJ@IRiNyN}. 


When the Journal speaks-women Listen 


ee ae 


No.1 Magazine for women / No.1 in circulation / No.1 in newsstand gaaee / Publisher's estimate for October: An all-time high of 6,537,000! 
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Milton Samuels Moves 
Milton Samuels Advertising, 


am s 
N York, h ed to 19 W. M h dis g Id 
Kew York, hee mor erchandising Ideas 


Advertising Age, November 14, 1960 


e Take a rainj|fusal gambit”’—‘“I’ll take a rain 

AMP Gives check? Sales rep- | check.” AMP’s counter gambit is a 

F 0 0 d RainChecks resentatives of|near-replica of the standard base- 

AMP Inc., Har-_ ball rain check which salesmen 

risburg, Pa., maker of electrical | present to the client. It guarantees 

A d | pe r t j $s j n terminals and electronic compo- | the holder “lunch, dinner or drink | 

inents, often invite clients to eel (single/double/triple) ,” announces | 

like sales reps everywhere. They |0P the back that “the host team 

R e t u r n s ‘too, sometimes get the “polite-re-|Suarantees to play ball with the | 

|ticket holder” . . and agrees to| 

» |“make as many assists as possible | 

oo when in the field.” Copy concludes: 
“Positively no orders refunded.” 


; 


ae 
oo 


An analysis of coupon returns for five tood 
advertisers in four New York papers shows 


The Mirror Three Evening Papers 
Per Cent 17.2 16.4 19.1 13.1 
Total Cost 

Per Cent 20.5 $.6 13.2 10.5 
Total Returns 

Per Cent 21.6 14.5 115 84 
Total Circ. ? 

Average Cost $1.41 $283 $241 $2.06 7% : ‘3 
per Coupon > 

tf you are advertising grocery products in 9B 
the New York market 7 


(AMPINCOR 


PO ATED 
RETAIN THIS 


RAIN CHECK penton berwrentioony ad 


e Free birthday 
|\C&O Fetes cake was on the 
|175th Year menu of all Ches- 
if apeake & Ohio 
oem Roars ch mgt ceva SAFE—A locked safe, 9” high, is being mailed to work glove menusac- 
gers could join in celebrating the turers to introduce a fabric from Pepperell Mfg. Co. The safe’s com- 
175th anniversary of the organiza-| ination is being sent out in three teaser mailings. When the safe is 
» | tion of the railroad’s first predeces-| finally opened, to the ringing of bells, the customer will find the 
» |sor company. The railroad also de-| fabric made into a glove, fact cards, counter cards, promotional 
Make NS FORTY 0 Cues Sond livered birthday cakes to the mailers and a fabric testing card. 

: _— governor of Virginia, the mayor of 
The Mirror |RAIN CHECK—AMP Inc. representa- | Richmond and ot ra: radio | mond. George Washington, who|descendant of the James River 
| og Says : seo | 2 elevision station offices. had founded the canal company to|company, has been observing its 
a mUST! pony “age 1 season hag er It was on Oct. 20, 1785, that the | open up the way west from Tide- | anniversary with the slogan, “175 
James River Navigation Co. held! water, Va. was elected first! years of transportation progres 

token. its first official meeting in Rich-| president. This year, C&O, a direct | 1785-1960.” 


The Program — “53 MILES FROM DEATH” 
The Result —— CONELRAD IN EVERY SCHOOL! 


Early in 1959, Louisville was threatened by a devastating tornado. It struck only fifty-three miles away. 
A WHAS-TV news documentary,."53 Miles From Death,” revealed that the area’s school children were inexcusably 


unprotected. Local school systems and Civil Defense were hopelessly confused about alerting and 
precautionary procedures. 


Aroused-viewers demanded and got a clear-cut procedure and Conelrad.weather warning receivers for all 
of the area’s public and parochial schools ... America’s most extensive school use of Conelrad. 


.Only a station that concerns itself day in and day out with the interests of its community can earn the 
respect that moves people to respond. : 
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e The Maine, 
Fish Group Sardine Council, 
Boosts Sardines Augusta, and its 
promotion agen-| | 
cy, Palmer, Codella & Associates, | 
are distributing 100,000 four-color | 9 
tourist give-away postcards to re-| | 
sorts throughout the state. The | oe 
cards show the 40’ Maine sardine | | 
fisherman statue erected by the|/ 
state in 1958. The fisherman holds 
a 10x18’ can of sardines. The coun- | 


a 
cil during the past few months also | 


ae oe 
¥ = WELCOME YOU TO..— 
; “= VACATIONLAND & SARDINELAND = 
has conducted promotions appear- | he 
ing in schools, food centers, banks | ; 
and stores, which also promote| | 


both the sardine industry and the | 
state. 


e An ll¢ pr e- | 
Red Goose Egg mium, a plastic 
Sells Shoes golden egg coin 

bank filled with 
tiny surprise gifts, is credited with : . 
selling more than 4,000,000 pairs of | 81G FISHERMAN—The Maine Sardine 
Red Goose children’s shoes in the| Council is using these postcards, 


24 months it has been in use. In- 
ternational Shoe Co. promoted the 
golden egg on its tv spots, where 
dealers’ names are given. From the 
beginning, dealers were swamped 
with requests for the golden egg, 
given with purchase of a pair of 


which promote both the state and 
its sardine industry, as giveaways. 


International Shoe also has added 
a second premium, and now retail- 
ers can offer either the golden 
egg or a Red Goose which contains 


Red Goose shoes. Charles Mueller,| a 5¢ package of candy. Since the 
assistant ad director, said since the | Red Goose premium has been add- 
egg has been offered, 4,175,000 | ed—it sells to the retailer for 9¢ 
have been given away. | —750,000 have been given away. 


e Even though 
|Long Greeting Christmas is still 
|by Manpower & long time off, 
Manpower Inc., 
| Milwaukee, began preparing for it 


Bia long time ago by designing a 
m\long, long holiday greeting. The 


|eard, 56x2%”, contains 23 verses 
| paraphrasing the traditional holi- 
\day poem, “The Night Before 
Christmas,” Mary O’Rourke, Man- 
|power advertising manager, wrote 
the copy, and Steve Zivko, Milwau- 
|kee artist, sketched appropriate 
Santas, reindeer, sleigh, and toys to 
| illustrate the tale of an overworked 


t| St. Nick who calls on Manpower 


during his peak season. Western 
Printing & Lithographing Co., Ra- 
cine, produced 90,000 of the greet- 
ings, which will be sent to Man- 
power’s customers and temporary 
employes. Two versions of the card 
were printed with the last para- 
graphs differing—one for custom- 
ers and one for staff. 


e J. W. Clement 
Clement Issues Co., Buffalo, 
Vote Comment printer, has pub- 

lished “Comment 
195,” a special election issue of its 
external house organ, “Comment.” 
Every four years Clement puts out 
this special issue to present some of 
the salient facts on the Presidency, 
past elections and political parties. 


Foremost In Service, Best in Entertainment 


316,000 Watts * CBS-TV Affiliate » Victor A. Sholis, Director © Represented Nationally by Harrington, Righter & Parsons, Inc. 


HAPPY BIRTHDAY—The Dallas Times Herald presented a birthday cake 
to every Rambler dealer in Dallas on Rambler’s 10th anniversary, 
marked by American Motors Corp. recently. Taking the cake is John 
M. Clark (left), of Clark Rambler, while John Yates, Times Herald 
manager of auto advertising, holds a plastic-sealed copy of the 
birthday ad, which also went to each dealer. The car is one of the 
replicas of a 1902 Rambler, reproduced for promotion purposes by 
Gaslight Motors Corp. (AA, Jan. 11). 


This issue also includes statements | from the campaign of 1912, “Throw 
on the role of business men in prac-| Your Hat in the Ring,” was taped 
tical politics by Henry Ford II,| by Westinghouse engineers to com- 
chairman of the board and presi- | plete the series. “Songs for Presi- 
dent, Ford Motor Co.; Thomas R.| dents,” a series of eight half-hour 
Reid, Ford civic and governmental | shows, is being broadcast on West- 
affairs manager; Donald Maclean, |inghouse stations—WBZ, Boston; 
president, California & Hawaiian| KDKA, Pittsburgh; KYW, Cleve- 
Sugar Refining Corp.; and Arthur|land; WOWO, Ft. Wayne, Ind.; 
H. Motley, publisher of Parade. WIND, Chicago; KEX, Portland, 


Ore.,—and several other stations. 
e Because Teddy . 


WEC Series Roosevelt made e All admen at- 
Bows at Party some of his best|‘"Geographic’ tending the west- 

campaign speech-| Gives Scoops ern regional 
es from the porch of his home in meeting of the 
Oyster Bay, N.Y., followed by cam-| American Assn. of Advertising 
paign tunes and a brass band,|Agencies received “two scoops” 
Westinghouse Broadcasting Co.\|from National Geographic Maga- 
chose Sagamore Hill, site of his|zine. One was an advance copy 
home, to introduce its series, | of the magazine’s latest map of the 
“Songs for Presidents,” to the press | world (being distributed with this 
and ad world. A fleet of Rolls-| issue of the Geographic). The other 
Royce motor cars conveyed guests|was “an ingenious item designed 


to Sagamore Hill, where a cam- to solve the more localized affair 
| paign luncheon was followed by of rescuing your golf balls from 
some of the campaign songs on the water hazards.” The red plastic 
|new show. The guests themselves | scoop can be attached to the head 
| singing a Progressive Party song/of an iron. # 


} 
| 
| 
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Ad Clinic #21 


(a transparent device to get 
you to read this Sheraton ad) 


by Topp O.D. Tish 


oid reaching for effect 


A 


HOW TO BE 
“HOME FREE” 


. Use of the vernacular 
| IN 4 SECONDS 


is usually unspectacu- 
lar, particularly when 
it is dated. This phrase 
went out with 
“Babbitt.” 

Could this headline 
possibly refer to fast 
reservations? 


This time you’re absolutely right, Topp. What our writer 
was trying to say is that Sheraton can reserve a room for ae 
} ractically anywhere in 4 seconds via RESERVATRON, 
heraton’s exclusive electronic miracle that links 56 Sheraton 
Hotels. We also wanted to get across the idea that this is a 
free service. Out of gratitude, we’re offering you (and any- 
one else who wants it) a free 104-page Sheraton booklet 
designed to fill you in on Sheraton and, strictly as an after- 
thought, to help us check the pull of this ad. Write: Sheraton 
Corp., Ad Age Ad #21, 470 Atlantic Ave., Boston, 
Massachusetts. 
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as seen by 


JOHN BURGOYNE & BILL MASTERSON 


Take the word of store operators, 
as well as advertiser and agen- 
cy people everywhere — Bur- 
goyne’s new 1960 Survey of 
Super Market Shoppers is the 
hottest fact-finding document in 
its field. 


Prepared by Ben L. Schapker, a 
man with three decades of ex- 
perience in both the super mar- 
ket and market research fields, 
this Survey is based on 2,695 
interviews made in seven met- 
ropolitan markets. Questions 
answered, cover a range of top- 
ics including attitudes toward 
food store advertising, special 
store departments, Sunday 
opening, trading stamps — just 
to mention a few. 


To get your copy of Burgoyne’s 
new Survey of Super Market 
Shoppers—staple one American 
dollar to your letterhead and 
send it to: Merchandising 
Director, Burgoyne Index, Inc., 


First National Bank Building, | 


Cincinnati 2, Ohio. 
ae * * 


And while you're at it, include a 
request for the new booklet we 
have prepared, explaining in 


detail the whole operation of | 
You'll | 


Burgoyne Index, Inc. 
learn all the “hows” and “whys” 


whom we work. Order both) 


Survey and booklet today. 


PRLADELPHIA OFFICE 6) me 


Advertising Age, November 14, 1960 


‘And Your Side Used Crest?’ ... 


How Procter & Gamble Makes Use of Unprecedented ADA Nod 


ANNOUNCER: And half the group used 
Crest, And the other half regular... 


toothpaste? CHILD: Yes sir, 
The nurse told everybody to 


athome, And my side got 25% fewer 
cavities, ANNOUNCER: And your side 
used Crests CHILD: Yes sir, 


ANNOUNCER: That was Gary Kean, 
representing a group that recently ... 


tested Crest, And now let's 
switch to a chemistry lab... 


and find out about another test, 
GIRL: Well they asked us to brush the 
same as usual, 


ANNOUNCER: And the Crest users got 
--- GIRL: 49% fewer cavities at the 


end of the year, ANNOUNCER: 
49% fewer cavities, And now to 
Howe ll ... 


Verling Votaw. MR, VOTAW: Frank, 


Scientist ... the cadets were the toothpaste testers, 


regular toothpaste, 


ANNOUNCER: What did the cadets do? 
| MR, VOTAW: Each group brushed 3 
| times a day under identical conditions, 


ANNOUNCER: And how did the Crest users 
make out? MR, VOTAW: 45% fewer 
cavities after 2 years, Frank, 


ANNOUNCER: 25 to 49% fewer 
cavities with Crest, With facts 
like these, ... 


| you can see why Crest has been 


recognized .., 


as effective against cavities by the 
American Dental Association, 


As their council on dental 
therapeutics put it, Crest has 
been shown ... 


of Burgoyne Retail Sales| 
Studies, the markets in which | 
we're permanently set-up for | 
Studies, and the clients for| 


recognized effective 

inst cavities by 
an Dental! 

Association. 


brush the same way as always... 


Shamie, Harker-Husted 
Discontinue Relationship 
Shamie Publishing Co., Detroit, 
has discontinued its present work- 
ing arrangement with Harker- 
Husted-Coughlin, West Coast rep- 
resentative. Further contacts be- 
tween western accounts and Sha- 
mie Publishing will be direct with 
each publication. Shamie publica- 
tions are Grocer-Graphic, covering 
New York; Yankee Grocer, cover- 


covering 42 northern Ohio counties, 
and Grocers’ Spotlight, covering 
Michigan. 


Prendergast to Kolb 

Richard M. Prendergast has 
joined Kolb & Abraham, Chi- 
cago, as an account executive. He 
was formerly account executive 
with O’Grady-Anderson-Gray, 
Chicago. 


O’Donnell to WSKP, Miami 

R. C. O’Donnell, previously man- 
ager of WINX, Washington, has 
been named general manager of 
WSKP, Miami radio station. 


ONE 
SHOT 
TAKES ALL 


LANSING 
JACKSON 
BATTLE CREEK 


The best shot in outstate Michigan pockets 
three major markets ranking 11th” in retail 
sales — gives you more Grade A coverage of 
Central Michigan population and TV house- 
| holds. Nationally, the 26th** market. Your 
| cue to call Venard, Rintoul & McConnell, Inc. 


*SRDS Consumer Market Data 
| **Television Age 100 Top Markets — 11/30/59 


ing New England; Grocers’ Beacon, s 


“i A 


to be an effective decay preventive 
dentifrice that can be, «+ 


of significant value when used in a 
conscientiously applied program 
of oral hygiene and regular pro- 
fessional care. So switch to +++ 


Crest, The only toothpaste 
recognized effective against 
cavities by the American 
Dental Association, 


AFTER ‘MOM,’ WHAT?—These pictures from a “Family 
Classics” commercial on CBS-TV Oct. 29 show how 
Benton & Bowles is telling the story of the Ameri- 
can Dental Assn.’s approval of Crest on television. 


favorite brand of toothpaste. 
So far Procter & Gamble has exercised restraint in 


shown here is from U.S. Tele-Service Corp. 


capitalizing on this big sales plus for Crest. Other 
Crest commercials have featured announcer Frank 
Blair’s wife and children in testimonials for their 
The Photo-Script 


LANSING 
JACKSON 
BATTLE CREEK 


WOL-T 


CHANNEL 10 


SERVING MICHIGAN’S 


GOLDEN TRIANGLE 


Associated with / WILS -Lansing, WPON — Pontiac 


| 
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Advertising Age, November 14, 1960 


Election Motif Rampant 
in ITV Voting Coverage 


(Continued from Page 1) viewers. 

to shave.” The commercial ends The third computer maker, Rem- 
with a “candidate” shaving in an/|ington Rand, maintained advertis- 
open car during a ticker tape pa-|ing silence after Tuesday’s elec- 
rade. tion, explaining that it had shot its 
advertising wad prior to this week’s 
s Another commercial on NBC-| big event. The company’s comput- 
TV, this one for Sandura Co.,/|ers were used by ABC-TV in anal- 
showed an elephant trying to|yzing and forecasting election re- 
pound a dirty mess (spilled on the | turns. 
floor) into Sandran floor covering| International Business Machines, 
as the announcer’s voice-over re-| via Benton & Bowles, ran all-copy 
marks, “Now let’s see what’s hap-|newspaper ads in newspapers in 
pening in this house.” A donkey |New York, Boston, Washington, 
then pushed a heavy roller over the | Chicago, Detroit and Los Angeles. 
same floor. However, a mop wiped 
the mess clean to show Sandran| Whe won 
was tough enough to resist the | 
brutal treatment, remaining unsul- the computer hattle 
lied. 

On ABC Radio, co-sponsor Phil- 
co Corp. ran commercials with | =« : 
Milton Cross, who would begin, for | sri avrcem macy heme necrerts you caw te fase mon 
cham "Time out it 6 Pollen | oe ene: 
Presidential quiz question. Who |" 
was the first President to be inter- | ee on RE 
viewed on radio?” Before giving Fn tte ere RE 
the answer, he discussed Philc0’s | demonserated—metnods that can cut right to the heart of enormous problems in business, 
Starlite series of tv picture tubes. 


science and communications 
To make election predictions, for example, mathematicians create a statistical model of 
vot lie. Then as on: urns stream in, tie computer 
final san cauhiieges becuase aopeeend " ——— 
@ Bt tock a crew of aimast 3,000 | eee eee ae iin 0 rao tes. 
people at the three tv networks | Sets: mes ates stm by mls ee rat eins te on 
working around the clock OM C1€C~ cas ses special stam 
tion night to rack up the largest | estes presesting computer predictions and analysis, the CBS network used an IB 
4 in RAMAC® 305 system to tally incoming returns Counting and posting votes is actually a 
audience for a single EVeEMt iM | continous inventory problem, which is exactly what RAMAC' rapid-fire memory is built 
t2 : | to handle 
television history. | CRP also had a TELE-PROCESSING: link between the studio and the 18M Datacenter so data 
A total of 33,000,000 homes Were | 2 cytrines wctnige that can pars sng computer tours aa nomad iter 


ent places at once 
tuned to the three tv nets, accord- | EAE ESI 
ing to a national Arbitron COUNT. | Bs 2 con expect to benefit further. You will be the winner again, just as you 


This figure was projected by ey 
American Research Bureau to more IBM 
than 83,000,000 viewers. Snaring | msn Sires Machines Corporation a cages 


the largest share of audience was 
NBC, with 51%, followed by CBS, 
with 38%, and ABC, with i1%. 


In addition, IBM will run the same 
ad in the Nov. 21 issue of Time. 
The IBM ad was of the soft-sell, 
institutional ad variety. It congrat- 
s NBC and ABC both reported a|ulated IBM’s two competitors as 
staff of over 1,000 to cover the/| well as itself for “helping the net- 
political extravaganza, while CBS| works do a better. reporting job” 
estimated its crew at almost 700.| and wound up with a brief product 
NBC scored another victory in the | promotion of its own computer sys- 
longest continuous coverage in the | tems. 
marathon race. That network be- 
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Last Minute News Flashes 


Guerrant President 
Rand McNally Institutional Follows Smith to Grant |S John Shaw Moves 
Curcaco, Nov. 11—Rand McNally & Co., map maker and publisher, 


has appointed Grant Advertising to handle its corporate institutional to Board Chairman 
advertising, effective Jan. 1. The account, which bills about $225,000, 
formerly was handled by Fletcher Richards, Calkins & Holden. Prin- 
cipal reason for the switch was the recent moving of Paul Smith, for-|dent of John W. Shaw Advertising 
mer vice-chairman of the board and creative director of the Richards |as John Shaw moves up to chair- 
agency, to Grant as exec vp in charge of creative services (AA, Oct.|man of the board. 


3). Franklin Spier Inc., New York, will continue to handle Rand Mc- Mr. Guerrant, formerly exec vp, 
Nally’s trade book and map advertising. has been with the agency for ten 


Campbell to Noble in Mexico; Pushes Beans in U.S. "~~ arene ener fee ee 


Campen, N. J., Nov. 11—Campbell Soup Co. has named Noble Ad- 
vertising, Mexico City, its agency in Mexico. Currently building a 
cannery in that country, Campbell will market a line of locally pro- 
duced soups. In the U.S., Campbell will launch its new barbecue beans 
Nov. 24 with a 90-minute nationwide CBS telecast of the New York, 
Detroit and Philadelphia Christmas parades on Thanksgiving Day. A 
heavy tv schedule includes “Donna Reed Show” (ABC-TV) and “Las- 


sie” (CBS-TV). Two-color newspaper ads will be used. A purchase | 
price refund on the first can bought will be offered. 


Brooks Drops 3 Bra Accounts to Gain Exquisite Form 


Toronto, Nov. 11—Brooks Advertising has resigned three foundation 
accounts—Lovable Brassiere Co., Kops Bros. Ltd. and Flexees Canada John Shaw 
Ltd.—with total estimated billings of $50,000, in order to take over 
Exquisite Form Brassiere (Canada) Ltd. (billing about $200,000). |Ewald, Chicago, as creative direc- 
Spitzer, Mills & Bates reportedly lost Exquisite Form because Ted|tor. He will retain his position as 
Bates & Co. handles Playtex girdles in the U. S. chairman of the marketing com- 

mittee. 
Carr Is Freed; Plans to Open Consultancy Mr. Shaw founded the agency in 

NEw York, Nov. 11—William B. Carr, former president of Million | 1947. Current billings are reported 
Market Newspapers and onetime advertising boss of McCall Corp., has | in excess of $9,000,000 annually. 
completed a prison term for failure to file an income tax return and| The agency has appointed George 
now plans to open his own consultant company here. The Carr’s—as | A. Wilcox as vp and media direc- 
the company will be called—will be headed by Mr. Carr and his wife,|tor, and named Aileen Grossman 
Estelle, onetime fashion editor of McCall’s. They will offer help to |director of a new public relations 
manufacturers with “long range planning problems” related to image | department. Mr. Wilcox was asso- 
and sales. ciate media supervisor at Leo Bur- 


° nett Co.; Miss Grossman formerly 
Ansco, Ozalid Weigh Agencies; May Pick Two was at Harshe-Rotman, Chicago. 
New York, Nov. 11—Ansco Photographic Products and Ozalid Copy 


Press—resigne4 last month by Benton & Bowles—were still deciding | ® Shaw also announced its appoint- 
today among nine possible successor agencies. The account—which is | Ment as agency for Today’s Health, 
expected to bill $1,500,000 next year on Ansco and $500,000 on Ozalid—|consumer magazine published by 
.was believed ready to name two agencies, one of them “an industrial|the American Medical Assn. Jor- 
type” to handle Ozalid only. The advertiser required that agencies so-|dan, Sieber & Corbett, the former 
liciting the account bill $25,000,000 or more. peor Lary one the entire AMA 
account last summer. 

Yolande Lingerie Appoints Cohen & Aleshire Other personnel appointments 

New York, Nov. 11—Yolande Corp. of New York has appointed |Tevealed by the agency today in- 
Cohen & Aleshire to handle its lingerie division advertising. Expanded |Clude: Stuart H. Berg, formerly 
advertising is planned to celebrate the company’s golden anniversary, |Fadio-tv commercial producer of 
It reportedly will bill in excess of $100,000. Yolande has not advertised | Kenyon & Eckhardt, radio-tv pro- 
nationally for several years. duction director; Frank Zioncheck, 


from Keyes, Madden & Jones, as- 
‘Good House’ Sets Match-A-Market Region Plan 


Cuicaco, Nov. 11—David E. 
Guerrant has been named presi- 


David E. Guerrant 


sistant production manager; and 


gan its coverage at 7:30 p.m., EST, 
Tuesday, and stayed with it for 
13% hours. CBS’ uninterrupted re- 
porting ran for 11 hours and 45 
minutes, while ABC’s was eight 
hours. Continuous coverage was 
also maintained by the four radio 
networks. 

The networks could not yet esti- 
mate the cost of the coverage, but 
industry sources have indicated 
that television coverage alone cost 
the networks about $1,000,000. This 
expenditure stands in the loss col- 
umn after allowance is made for 
income from various sponsors. 


@ One of the most notable jobs on 
a local level during the pre-elec- 
tion campaigning was handled by 
WXYZ-TV, Detroit. With less than 
48 hours notice, the ABC affiliate 
had to get its staff and facilities in 
shape for origination of a four- 
hour national telethon, “Dial Dick 
Nixon” on ABC-TV on Nov. 7. 

In addition to the engineering 
problem involved in a network 
feed, WXYZ-TV had to make ar- 
rangements for an additional 150 
telephones, a studio for 100 tele- 
thon operators, a studio for Mr. 
Nixon, accommodations for 75 
members of the press, offices for 
Mr. Nixon’s staff, and space for an 
entourage of typists and stenog- 
raphers. The last-ditch effort made 
by the Republicans was said to 


= Of a more competitive nature 
were big-space ads run by Radio 
Corp. of America in New York, 
Washington, Chicago, and Los An- 
geles. The RCA ad, via J. Walter 
Thompson Co., played up RCA’s 
consistency in picking Tuesday’s 
winner. 

IBM’s 7090 system was used by 
CBS-TV, RCA’s 501 system by 
NBC-TV. # 


New Studies to Be 
Unveiled at MPA’s 
Creativity Seminar 


New York, Nov. 11—The un- 
veiling of two new magazine 
studies will highlight a magazine 
seminar on creativity scheduled in 
the Park Lane Hotel here Dec. 1. 

Theme of the session, sponsored 
by Magazine Publishers Assn. in 
cooperation with the Assn. of Na- 
tional Advertisers and the Ameri- 
can Assn. of Advertising Agencies, 
will be “How to Use Magazines 
Creatively for Greater Sales.” 

In addition to case histories of 
various products, the session will 
include presentation by Gallup & 
Robinson on the “Strengths and 
Weaknesses of Magazines and 
Television” and an MAB psycholo- 
gical and sociological study of con- 
sumers conducted by the Market 


New York, Nov. 11—Good Housekeeping has become the first mag- 
azine in the women’s service field to offer regional editions. Effective 
with its March, ’61, issue, the magazine will split its 4,700,000 circula- 
tion base into five zones—northeast, east central, west central, southern 
and Pacific. The magazine said its regional plan—dubbed Match-A- 
Market—can be bought individually or in any combination of zones. 
Only pages, double columns and half-page horizontals are acceptable 
for regional editions, Good Housekeeping said. 


Doner Drops Ambassador Deluxe; Baker May Get It 


New York, Nov. 11—W. B. Doner & Co. said today it has withdrawn 
from the Ambassador DeLuxe scotch account, effective Jan. 1, due to a 
“disagreement over advertising policies.” Doner has had the account 
about two and one-half years, and current billings are estimated at 
slightly below $250,000. Leading contender to acquire the account is 
Lynn Baker Inc., which last summer (AA, June 27) picked up Ambas- 


Maydawn Murray, 
Campbell-Mithun, assistant radio- 
tv manager. + 


Barton Distilling 
Moves to Rosenbloom 
Along with Levitz 


Barpstown, Ky., Nov. 9—Bar- 
ton Distilling Co. has moved its 
account from Stern, Walters 
Simmons, Chicago, to Irving J. 
Rosenbloom & Associates, Chicago, 
following the move of Stanley D. 


ing newspapers in 15 markets. 


Corbett Leaves Jordan Agency: Other Late News 


two weeks. 


to the Feldman agency Nov. 1. 


| will assume the duties relinquished by Mr. Pickering. 


e Harlee Mfg. Co. (owner of Tastee-Freez soft ice cream chain), Car- oe hg Cunningham ac- 
rols Drive-In System and Freez-King Corp., interlocking Chicago count which also moves to Rosen- 
companies, have switched their advertising from Gourfain-Loeff, Chi- bloom has been inactive Ser the 
cago, to Burton G. Feldman Inc., Chicago. The combined account nor- ast year Mr. Levitz has been ser- 
mally bills about $400,000, but billing was cut to $100,000 this year. een Barton since 1956. when he 
The account followed Maurice Silverman, who moved from Gourfain : 4 


sador Aged scotches (12 and 25 years old) from Doner amid reports | Levitz from Stern, Walters to Ro- 
that it would garner the remainder of the account as well. Doner mean-|senbloom as a vp and member of 
while has added Magnus Organ Corp. for a special test assignment us-|the plans board. 


Mr. Levitz joined Stern, Walters 
in March, 1958, as vp and creative 
director from Herbert Baker Ad- 


e Frank J. Corbett, vp of Jordan, Sieber & Corbett, Chicago, has re-|vertising, bringing with him the 
signed. He told Apvertisinc AcE he would announce his plans in about | Barton account and Cunningham 


Co., maker of glass washing ma- 
restaurants and 


joined Grossfeld & Staff. 
Barton Distilling, which billed 


e Clinton V. Pickering Jr., formerly ad manager of Union Carbide | about $200,000 in 1959, has set the 
International Co., has been named by H. K. Porter Co. to be manager 
of marketing research in its New York office, a new title. B. Sokoloff Kentucky Gentleman whisky with 
Jr., manager of market development with Union Carbide International, one-half and one-third page two- 


biggest drive in its history for its 


color ads breaking in December in 


have cost the party $200,000. Research Corp. of America. # 
ADS LAUD ELECTRONIC Arvin Names Bosart, Jones 
BRAINS ON VOTE ROLE Arvin Industries, Columbus, Ind., 


New York, Nov. 11—Two of the|has appointed Robert G. Bosart 
nation’s big three mechanical brain |manager of advertising and sales 


makers, IBM and RCA, this week | promotion and Ted Jones products | 


broke post-election print cam-| manager, radios and phonographs. 


paigns trumpeting their respective |Mr. Bosart was formerly sales pro- | 
roles in covering national election| motion manager; Mr. Jones was) 


returns for the country’s television | formerly manager of advertising. 


© American Federation of Television and Radic Artists, New York |Z00y, Playboy, Sports Illustrated 
: : : and True, supported by newspaper 

chapter, has voted to authorize the national board to call a strike ; 
: A : ‘ ads. The magazine ads also will 
against the three tv and four radio networks at midnight Nov. 15 if new run in the four magazines in Jan- 
| contracts are not signed by that time. AFTRA, which covers performers uary, March, May, July and Sep- 
in live and taped tv commercials and programs, is demanding a revised tener : 
system of payments for commercial performers, as well as increases in ’ : 
residuals. Screen Actors Guild, composed of filmed commercial and Ran Long - ee ee ee 
program performers, is conducting a strike ballot by mail. Pp pany 


|Barton, Tom Moore, Colonel Lee, 
|@ Denny Sargent, formerly an associate copy director at Young & | Barton Reserve, House of Stuart, 


Rubicam, has joined McCann-Erickson Advertising, New York, as a| Little Mill Highland Mist and 
vp and associate creative director. |Pikeman brands. # 
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Oregon Voters Reject 
Outdoor Ad Proposal 


(Continued from Page 2) 
Oregon AFL-CIO and other labor 
organizations opposed the measure 
on the basis that it would have 
eliminated many jobs of those 
who service outdoor signs. 

Special “information” signs 
would have been authorized, for 
which the state was to build off- 
highway information boards, each 
containing 24 advertisements of 
facilities in the area. 


® Wide support had been given to 
the control measure. Over the pre- 
election weekend the Multnomah 
County (Portland) chapter of the 
Oregon Republican Club endorsed 
the measure. Earlier the bill had 
received endorsement from the 
Young Democrats of Multnomah 
County. 

A spokesman for the Highway 
Protection Committee, sponsor of 


the initiative, said the bill had 
drawn the endorsement of all 
leading candidates for statewide 
office. Among those who had ap- 
proved the legislation are U.S. Sen. 
Maureen Neuberger, widow of the 
late Sen. Richard Neuberger, to 
whose seat she was appointed 
earlier this year and who was 
elected to a full term; and Elmo 
Smith, Roseburg publisher and 
Republican nominee opposing Mrs. 
Neuberger. Gov. Mark Hatfield 
(Rep.), whose term does not expire 
for another two years, had spoken 
out in favor of the initiative. 
Charles Collier of the Advertis- 


|ing Assn. of the West, who had 


appeared in Portland to discuss the 
billboard measure, called the pro- 
posal “a bad bill and a vicious one 
which, if passed, could be a severe 
blow to all advertising because of 
its unusual and heavy restrictions.” 


Philip Morris Buys 
Three More ‘CBS 
Reports’ TV Shows 


New York, Nov. 10—Philip Mor- 
ris Inc. has purchased three more 
“CBS Reports” tv shows for No- 
vember and December, after spon- 
soring two of the shows earlier 
this season. 

The company said the purchase 
of the public affairs programs sight 
unseen marks the first time a na- 
tionally-sold, low-unit-cost prod- 
uct company has entered this 
sphere of tv advertising. 

The same two brands featured 
on the first two shows—Marlboro 
and the new king-size entry, Com- 
mander—will be promoted on the 
other three. 


s Previous shows were “Year of 
the Polaris,” Oct. 19, and “Money & 
the Next President,” Oct. 27. New 
shows scheduled are “Harvest of 
‘Shame,” Nov. 25, dealing with mi- 
gratory farm workers; a program 
Dec. 10 concerning the United Na- 
tions’ international refugee organ- 
ization; and “Great Holiday Mas- 
sacre,” dealing with dangers on the 
highway, scheduled for Dec. 26 or 
29. 

The sudden surge in ad invest- 
ment by Philip Morris coincides 
with a recently-announced shuffle 
in the top marketing lineup (AA, 
Nov. 7) and a reported 7.7% in- 
crease in earnings for the nine 
months ended Sept. 30, compared 
with the same period last year. # 


18% Pick Correctly 
in ‘Farm Journal's’ 
Guessing Contest 


PHILADELPHIA, Nov. 10—A total 
of 18% of the contestants partici- 
pating in a “What's the Name of 
This Consumer Magazine?” contest 
correctly identified the Farm 
Journal. 


Westinghouse Denies 
Price Discrimination 
Complaint by FTC 


WasHINGTON, Nov. 9—Westing- 
house Electric Co., Pittsburgh, has 
denied Federal Trade Commission 
charges of granting discriminatory 
discounts to favored purchasers of 
headlights manufactured by its 
lamp division. 

FTC’s complaint alleged that 
Westinghouse gave franchised dis- 
tributors who bought over $25,000 
worth of miniature and Sealed 
Beam lamps a 5% discount. The 
complaint said that only 33 of 752 
franchisers could qualify for the 
discount (AA, Aug. 8). 

FTC also challenged discounts 
on Westinghouse lamps amounting 
to 29.2% granted to General Mo- 
tors, through GM’s AC spark plug 
division. 

Westinghouse denied that its 
pricing practices may substantially 
lessen competition. # 


Sof Stroke Ads 
Hit by FTC as 
False, Slurring 


(Continued from Page 1) 
cream. The demonstration, the 
commission adds, constitutes “false 
disparagement” of competitive 
shaving creams. 

The company is granted 30 days 
to file an answer. 

Mennen Co. has issued this state- 
ment on the complaint: 

“The FTC has questioned some 
of the filmed sequences of the Sof’ 
Stroke commercials. Fortunate- 
ly, we have actual films showing 
exactly how the commercial was 


| filmed under water and we hope to 


The contest, which was launched | 


with a color spread in the Oct. 10 
issue of ADVERTISING AGE, attracted 
nearly 2,500 entries. 


® Contestants were asked to name 
the consumer magazine which fit- 
ted 13 listed clues based on the 
magazine’s editorial, circulation 
and market characteristics. Of 50 
Magazines named, Farm Journal 
received 18% of the votes. Among 


those contestants who could be 
identified as agency personnel, 
31% named Farm Journal. 


Other magazines receiving a siz- 
able number of mentions were Bet- 
ter Homes & Gardens, McCall’s, 
Ladies’ Home Journal, American 
Home and Good Housekeeping. # 


show the accuracy of the commer- 
cial. 

“Naturally, it is company policy 
to cooperate fully in insuring that 
all its products are accurately pre- 


| sented to the public.” + 


RALPH BOLANDER-OLSON 
Cuicaco, Nov. 8—Ralph Bolan- 
der-Olson, 59, a magazine adver- 
tising representative here for 30 
years and a former newspaper col- 
umnist, died Nov. 3 in Wesley Me- 


Holiday Playhouse,” a series of 


Advertising Age, November 14, 1960 


CHRISTMAS SPICE—Maxine Rowland, advertising manager of Shulton 
Inc., New York, poses with the Old Spice sea chanty singers during 
the filming of Christmas tv commercials for the company’s Old 
Spice toiletries. The spots will be run in 85 markets on the “Shulton 


five half-hour shows. Transfilm- 


Caravel produced the commercials. Wesley Associates is the agency. 


Hearst Sale of 
‘Times Startles 
Detroit Market 


(Continued from Page 3) 
1949, and had dropped to 454,589 at 
last audit. 

The News said that it will retain 
as many Times employes as it can 
but some 390-400 Guild-member 
employes, who learned the news 


erance pay under union contract. 


® About one-third of the 1,400 
employes made idle by discontin- 
uation of the Times-Monday had 
found new jobs, either permanent 
or temporary, two days after the 
announcement that the Times had 
ceased publication. 

The Free Press and News took 
on the bulk of these, as both dai- 
lies stepped up production sched- 
ules. The Free Press also sent 
bulletins to newspapers in ten 
states, listing names and skills of 
dozens of jobless, and offered to 
help editors and business man- 
agers of other papers contact ex- 
Times employes. 

Lee Hills, vp and executive 
editor of the Free Press, said his 
newspaper did not intend to start 
an afternoon publication, but had 
expanded its early edition runs. 


2 The number of advertisers 
switching schedules to the Free 
Press forced the newspaper to turn 
down some late comers for Friday 
editions, the Free Press reported. 

The demise of the Times also 
had a marked effect on the Hearst 
Advertising Service office in the 
Motor City. Total personnel in the 
office dropped from 20 to 7; the 
actual sales staff was reduced 
from 11 to 4. The four-man sales 
staff is still headed by John Burke, 
who also had been ad director of 
the now-defunct Times. The re- 
duced HAS staff will perform sales 
functions in the Detroit area for 
other Hearst newspapers. 


s While some top officials of 
Hearst’s newspaper headquarters 


in New York could not be reached 


|today, ADVERTISING AGE was told by 
|one source that Hearst was equal- 
|ly ready to buy or sell newspapers. 


morial Hospital of a heart ailment. | pany wanted it to be known that | 


The source said that the com- 


For the last three years, he had |it had “plenty of money” to buy 


been with Living for Young Home- 


| newspaper properties, and that it 


makers. Previously he had repre- | aimed at further strengthening its 


sentea Cosmopolitan, Hunting & 
Fishing and Esquire. Before enter- 
ing the advertising field, he wrote 
a night club column for the old 
Chicago Herald & Examiner. 


economic position in the newspa- 
|per world. 


While the Detroit Times was 


|ahead this year on its department | 
|store linage—thanks largely to a 


late Sunday night, will get full sev- 


| 1,000,000-line contract written ear- 
lier this year with the J. L. Hud- 
son store—Hearst officials, it was 
said, couldn’t see a profitable re- 
turn on the paper; hence its sale. 

Hearst—the biggest communica- 
tions empire in the world, with a 
vast complex of newspapers, mag- 
azines, radio and tv stations doing 
business at the $350,000,000 level 
five years ago, and with a 1955 
net of something over $10,000,000 
—has long been busy in buying 
and selling. In 1956, it sold the 
Chicago American to the Chicago 
Tribune. In 1959, Hearst Corp. 
withdrew an offer to buy the 
Nashville Banner and the Tennes- 
sean for more than $9,500,000. 
Later the same year, it purchased 
WFDS, a Baltimore fm _ station, 
and changed its call letters to 
WBAL-FM. 


® In 1955, Hearst Corp. paid $2,- 
000,000 for Milwaukee’s then new- 
est tv station, WTVW. In 1957, it 
got an FCC okay for Pittsburgh’s 
third commercial tv station (owned 
jointly with the Allegheny Broad- 
casting Corp.). In April of this 
year, Hearst’s Pittsburgh Sun- 
Telegraph was sold to the Pitts- 
burgh Post-Gazette. 

Last year, the San Francisco 
News, a Scripps-Howard daily, 
merged with Hearst’s Call-Bulle- 
tin. The combined papers started 
publishing as the property of Apex 
Publishing Corp., owned equally 
by S-H and Hearst Publishing Co. 
The masthead slogan said that 
“this newspaper follows the edi- 
torial policies of the Scripps-How- 
ard Newspapers and the business 


pers.” 
In mid-October, Hearst Corp., 
which publishes 


tion of the Knickerbocker News, 
Albany evening newspaper, from 


the sale of the Pittsburgh Sun- 
Telegraph. For the first nine 
months of 1959, Hearst Consoli- 
dated reported a loss of $2,603,000. 
Total operating revenue for the 


| 1960 period was put at $131,563,900, | 
while the total in ’59 was $139,- 


461,200. + 


Chicago Faucet Names Lougee 
Secretary, Marsh Treasurer 
Chicago Faucet Co., Chicago, has 
named Norman A. Lougee secre- 
tary of the company and a mem- 
ber of the board and Gilbert J. 
| Marsh treasurer, succeeding Harry 
E. Teichen, who is retiring. Mr. 
Lougee continues as director of 


‘tinues as office manager. 


policies of the Hearst Newspa- |i 


the Albany- |i 
Times-Union, announced acquisi- | 


Gannett Newspapers for $3,850,000. | 


Hearst Consolidated Publica- | 
tions has reported a nine-month | 
loss of $5,031,900—a figure includ- | 
ing $2,195,500 in connection with | 


advertising, and Mr. Marsh con- 


D. L. Clark Co. 
Discriminated in Ad 
Allowances, FTC Says 


WASHINGTON, Nov. 10—D.L. Clark 
Co., Pittsburgh, maker of “Clark 
Bar” and other candy products, 
was charged today by the Federal 
Trade Commission with making 
discriminatory advertising pay- 
ments to favored customers. 

FTC’s complaint alleges that 
Clark has paid out more than $100,- 
000 in advertising allowances to 
Automatic Canteen Co., Chicago, 
in 1959. 

The payments are granted to 
vending machine operators under 
“Venkard” promotional programs, 
in which cards advertising Clark 
products are affixed to candy ma- 
chines. 


= The payments are made for 
Clark by Richard A. Burleigh & 
Associates, an advertising agency 
in Evanston, Ill, the complaint 
states. The agency pays the favored 
customer about 68¢ for each ma- 
chine carrying the Clark ads. 

Clark, which had sales of ap- 
proximately $10,700,000 in 1958, is 
granted 30 days to file its answer 
to the complaint. # 


‘Compact X" Cues 
Paternity Dispute 


Detroit, Nov. 9—There’s a new 
smaller car in the offing among De- 
troit auto manufacturers, designat- 
ed “Compact X” in a recent issue of 
Ward’s Automotive Reports, but 
its paternity is being denied by all 
of the Big Three. The new car re- 
portedly is slated to appear in 1962. 

Most likely candidate for parent- 
hood appears to be Ford, although 
there has been no confirmation 
from Dearborn. The new car is ex- 
pected to have a wheelbase of 115” 
and an overall length of 16’ 5”. 
Falcon has a wheelbase of 108.5” 
and is 15’ 1”. The regular Ford’s 
wheelbase is 119” and its length 17’ 
6”. The new car’s weight is sup- 
posed to be about 2,700 lbs., which 
places it between the light com- 
pacts (around 2,250 lbs.) and the 
regular models of Ford, Chevrolet 
and Plymouth, which range from 
3,400 lbs. upward. It would be 
somewhat the same in measure- 
ments as Ford’s present Comet, but 
quite a little heavier. The Comet 
weighs 2,432 lbs. 

Ward’s said the.company making 
the new car will offer it in two 
series and reduce its regular line 
from three series to two. # 


REPEAT—Richmond-Chase Co., 
Jose, Cal., repeats its “I did it” ad 
| theme of last year, which won sev- 
en awards, for its Diet Delight low- 
calorie canned fruit. The series will 
run in newspapers. Cunningham & 
Walsh is the agency. 


San 
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One of a series of comments on Metropolitan Oakland 
°| as a market by advertising agency executives. 


for 
th & 
lency 
aint 
rored 


From a satellite to a planet in its own right, is the im- post-war, my personal observation—living and working 
- line pressive progress of Metropolitan Oakland. Many sta- in the area—gives added meaning to the impressive. 
adie tistics illuminate this growth. Yet to the advertising man, data as to population growth, buying power and retail 
feeling the pulse and knowing the character of a market sales volume. 

are equally important to his judgment of its worth. From ARTHUR C. FARLOW., Vice President 
1934 through the pre-war, the war years and immediate J. WALTER THOMPSON COMPANY, Chicago 


YES, it is important to recognize Metropolitan Oakland's 
commanding size as a market. It is equally important to 
remember this fact: 


on ONLY THE 


Oakland.<i< Tribune 


COVERS METROPOLITAN OAKLAND * 


Greatest Home Delivered Circulation *Two out of three of the more than 250,000 
in Northern California families in Metropolitan Oakland (Alameda 


National Representatives: County) are Tribune subscribers 


CRESMER & WOODWARD, INC. 


Member Metro Sunday Comics Network 
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‘Consumer Orientation’ Key to New 
Administration's Views on Marketing 


(Continued from Page 1) 
dred sub-policy-level officials— 
bureau chiefs, division heads, ex- 


ity instead of a great instrument 
|of national enlightenment and eco- 
/nomic betterment.” The Democrats 


ecutive directors—will be “under|complained that service curtail- 


the ax” as the Kennedy admin- 
istration spots its people into the 
strategic staff jobs. 

A number of ideas have already 
been advanced for strengthening 
the regulatory agencies: 

e A new law authorizing FTC to 
get temporary injunetions during 
the pendency of administrative 
proceedings. A similar plan was 
advanced—and abandoned—by At- 
torney General William P. Rogers 
early this year in his report on 
broadcast industry advertising 
practices (AA, Jan. 11). 

e A more powerful and affluent 
FDA to keep down drug costs and 
to police the introduction of new 
drugs. 

e A truth-in-credit law requiring 
vendors of credit to provide a 
statement of specific credit charges 
and what these charges cost in 
terms of “true annual interest.” 
Such a bill was introduced this 
year by Sen. Douglas, but it failed 
to reach the Senate floor. 


s The President-elect’s plan for a 
White House agency to speak for 
consumers apparently represents 
a modified version of S. 1571, a 
“consumer bloc” proposal which 
was considered—and pigeonholed 
—by the Senate government oper- 
ations committee last June. 

Under this bill, sponsored by 
Sen. Kefauver, a “Department of 
Consumers” would be established, 
with cabinet rank. At hearings on 
the bill, sponsors explained that 
the new department would appear 
as “friend of the court” whenever 
a government agency considered 
any action involving the welfare 
of consumers. 

Federal Trade Commission 
Chairman Ear! Kintner complained 
that S. 1571 would lead to conflict 
and duplication. In his testimony 
against the bill he contended that 
existing agencies already have the 
responsibility of considering the 
welfare of consumers when they 
reach their decisions. 


® As an indication of the party’s 
thinking, the Democratic platform 
declared, “In an age of mass pro- 
duction, distribution and advertis- 
ing, consumers require effective 
government representation and 
protection.” 

It complained that Republicans 
have “allowed” the Food & Drug 
Administration to be weakened. 


Democrats promised they would | 


“provide money and authority to 
strengthen this agency for its 
task.” 

In the anti-trust field, they pro- 
mised to strengthen the Robinson- 
Patman anti-discrimination law, 
which deals with advertising al- 
lowances and other merchandising 
arrangements between suppliers 
and distributors. 


s With the Post Office operating at 
a $900,000,000 loss, there have been 
no indications of the attitude the 
new administration is likely to take 
on postal rates and postal modern- 
ization. 

During the past eight years, 
Democrats in Congress fought the 
“balanced budget” concept of Post 
Office management. Sen. Olin 


ments have “inconvenienced every 
citizen and that a program must be 
undertaken to make the post office 
‘a model of efficiency and serv- 
ice’.” 


® The President-elect has been 
refusing to discuss appointments 
until after Thanksgiving. In the 
post-election speculation, John 
Bailey, a Connecticut lawyer who 
managed the Kennedy primary 
campaign, has been mentioned as 
a possible prospect for Postmaster 
General. 

Allied to their promise to make 
government more “consumer- 
minded,” Democrats have promised 
to put “men of ability” and “inde- 
pendent judgment” into the key 
jobs in the regulatory agencies. 

As one of his first moves, the 
President-elect has asked James 
M. Landis, former dean of the 
Harvard University law school, to 
make a special study during the 
next six weeks to determine if 
regulatory agencies currently are 
carrying out their jobs with “effi- 
cient dispatch.”’ Dean Landis is no 
stranger to Washington, having 
been a member of the FTC from 
1933 until 1934 and subsequently 
chairman of the Civil Aeronautics 
Board. 


® Partly by coincidence, the new 
administration will be able to get 
immediate control of several key 
regulatory agencies which are vi- 
tal to the concept of “consumer ori- 
ented” government. 

Ironically, the upheaval in the 
regulatory agencies comes at a 
time when they are operating at a 
peak of efficiency. During the past 
year, FTC Chairman Kintner has 
raised the reputation and effec- 
tiveness of FTC to levels which 
have seldom if ever been achieved 
in the past. Anti-trust chief Robert 
Bicks failed of confirfhation by 
Congress largely because several 
key senators on both sides of the 
aisle were uneasy about the 
marked thoroughness of his efforts. 


@ Here are some of the prospects: 
e Federal Trade Commission: Two 
of the five FTC seats, occupied by 
Chairman Kintner and recently- 
appointed Commissioner Edward 
K. Mills, both Republicans, are 
immediately available, and a third 
seat, held by Commissioner Robert 
Secrest, a Democrat, “opens up” in 
June. Kefauver committee counsel 
Rand Dixon has confirmed that he 
is an active aspirant to the FTC 
chairmanship. 

e Federal Communications Com- 
mission: A seat, now held tem- 
porarily by Republican Commis- 
sioner Charles King, is available, 
assuring Democrats of four of 
FCC’s seven seats. Chairman Fred- 
erick Ford’s term does not expire 
until June 30, 1964, but the FCC 
chairmanship can be rotated at 
the discretion of the President. If it 
goes to one of FCC’s present mem- 
bers, presumably it would be com- 
missioner Robert Bartley, who is 
Sam Rayburn’s nephew. 

e Food & Drug Administration: A 
50-year tradition that FDA’s single 
commissioner should come from 


Johnston (D., S.C.), chairman of | 
the Senate post office committee, 


has contended that the depart- 
ment’s deficit includes several 
hundred million of expense which 
should be regarded as “public serv- 
ice,” and which is not properly a 
charge against mail users. 

In their party platform, Demo- 
crats claimed Republicans have 
treated postal service “as a liabil- 


the career service may be about to 
crumble. Commissioner George 
Larrick, who was given a routine 
promotion to the top spot by Re- 
publicans, serves only at the dis- 
cretion of the President, and Demo- 
crats may feel that their plans for 
a more active Food & Drug Ad- 
ministration require a commis- 
sioner with a broader background. 
e Justice Department: No indica- 
tion so far of the Kennedy selec- 
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@) HIXSON & JORGENSEN, INC., avverrisine 


Kar Jorgenser Promadent Hixson & Jorgensen, Ine 3540 Wilshure Boulevard Lim Angeles 5, Caliorma 


CONSUMER GuiLT—Taking exception to the theme of consumer “waste” 

in luxuries: like washers, air conditioners, etc. current in recent pop- 

ular books on economics and sociology and in the Presidential cam- 

paign, Hixson & Jorgensen’s Los Angeles office ran this page in the 
Los Angeles Times Nov. 2. 


tion for Attorney General. Acting 
anti-trust chief Bicks, a Republi- 
can appointee, will be swept out 


Justice Department “team.” 


s But the “consumer-minded” 
forces in the Democratic party will 
not have exclusive access to the 
President-elect’s ear. Vice-Presi- 
dent-elect Lyndon Johnson (D., 
Tex.) produced decisive Southern 
support, which commands respect. 

When the new “management 
team” for the Post Office Depart- 
ment is established, the Kennedy 
administration can expect that it 
will be hearing from such con- 
servatives as Sen. Johnston. 

As chairman of the Senate com- 
mittee on post office and civil 
service, he would ordinarily ex- 
pect to be consulted on Post Office 
appointments under any circum- 
stances. In additionnowever, Sen. 
Johnston has a special claim for 
consideration, for his barnstorming 
for Kennedy helped to swing South 
Carolina into the Democratic camp. 


@ While there was a relatively 
light turnover in the congressional 
elections, an unusually high per- 
centage of the casualties included 
members who have been associated 
with marketing and advertising. 

Rep. Ed Rees (R., Kan.), ranking 
Republican on the House post of- 
fice committee, and Rep. Gordon 
Canfield (R., N. J.), ranking Re- 
publican on the House appropria- 
tions post office subcommittee, 
were among those who retired vol- 
untarily. Rep. Prince Preston (D., 
Ga.), a special champion of good 
government statistics—a rarity in 
| Congress—was beaten in the pri- 
maries. Rep. Charles H. Brown 
(D., Mo.), St. Louis adman, was 
among Tuesday’s casualties. 

Only a dozen House Democrats 
|lost bids for re-election, but six of 
|them were members of the post 
office and civil service committee. 
|'They included Rep. Charles Porter 


along with other members of the. 


(D., Ore.) and Rep. Don Irwin (D., 
Conn.), both strong foes of postal 
rate increases; and Reps. John R. 
Foley (D., Md.); Rep. Randell Har- 
mon (D., Ind.); Rep. Stanley A. 
Prokop (D., Pa.); and Rep. James 
C. Oliver (D., Me.). # 


Parker Expounds 
Push-Pull Ad Theory 
to Milwaukee Adclub 


MILWAUKEE, Nov. 8—Selling is 
the pushing force and advertising 
the pulling force in business, Dan- 
iel S. Parker, president of Parker 
Pen Co., Janesville, told the Mil- 
waukee Advertising Club at a 
luncheon today marking the club’s 
50th anniversary. 


s He urged that advertising be 
given its proper place in company 
operations as one of the two great 
forces that enhance the flow of 
goods. 

Recognition of the individual 
strengths of selling and advertising 
can result in getting maximum ef- 
fectiveness from each, Mr. Parker 
said, stressing that it is general 
management’s responsibility to put 
advertising’s role into proper per- 
spective. 

Management should not expect 
advertising to make up for poor 
product quality, deceitful claims 
or selling in the wrong market, he 
said. + 


Lally Named Business Manager 


Luke P. Lally has been named 
business manager of the Cape Cod 
Standard-Times. He was formerly 
ad director of the newspaper. 


KFDA-TV Boosts Tyler 
John Tyler has been promoted 


|\from sales manager to general 


manager of KFDA-TV, Amarillo, 
Tex. 


Furness Jilts 
Westinghouse 


(Continued from Page 1) 
been signing contracts with West- 
|inghouse on a year-to-year basis. 
|Her last pact ran out Oct. 1, but 
| another short-term contract was 
|signed at that time to carry her 
through the elections, she ex- 
plained. 


s Miss Furness hasn’t completely 
severed relations with Westing- 
house, however. A current agree- 
ment calls for her to serve as a 
consultant ané-make personal ap- 
pearances for the company during 
the next three years. 

As to other offers, Miss Furness 
said, “I would be out of my mind 
to turn down an opportunity to 
deliver other commercials” if the 
job seemed interesting enough. 
“But I wouldn’t tie myself up 
again as I did with Westinghouse,” 
she added. 

“I don’t object to delivering 
commercials, but I want to act asa 
personality,” Miss Furness ex- 
plained. Before her television de- 
but, she had been an actress in 
motion pictures and on Broadway. 

Miss Furness said she would like 
to get a tv show of her own, some- 
thing of the interview or informa- 
tive type, preferably on the local 
level because “that’s where most 
of the imaginative work” is going 
on now. She probably could de- 
liver the commercials on her own 
show, she added. 


s Meanwhile, a Westinghouse ex- 
ecutive admitted only that the 
company contract with Miss Fur- 
ness had expired and that the 
company was still negotiating with 
her about the possibility of her 
continuing as its spokeswoman. 
Judging from Miss Furness’ com- 
ments, however, her mind is made 
up, and this is one time that West- 
inghouse can’t be sure. 

The company will have to find 
a replacement rather quickly. 
Starting Jan. 6, 1961, it will spon- 
sor a new show on NBC-TV, 
“Westinghouse Playhouse,” star- 
ring Nanette Fabray and Wendell 
Corey. # 


AMA Sets March Contab in 
Rome to Form Federation 

March 20 has been set as the date 
for a week-long meeting in Rome 
of representatives from the various 
marketing associations throughout 
the world to discuss a proposed 
Federation of Marketing Associa- 
tions. The international federation 
would have only associations as 
members for the purpose of ex- 
change of marketing information 
and knowledge. The idea was ap- 
proved early this year by the 
American Marketing Assn. board, 
and Dr. Donald R. Longman, vp, 
J. Walter Thompson Co., New 
York, was asked to investigate its 
feasibility and acceptability by 
marketing associations in other 
countries. 

A tentative constitution has been 
drafted. Dr. Longman and possibly 
two others will represent the AMA 
at the Rome meeting. 


C-C Buys WMGM., New York 


Crowell-Collier Broadcasting 
Corp., a subsidiary of Crowell- 
Collier Publishing Co., signed a 
contract for the purchase of 
WMGM, New York, from Loew’s 
Theaters for $10,950,000 (AA, Oct. 
17). The purchase is subject to the 
usual FCC approval. Crowell-Col- 
lier also is awaiting FCC approval 
for the purchase of WGMS, Wash- 
ington, from RKO General. 


Trevarthen Named NBC VP 


William H. Trevarthen, director 
|of television network operations 
lfor NBC, New York, has been 


lelected a vp. 
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PACKED IN SILVER—Celebrating its| 
silver anniversary, Delvale Dairies, 
Baltimore, is bringing out its ice | 
cream in a special silver-foil car- | 
ton. Delwale’s new sales slogan pro- 
claims that its product is “so good 
it had to be packaged in silver.” 


| 
| 
| 
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4 Texas Dailies 
Organize Third | 
Discount Group 


Da.tias, Nov. 9—A third Texas) 
n@wspaper group was organized) 
this week when it was disclosed | 
that four northeastern dailies—all | 
members of the Texas Harte- 
Hanks group of nine newspapers— | 
joined to offer a package buy for) 
national and regional advertisers. | 

The new group, to be known as} 
the Northeast Texas Market Group, | 
is composed of the Denison Herald, | 
Greenville Herald-Banner, Mar- 
shall News Messenger and the Par-| 
is News. The line rate adopted by | 
the new group is 33¢, which rep-| 
resents a saving of 20% when com- | 
pared to individual rates. Adver- | 
tisers must buy all four dailies to} 
qualify. Advertising in the group | 
may be bought through Texas) 
Harte-Hanks Newspapers. 


s Two other Texas newspaper 
groups were reported last week | 
(AA, Nov. 7). They are the Texas | 
Group, composed of the Beaumont | 
Enterprise & Journal, Fort Worth’ 
Star-Telegram, Houston Chronicle, | 
Dallas Times-Herald, San Antonio | 
Express and News, and the Corpus | 
Christi Caller-Times. A_ second) 
group composed of the Dallas 
News, Houston Post and San An- 
tonio Light is in the planning stage. | 
} 
Her Majesty Underwear, 
Rejuvia Beauty to Levine 
Rejuvia Beauty Laboratories, | 
New York, has appointed Mervin | 
& Jesse Levine Inc., New York, to) 
handle advertising for Flame-Glo | 
lipstick and nail polish. Norman) 
D. Waters Associates, New York, is 
the former agency of record. At the | 
same time, Her Majesty Under- 
wear Co., Maulden, S.C., manufac- | 
urer of lingerie and sleepwear, 
has appointed Mervin & Jesse Le- 
vine to handle its advertising. Hen- 
derson Advertising Agency, Green- 
ville, S.C., is the former agency of | 
record. 


Schneider Adds 2 Accounts 

Masco Surplus Corp., Brooklyn, 
distributors of unused surplus die- 
sel engines and parts, and Canter- 
bury Belts Ltd., New York, manu- 
facturer of men’s belts, have 
appointed Joseph P. Schneider 
Inc., New York, to handle their ad- 
vertising. 


Bishop to KHOW, Denver 
Frank Bishop, former managing 
director of KFEL and KFEL-TV, 
has been appointed manager of 
KHOW, Denver radio station. 


IOWA IS ONE SJATE 


*! kept telling him that without The lowa Three 
you miss over 25% of the market!” 


Only The 
lowa Three 
Can Sell 
This Quality 
Quarter 


QUALITY QUARTER QUIZ 


We're playing the game a little different today. Here are 
the answers; you ask your own questions when you look 
inte lowa’s many markets. 


A. The Quality Quarter’s 742,600 people make up 26% 
of lowa’s total population. 
A. The Quality Quarter contains 218,950 households, 25% 
of lowa’s total. 
A. The Quality Quarter accounts for 27% ($1,027,119,000) 
of lowa’s total retail sales. 
. The Quality Quarter’s C Spendable 1 of 
$1,232,389,000 is 26% of lowa’s total CSI. 
The lowa Three's daily circulation of 152,845 reaches 
62% of the households in the Quality Quarter. 
. The Des Moines Register & Tribune reaches only 18% 
of the households in the Quality Quarter daily, with a 
circulation of 39,721. 


. Daily circulation is far more important than Sunday, 
because 80% of national r.o.p. advertising runs daily. 


. Each of The Jowa Three group newspapers alone carries 
more total daily retail display advertising linage than 
either the Register or Tribune. 


We've got many more answers to your questions about lowa 
markets, Des Moines’ so-called “state-wide” papers, and The 
lowa Three. Just direct your questions to your nearest lowo 
Three representative. 


Color availabilities: Four-color in Cedar Rapids and 
Waterloo; Spot-color in Dubuque. 


Don’t make the same mistake of drawing conclusions 
without checking facts. Now, there’s nothing wrong with 
slogans — if they’re based on firm facts, not fanciful fig- 
ures. We’re talking, in particular, of a current media 
slogan that boldly proclaims that one state is one market. 
A noble thought. Yet it is our understanding that there 
are 50 states, 242 metropolitan markets . . . and none of 
these states is one market ... and none of these markets 
is one state! 


Let’s look at Iowa. Great state. Grows corn, processes 
meat, makes tractors and electronic equipment and many 
other products. A profitable marketplace. And it takes 
more than one or two newspapers to reach lowa’s many 
markets. For example, only The lowa Three group of 
newspapers can sell the Quality Quarter. And the 22 
counties in the Quality Quarter make up over 25% of 
the Iowa market. We’ve got other facts, too. Just shift 
your eyes to the left and take our Quality Quarter Quiz. 
It will prove why Iowa isn’t complete without the Quality 
Quarter . . . and you can’t cover the Quarter without 
The Iowa Three. 
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Represented by: Allen-Klapp Co. * Jann & Kelley, inc. * Story, Brooks & Finley 
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office not later than noon, Wednesday 5 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. 
Add two lines for box number. Closing deadline: Copy in written form in Chicago 


Coast Representative (Classified only): Classified Departments, Inc., 4041 Marlton 
Ave., Los Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles: Monday noon, 
7 days preceding publication date. Display classified takes card rate of $18.75 per 
column inch, and card discounts on size and frequency apply. 


days preceding publication date. Pacific 


HELP WANTED 


‘ 


AVERAGE PAID CIRCULATION FOR 


6 MONTHS ENDING JUNE 30, 1960 


REPRESENTATIVES AVAILABLE 


WFMY-TV, Greensboro, N. C., has ex- 
cellent opportunity, for a smart promo- 
tion-public 


man with broadcast promotion experience 
to head a four-person department, one 
familiar with layout, a capable writer, 
and research-minded. Submit application 
with full information on experience, sam- 
ples of work, and photograph to General 
Manager, WFMY-TV. 

MOLENE P 
publicity ............. 
adv. managers 


SALES PROMOTION MANAGER 
National manufacturer building products 
needs man adept all phases adv. and sales 
promotion. Position involves development 
and supervision national and trade ad- 
vertising, promotional literature, displays, 
catalogs, trade shows. dealer sales meet- 
ings. Chicago location. Salary open. Send 
resume to 

Box 4304, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING PUBLIC RELATIONS 
& PUBLISHING JOBS AVAILABLE 
Mr. Love 
f. w. BARNHOLDT & Associates 
185 N. Wabash Chicago 1 FR 2-0115 


Wanted by a top regional Atlanta ad- 
vertising agency—a creative copy writer 
under 35 years of age. Must be able to 
contribute ideas and write copy for a 
variety of clients appealing to both trade 
and consumers. Experience in broadcast 
and print copy necessary. Salary open. 
Send complete resume which will be held 
in strict confidence. 
Box 4305, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago Su 7-2255 


ADVERTISING SALESMAN. Some ex- 
perience in consumer magazine field re- 
quired. Chicago area and Midwest terri- 
tory. Please give complete resume in 
first letter. All replies will be held in 
strict confidence. 
Box 4261, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BARNARD PERSONNEL 

THE GRAPHIC ARTS CENTER-FOR- 
Advertising, Artists, Editorial, Print-Radio- 
TV Sales and Experienced Office Person- 
nel for the Advertiser, Agency & Studio 
M. Barnard Mr. Pollard Beth Turnbull 

Female Male Artists 
WA 2-2306 220 So. State St.. Chgo. 4, Il. 


PUBLICITY-P.R. MAN 

For prominent, well-established national 
association in sports and recreation field. 
Work on publicity (tournaments, etc.), 
promotions, membership literature, and 
varied assignments. Should have journal- 
ism schooling and sound experience. As- 
sociation background not necessary, but 
energy, ideas and good personality are 
musts. Excellent future for younger man 
(under 40). Light travel. New head- 
quarters building in N.W. Chicago sub- 
urb. Mail detailed resume, salary re- 
quirements and photo to: Publicity, 111 
Se. Washington Si., Park Ridge, Mlinois. 


Creative 
Copy Director 


If creativity is your creed—if you 
can spark our present and future 
copy staff with a fresh imaginative 
———— that makes people buy 


if you are under 50, with plenty of 
seasoning and administrative ability 
if you can work with crack crea- 


tive personnel on the contact side— 
then you are the man we'd like to 
meet 


We are a substantial, long estab- 
lished mid-America agency with a 
wide diversity of accounts 

Profit sharing trust and stock par- 
ticipation plan available. Salary 
open 

Write giving full record. Include 
late photo. All communications held 


strictly confidential 
Box 472, Advertising Age, 200 E 
Illinois St., Chicago 11, Ill 


relations man to head its) 
Promotion Department. This must be a/| 


| POSITIONS WANTED 


FREE LANCE PUBLIC RELATIONS 
| Seasoned newspaperman offers taste and 
economy for Chicago clients. 
PRESS DIRECTIONS, Room 1914, 343 8. 
Dearborn St., P. O. Box 1359, Chicago 90. 


Hard hitting and successful space sales- 

man, Managerial level. Past history of 

producing Big business. Will travel. Sal- 

ary or commission. Available immediately. 
Box 4303, ADVERTISING AGE 

630 Third Ave., New York 17, New York 


MIDWEST REPRESENTATIVE 
Young (30) well established, aggressive, 
Chicago office 5 years experience seeks 
trade or industrial publication. 

Box 4310, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Dlinois 
Experienced Publisher's Rep. Chicago 
area. Available to represent additional 
pubs. 


Box 4311, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


AGENCY COPY WRITER 
Broad experience varied accts, industrial 
& consumer. Ads, much collateral, some 
TV, PR. Also handle client contact & 
art-prod’n supervision. L.A. area only. 
Available now. 

Box 27 R 923, ADVERTISING AGE 
4041 Mariton Ave., Los Angeles 8, Calif. 
COPYWRITER 
10 years with 4A agencies writing for 
top national accounts in all media. Ex- 
cellent background in food, drugs, trans- 
portation. Upped sales 22% with last cam- 

paign. Recent copy citation. 
Box 27 R 885, ADVERTISING AGE 
4041 Marlton Ave., Los Angeles 8, Calif. 


ADVERTISING MANAGER 
OR ASSISTANT 
Successful agency account executive and 
writer, with 13 years’ experience on sev- 
eral of the country’s largest business 
and industrial accounts, realizes that real 
challenge of his profession lies in plan- 
ning and direction of advertising and 
marketing within the company frame- 
work. Have planned and written adver- 
tising and sales promotion for industrial 
lubricants, fuel oil, chemicals, business 
copying machines, drafting and reproduc- 
tion equipment, food packaging, brewery 
consultants. Age 42. Married. B.S. in In- 
dustrial Journalism with 2 years’ credits 
in Chemical Engineering. 
Box 4306, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


EXPERT FREE LANCE COPY. 
Fresh approach. All print media, TV and 
radio collateral. Fast orientation for any 
product or service. 20 yrs. agency exp. 
W. Wallace, 1520 Olive, Chicago 26 Phone 
SU 4-1484 days or evenings. 


ADV & SALES PROM 
PACKAGED GOODS EXP. 


administrative abilities. Fully exp’d and 
can take over Sales Prom Dept. Also 
handle ad mgr job. Will relocate, mar- 
ried. 5 figure salary. 
Box 4307, ADVERTISING AGE 
200 E. Tilinois St., Chicago 11, Illinois 


Salesman-Trade Paper. Radio & Outdoor 
exp. selling nat’! & regn’l accounts. 
Box 4308, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


PUBLISHING AIDE OR MANAGER 
All editorial skills, strong production, 
space sales, promotion, direct mail, budg- 
ets; plus PR, films; cost-conscious 
coordinator, administrator. Now No. 2 on 
trade pub. $14,000 range. For resume 
write P. O. Box 1992, Grand Central Sta- 
tion, NYC. 


AVAILABLE RIGHT NOW 

FOR MFR. OR AGENCY 
Copy-oriented ad and promotion man. 
Currently AE with 4A agency. 10 years 
industrial experience, both agency and 
manufacturer. Excellent background and 
references. 

Box 4309, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


RECENT (55) PhD IN PSYCHOLOGY 
wants to learn research ropes. PhiBK, 
Sigma Xi; Bilingual; realistically prepared 
te make haste slowly. 

Box 4269, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


Young, intelligent, aggressive; creative & | 


EXCELLENT 
MEDIA SPECIALIST 


Due to circumstances beyond his 
control, our Media Director is now 
available. Here is one of the few 
men thoroughly familiar with all 
types of media and we highly re- 
commend his services. Fourteen 
years in planning and buying for 
diversified groups of national and 
regional accounts. Agreeable to re- 
loc’ te. Box 474, Advertising Age, 200 
| E. Illinois St., Chicago 11, Illinois. 


COPYWRITER 


Rapidly growing Chicago agency can provide excellent 
future and immediate opening for experienced writer 
with decided bent for industrial copy—chemicals, plastics, 
paint, architectural products. You'll start in our creative 
copy group and quickly demonstrate your ability to be- 
come copy chief. We'll match your talent with top creative 
people—and we'll meet your future aspirations financially 
or otherwise. Send resume. 
200 E. Illinois St., Chicago 11, Illinois. 


Box 475, Advertising Age, 


BUSINESS OPPORTUNITIES 


PUBLICATION FOR SALE 
This national monthly business maga- 
ine, with an audited circulation of 
approximately 15,000, serves a dynamic 
multi-billion dollar industry. Largest cir- 
culation in its field; proven readership. 
Requires only a modest investment. Prin- 
cipals only, please write for details. 

Box 4312, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


FOR SALE 
Specialized Electronics publication now 
in 5th issue and doing business on a 
better than $40,000 per year basis net 
after agency commissions. Low cost, high 
profit potential. Valid reason for selling. 
Full price: $20,000 cash. For further in- 
formation write 
Box 4313, ADVERTISING AGE 

4041 Marlton Ave., Los Angeles 8, Calif. 


MISCELLANEOUS 


FIFTH AVENUE & 42ND STREET 
Partitioned space available in private of- 
fice. Furnished. Air-conditioned. Share 
Secretary. Ideal for Adv. or Mfg. Sales 
Rep. Reasonable. LOngacre 4-7180. 
ENGINEERS AT THEIR HOME AD- 
DRESS. Over 125,000 Select by types. On 
Speedaumat Plates. Lowest rates. DECI- 
SION, INC 4617 Red Bank Rd., Cincin- 
nati 27. O. BR 1-3200 


ete te mc 
Copywriting Studio 
Confidential Work 


Add 26 copy experts 
to your stoff—but not 
to your payroli—get a 
top creative team for a 
pre-agreed per-job fee. 


Persuasive Communication 
RET 2 kind — any medium 


MARKET RESEARCH DIRECTOR 


6 years experience in consumer mar- 
ket research; 2 years overseas; Have 
planned and directed major market 
research programs; Have worked on 
national accounts with leading re- 
search agency; Proven ability to 
report study findings clearly and 
concisely; Desires challenging posi- 
tion in northern N. J.-New York 
area; Age, 31; Married; Presently 
; For further information 
write Box 473, Advertising Age, 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING 


The nation's number one advertising place- 


ment agency. We offer 

service. 

IE abs ce cccccsccceses $12,000 
Ad agency requires good elec- 
tronic experience including tech- 
nical writing and copy—some 


contact. 

MANAGING EDITOR ............ $11,000 
Publication experience in home 
and farm products. Capable ad- 
ministrator. Copy chief respon- 
sibility. 

RADIO NEWS DIRECTOR ....... $ 9,000 
Must be experienced—capable. 
Supervising Gept. Write-edit. 
own commentary 

GEE 5 dn oc veces $8,500-$9,000 
Experience writing good copy for 
catalog. With background in 
building materials, chemicals. 

‘Contact Ear! Wooton on above. | 

ACCOUNT EXECUTIVE ... ...$22,000 || 
Heavy marketing planning back- 
ground to supervise key building 
materials account for well known 
ad agenc 


coast-to-coast 


WANTED YOUNG A. E. 
with 50,000 to ? billing, must 
know copy. Opportunity to own 
part of a young, progressive ad 
agency. Write 471, Advertising 
Age 200 E. Illinois St., Chicago 
11, Illinois. 


Our 49th Year 
COPYWRITER—<«rowing mid-west 


gcy—consumer exp. pref. 10,000 
ASST. ADV. MGR.—Book pub. 
Creative copy plus some prod. 8,000 
MEDIA RESEARCH MAN—excel. 
fy expanding agency 7,000 
LAYOUT ARTIST-—-chain store 


exp. pref., S.W. locale 
MANY MORE—MAIL RESUME 


GLADER CORPORATION 


110 S. Dearborn St., CHICAGO, ILL. 
Phone: CEntral 6-5353 


. 


SUCCESSFUL SALESMAN— 
OUTDOOR AND RADIO ADVERTISING 
Desires better opportunity for increased 
business and higher earnings. Aggressive 
sales efforts have resulted in excellent 
record on National, Regional and Local 
levels. My company has knowledge of 
this ad. Chicago area preferred. If your 
firm has need for a successful salesman to 
help produce business, write me in con- 
fidence, to: Box 470, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Mlinois. 


DON HARRIS NEEDS: 


A.E. deep-rooted in merchandising out 
where pens, watches, cameras, etc. are 
sold. Just possibly could be now on client 
side in marketing (but not sales only) 

nding on man, age and experience 
4 ona ate $ $15-$18,000+ 

GROUP FOOD-RETAILING EXECUTIVE. 
Voluntary experience; corporate experi- 
ence a plus more important later. Mer- 
chandising — advertising — promotions 
Management-type men in 30's. 

“ . -$12-815,000 

MEDIA DIRECTOR. Major branch of a 
top-layer agency. All media. Market- 
ing-oriented. Long silky fringes ‘ 

; , ones $12-$14,000 
DON HARRIS, DIRECTOR 
Advertising and Marketing Division 


MONARCH PERSONNEL 
28 E. Jackson, Chicago. WA 2-9400 


PUBLIC 
RELATIONS 


We are adding to our staff and 
need a capable writer. Background 
should include newspaper or press 
association plus publicity writing. 
Sales personality desirable. Age 
28-32. Send complete resume to 


NATIONAL LP-GAS COUNCIL 
1515 Chicago Avenue 
Evanston, Illinois 


Advertising Age, November 14, 1960 


Maturer Families 
‘Buy Most Mixers, 

7 ’ 
Toasters: “Tribune 

Cuicaco, Nov. 8—The best cus- 
tomers for kitchen mixers and 
toasters in this city are families 
whose heads are between the ages 
of 35 and 54, according to a study 
| just released by the Chicago Trib- 
| wne’s research department. 

Households with heads in this 
age bracket (less than 50% of the 
households in the market) ac- 
counted for 69.9% of the purchases 
of kitchen mixers, and 55.6% of 
toaster purchases. 

Households headed by persons 
under 35 accounted for 23.4% of 
the kitchen mixer purchases and 
25.9% of the toaster market. Per- 
sons older than 55 bought only 
11.7% of the mixers and 18.5% of 
the toasters, the study revealed. 


# Families with annual incomes of 
$8,000 or more (less than 30% of 
the total households in the area) 
accounted for 47.3% of mixer pur- 
chases during the past 12 months 
and 34.3% of the toaster purchases 
during the same period, according 
to the study, which was conducted 
among 2,956 metropolitan Chicago 
households. # 


Campbell-Mithun Names 
12 in Series of Appointments 

In a series of promotions Camp- 
bell-Mithun, Minneapolis, has pre- 
moted Bob Jones to account di- 
rector of Pillsbury family flours; 
Richard Johnson account director 
in charge of all Pillsbury product 
development in the grocery, bak- 
ery and institutional lines; Jim 
Hansen account director on Trane 
Co. and Minnesota & Ontario Paper 
Co.; and Jim Luther account ex- 
ecutive in charge of Pillsbury 
refrigerated products. Other pro- 
motions include Manuel del Mer- 
eado to account executive on 
Nash’s coffee; Dick Wiltz a member 
of the Pillsbury Flour group; Don 
Hufford account executive of Pa- 
cific Gamble Robinson; Bill Toevs 
account executive on Northwestern 
| National Bank; Bill Howard ac- 
| count executive on Northern States 
|Power; and Paul Ingvaldson tv 
director in the East. 

At the same time Kermit Downs, 
formerly assistant director of the 
Louisville Art Museum, has joined 
the agency as an art director, and 
Maynard Greenberg has joined 
C-M as creative research super- 
visor. Mr. Greenberg was formerly 
|market research manager of Mar- 
|plan, New York. 


Hiram Walker Names Biddle 
to Handle New Bourbon 


y. 

ACCOUNT EXECUTIVE .......... $16.000 || 
Solid experience in electronics 
for highly rated ad agency. Out- 
standing potential for qualified | 
candidate. 

MARKET ANALYST ..._. $13, $15,000 
Experienced in tire, home prod- 
ucts, market planning both in- 
dustrial and consumer for large 
manufacturer. 

Contact B. L. Clem on above. 

ART DIRECTOR ........ .$10,00-$12,000 
Creative design, layout, direc- 
tion/art dept. administration, 
client contact—large agency. 

MARKET-MEDIA RESEARCH ..$ 8,000 
Degree in Business Administra- 
tion or Marketing. Some research 
in consumer field. 

THREE COPWRITERS 


1—Radio, Phono, Housewares $7,500 | 
2—Heating and Architectural | 

Products 8,000 | 
3—Automotive 9,000 || 


Contact Marion Mills on above 


PERSONNEL 


29 East Madison Bidg., Chicago 2, ul. | 
Financial 6-8700 | 


PUBLICATIONS FOR SALE 
— Published in Los Angeles — 
An ideal combination 
A monthly with editorial, classi- 
fied and display advertising. BPA 
audited and national circulation. 
The other published twice a year 
is the only directory of advertis- 
ing agencies on West Coast, often 
referred to as “the bible of the 
industry”. Carries advertising for 
graphie arts publications, displa 
and advertising agencies. Will sell 
for cash or part cash and terms. 
Box 27 R 883, ADVERTISING AGE 

1 Marlton Ave. 
Los Angeles 8, Calif. 


Hiram Walker inc., Detroit, has 
|appointed Biddle Co., Bloomington, 
|Ill., to handle advertising for its 
|new straight bourbon, Hiram Walk- 
er’s Private Stock. The product, 
an 86 proof bourbon, aged for six 
| years, will be introduced market 
|by market, with the initial intro- 
|duction taking place in Kansas 
and the Sacramento area the week 
of Nov. 14. 


Davidson Fan to Simonds 

Simonds, Payson Co., Boston and 
| Portland, Me., has been appointed 
|by Davidson Fan Co., Newton, 
|Mass., as its agency. 


j 
| 
| 


SOUTHERN CALIFORNIA 
RADIO STATION NEEDS 
RADIO PROMOTION MANAGER 
STRONG ON WRITING 
AND EXPLOITATION 
Must be imaginative and able to 
follow through on ideas that will 
assure top rating. You will be 
working with pros in one of 
America’s most beautiful stations. 
Rush resume including starting 
salary, when available, etc. Re- 
sume will be treated in complete 

confidence. 
Box 27 R 884, ADVERTISING AGB 
4041 Marlton Ave. 
Los Angeles 8, Calif. 


The Midwest's 
outstanding placement 
service for Adv. + Art & 

allied fields. 

By appointment only 
67 E. MADISON - SUITE 1418 
CHICAGO 2, II1. 
CEntral 6-5670 


SAN FRANCISCO AD AGENCY 
CAN REPRESENT YOU IN CALIF. 
We are staffed and prepared to rep- 
resent out-of-state advertising agen- 
| cies or advertisers in San Francisco 

and California. For Details: 

— Pedott Advertising Agency 
uite 512, 693 Mission Street 
San Francisco 5, California 
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| ET HEAD AEGOOIATION IN KOVERT SING WITH & WATER @ SON 


60 YE 


at dadlars ences 


with @ Potare 


Mow of the exhabats abowe are single advertisements 
from a whole rompagn 


These thousands of adeermarments represent millions 


ARS OF 


ed in the Strinway name, giving to growth Steinway advertining has 


THE INSTRU 


Fenvinasty of wereptance ae other tmstr 
This és the prestige the deater hares in The Franchine 


STEISHM 
irs Mee 


STEINWAY ADVERTISING 


This panorama of Meinway advertising takes us back over 
iy decades uf American history. From the suave and pros- 
prrous days fullowing the turn of the centary, through «are, 
we vertahe ies, cromomic upheaval and dys ani 


with the times It hee supported nem tends and techniques 
as they made their appearance: illustrations in color: repre: 
ductions of fine paintings rotugrasure realty photog 
raphy. Over the decades, these messages have displayed 
the traits and taste that er he the widely homered prane itself 


MENT OF THE 


bee “ie characte 


IMMORTALS 


ENCORE! ENCORE—Steinway shares honors with its agency, N. W. Ayer, in this spread in Music Trades. 


Steinway, Ayer 
Celebrate 60 Years | 
of Marriage 


PHILADELPHIA, Nov. 8—Steinway |line stated, “Is the Bane of the 


& Sons, maker of the famous Stein- 
way pianos, shares the spotlight 


with its agency, N. W. Ayer & Son, | famous artists. The first ad in a 


in a b&w spread in the November 
issue of Music Trades Magazine. 
The ad commemorates the 60-year 
association of Steinway and Ayer 
as client and agency. 

Illustrated with small reproduc- 
tions of 25 representative Steinway 
ads appearing since 1900, the trade 
ad is headed, “60 Years of Stein- 
way Advertising.” In the upper left 
hand corner, the ad points to “An- 
other Steinway Anniversary—60- 
Year Association in Advertising 
with N. W. Ayer & Son.” 

The early ads in the series made 
a florid appeal for attention by us- 
ing ornate borders and typography 
reflecting the Victorian era. The 
language is a bit restrained. A 1900 
ad is simply headed, “A Side Line 
of Pianos,” and calls attention to 
the fact that Steinway had taken 


His Majesty 
Emperor William 


as everybody now knows, 
has paid the highest tribute 
to American inventive genius 
and artisanship by ordering 
an American yacht. What 
the general public perhaps 
does not know is that fully ten years ago the 
Emperor purchased a Steinway piano for his 
own personal use. After testing its merits he 
was so impressed and delighted that he sum- 
moned the late William Steinway to a personal 
interview, and conferred upon him the Order 
of the Red Eagle, subsequently appointing us 
Imperial Manufacturers to his Court. All this 
notwithstanding the fact that a great number of 
very excellent pianos are produced in Germany. 
We leave it to the American public to form its 
own conclusion. 


STEINWAY & SONS 


General Ware-ooms, Steinway Hall, 107 and 109 East 14th Street. 
Uptown Warerooms, Windsor Arcade, Sth Avenue and 46th Street. 


MAJESTY—This ad ran in 1902 to an- 


an event that was taken as an in- 
dication that American craftsman- 
ship had come of age. 

In a 1905 ad, Steinway decried 
what it considered an unwholesome 
trend. “Commercialism,” the head- 


Times.” That same year, Steinway 
began to associate its name with 


campaign that still is running was 
a brief testimonial signed by Ig- 
nace Paderewski and headlined, 
“Paderewski and the Steinway Pi- 
ano.” 


® In 1920, the association of Stein- 
way with famous artists brought 
about one of advertising’s most 
famous slogans, “The Instrument 
of the Immortals.” 

During the next 20 years, Stein- 
way advertising made heavy use 
|of oil paintings specially commis- 
|sioned for the series. One of these, 
|\“Tristan and Isolde,” by Harvey 
| Dunn, appeared in 1927 in the first 
|four-color spread ever published 
|by The Saturday Evening Post. In 
| the ’40s and ’50s, the stress shifted 
|to realistic photography showing 
both famous artists and children at 
the Steinway keyboard. A 1959 ad 
| features Van Cliburn playing the 
|“Instrument of the Immortals.” 


/@ Paul Darrow was art director for 

the anniversary trade ad. He has 
| worked on the Steinway account 
|at Ayer for more than 30 years. 
Copywriter is Horace Ervin, who 
has been writing Steinway copy 
since 1952. 

The Steinway anniversary is the 
second major milestone passed by 
Ayer this year. In August, it cele- 
brated 50 years as advertising 


Byoir, Railroads 


‘Lose $225,000 
Judgment:-to Trucker 


WasuHINcTON, Nov. 8—Riss & Co., 
hy Kansas City trucking company, 
| last week was awarded $225,000 in 
| U.S. district court here as the com- 
| pany won its multi-million dollar 
| cross-suit against 23 railroads, four 
| Tail associations and a public re- 
| lations company. 

Losers in the case were the 
| Pennsylvania Railroad; the Assn. 
of Western Railways; Traffic Ex- 
|ecutives Assn.-Eastern Railroads; 
| Railroad Presidents’ Conference; 
|and Carl Byoir & Associates. The 
| other defendants were cleared by 
the jury. 


s The jury found that the defend- 
ants conspired to lobby against 
Riss & Co. to prevent the trucking 
company from hauling government 
explosives. Riss had asked for $90,- 
000,000 in damages. The defend- 
ants had filed a -counter-claim 
against Riss for $100,000,000 (AA, 
Jan. 18). # 


Vales, Young Join Burnett 


137 


pervisor with NBC, has been 
named program producer by Leo 
Burnett Co., Chicago. He will be 
in the agency’s New York office. 
Scott Young, former manager of 
videotape production, WBBM-TV, 
Chicago, Has been appointed pro- 
gram supervisor in the Burnett 
program department. 


Hatt Joins Waukegan Radio 
Wilton C. Haff, former account 
executive and marketing super- 
visor with Batten, Barton, Dur- 
stine & Osborn, has joined WKRS, 
Waukegan, Ill., radio station, as 
pr director in charge of research, 
marketing and merchandising. 


Burton Browne Adds Office 
Burton Browne Advertising, 
Chicago and New York, has opened 


-\a western office at 465 E. Union 


St., Pasadena, Cal., and appointed 
George Balsam, an electronic ad- 
vertising specialist, general man- 
ager of the new office and vp. 


De Natale to Carborundum 

A. Richard De Natale, former 
director of graphic design of Reyn- 
olds Metals Co., has been appointed 
manager of the recently estab- 
lished graphic design branch of the 
marketing division of Carborun- 


George L. Vales, a program su- 


dum Co., Niagara Falls, N.Y. 


WILLIAM L. WRIGHT 
RocHEstTerR, N. Y., Nov. 8—Wil- 
liam L. Wright, 75, founder and 
former president of Wright Adver- 
tising, died Nov. 6 in his home 
here. Mr. Wright, who founded the 
company in 1928, became board 
chairman when he retired in 1953 
and turned over the business to his 
sons, Robert E., Albert L. and Rich- 
ard C. 

Robert Wright is president and 
Albert is secretary-treasurer. Rich- 
ard, with the agency for a short 
time as vp, is with the Naval Re- 
serve in San Jose, Cal. 

Mr. Wright came to this country 
from Canada in 1905. For a number 
of years he was advertising manag- 
er of Paper Machine Co. in Shorts- 
ville. 


CHARLES W. BECK JR. 
PHILADELPHIA, Nov. 8—Charles 
W. Beck Jr., 82, honorary, board 
chairman of Beck Engraving Co., 
died Saturday at his home here. 
Mr. Beck developed the first 
four-color printing process for 
magazines in 1914, and many sub- 
sequent methods used for four-col- 
or plates were the results of his 
discoveries. Beck Engraving Co. 
was founded in 1896 by his father. 


JOHN W. MOORE 

Toronto, Nov. 8—John Waddell 
Moore, 63, retired advertising and 
sales promotion manager of Maple 
Leaf Milling Co. Ltd., died here 
Nov. 4. He was a past president of 
the Assn. of Canadian Advertisers. 


ARTHUR C. KYLE SR. 


counsel to P. H. Hanes Knitting Co. 
Ayer also has served American} 
Telephone & Telegraph Co. since | 
/1908, and International Corre-| 
spondence Schools since 1896, with 
\a brief interruption early in this 
|eentury. + 


Tennessee Oil Names Linn 


| 


vertising and sales promotion rep- 


nounce a purchase of a Steinway | resentative for the Denver division 


piano by Kaiser Wilhelm of Ger-\of Tennessee Oil 


Refining Co., 


many 10 years before he bought his|crude oil refining and refined 


American yacht. 


products marketing division of 
| Tennessee Gas Transmission Co., 


many pianos in trade for new in-| Houston. Mr. Linn previously was 
struments, and therefore had a with American Petrofina Co., 
good selection of used pianos to of- Dallas. 


fer. 


In 1902, a Steinway ad announced Martin to Mid American 


that his majesty, Emperor William|; Martin Century Farms, Lansdale, All Bleed Charges 


of Germany, had purchased a Pa., has named the eastern divi- 


Steinway piano 10 years earlier. sional office of Mid American Ad- | Modern Railroads and Appliance 
The ad was designed to capitalize vertising Agency, in Philadelphia, Manufacturer are eliminating all 
on publicity about the emperor’s to handle its advertising, effective bleed charges in their rate sched- 


acquisition of an-American yacht, Jan. 1. 


Syracuse, Nov. 8— Arthur C. 


Shake up a few choice 
words for a low-cost (min. 
$5) message in The Adver- 
tising Market Place . 
serve it in the next issue of 
Ad Age—and watch the 
action! Your message gets 
results because it’s read by 
over 177,000 top market- 
ing men with authority to 
make immediate decisions. 
Try it. 


Use This Space to Print or Type 


per line; upper an 


and card discounts, size and 


Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 


lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $18.75 per column inch, 


frequency apply. 


| Kyle Sr., 78, president of Syracuse 


| L. C. Linn has been named ad- | WPDM, Potsdam, N.Y. 


Broadcasting Corp., owner of Sta- | 
tion WNDR, died Nov. 4 after a) 
long illness. A native of Monticello, | 
he was a former special county | 
judge in Sullivan County. Among 
his survivors are two sons, Arthur 
C. Jr., general manager of WNDR, | 
and David, secretary-treasurer of | 


JOE TOLE 


| New York, Nov. 8—Joe Tole, 45, | 
\formerly production manager of | 
advertising and sales promotion for | 
| CBS Radio, died Nov. 2 at his home| 
|after a long illness. He resigned 
this year from CBS. + 


1 am enclosing $ 


My Name 
Street 
| «ity 


1___State 


THE ADVERTISING MARKET PLACE 
ADVERTISING AGE 

200 E. Illinois St. 4041 Marlton Avenue 
Chicago, Illinois Los Angeles 8, Calif. 
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ja need to increase recognition of 


Youngstown Sheet Youngstown as one of the nation’s 


Sets $1,300,000 


major steel producers. 

When the media study began last 
January, space contracts with 36 
'trade and industrial publications 
| were suspended. In most cases, the 


Ad B d t f ‘bl /move shattered an unbroken chain 
u ge or of advertising dating back nearly 


(Continued from Page 1) 


40 years. Publishers of these pub- 
lications, and also publishers of 50 


advertising, is based on one of the| other publications which had not 
broadest and most ambitious mar-|been on Youngstown’s traditional 


ket and media evaluation programs 
ever undertaken by an industrial 
advertiser, Mr. Farragher said. 
The company suspended all 
product advertising this year in 
order to run a $500,000 corporate 
image building campaign in such 
publications as Business Week, 
Forbes, Fortune, Iron Age, Pur- 
chasing, Steel and U.S. News & 
World Report (AA, Feb. 1). This 


decision resulted from an attitudes | 


research project by Erwin Wasey, 


Ruthrauff & Ryan, Chicago, the) 


company agency, which disclosed 


media list, were invited to make 
one-hour presentations to the 
Youngstown management. 

The publishers were asked to 
present certain specific information 
in their presentations such as cur- 
rent and forecast market data for 
markets covered by their books, 
| historic and present editorial and 
|publishing philosophies, an anal- 
ysis of circulation as it pertained 
to Youngstown markets and prod- 
uct mix, information on advertising 
placed by Youngstown competitors, 
and a current publisher’s state- 


The Reynolds Metals 
Company asked if we could 
design a compact, low cost 
Slide-Chart that would 
explain simply and 
accurately how to roast 
meat or poultry in Reynolds 
Wrap. Ordinary cookbooks 
require complex calculations. 
Within days we came up 
with a 2” x 5%” Slide-Chart 
that gives the answer with 
one move of the slide! Over 
six million have been ordered 
and are being distributed 

to dealers. And we produced 
the six million in seven 
weeks for $60,000.00 less 
than the client anticipated! 
Why not drop us a line and 
find out how Perrygraf can 
put your product’s facts 

at the fingertips? 


“Perygrat 


slide-charts 


ment, plus any duplication and 
readership studies. 


s During May, June and July, 
members of Youngstown’s manage- 
ment heard an average of two pub- 
lishers per day. Following are some 
results of the media study, as listed 
by Mr. Farragher: 


1. It enabled the company to 
meet and obtain from the publish- 
ers and their representatives much 
valuable, current market informa- 
tion. 


2. The efforts made by the pub- 
lications to orient their presenta- 
tions to company needs made me- 
dia selection far easier. 


CREATORS OF FRED WARING S STERE 


NOW. ENOY Youn own stereo 


3. The action of many publica- 
tions, and a significant trend, to re- 
late their circulation coverage to 
the U.S. Department of Commerce’s 
Standard Industrial Classification. 
Mr. Farragher added that many 
publications still make no attempt 
to provide this kind of data, es- 
pecially the large circulation books. 


4. The fact that sales and adver- 
tising management sat down to- 
gether to hear the media presenta- 
tions acted as a catalytic agent—it 


id 


and local dealers give live demon 


BOGEN-PRESTO & UNIVERSITY 


FESTIVAL” AT. HOME 


TRAVELING SHOW—This 7x9’ display of Bogen-Presto and University 
hi fi components accompanies Fred Waring and the Pennsylvanians 
on their current 65-city concert tour. The display is set up each eve- 
ning in the lobby of the theater where the Waring group is piaying, 


strations before and after the con- 


cert and during intermission. 


lent momentum to Youngstown’s 
marketing program. In fact, where TV Frequency 
two or three product sales manag- 


ers were brought together by one Increases Sales, 
publisher, they realized, perhaps 
for the first time, what a united; NBC Studies Show 
sales package they had to offer a 
single market. This kind of think-| Nf&w York, Nov. 9—Do heavy 
ing was stimulated by the media| frequency schedules really pay off 
sessions. for television advertisers? 


: Judging from an NBC research 
5. Since the company was not 


currently advertising in the 35 
product books it reviewed, there 
was an equality injected into the 
evaluation which would not have 
been possible had the company not 
suspended its product advertising 
for one year. 


of television not only results in 
greater slogan identification and a 
better opinion of the advertised 
brand but in increased purchases 
by the viewers. These findings 
were revealed by NBC in a report 
based on several previous tv im- 
6. Youngstown feels there is a| pact studies made by the network. 
crying need for a single audit and The NBC study showed that 
a good first step toward that is re-| viewers of a show sponsored by 
quiring every publication in the|Texaco could better identify the 
future to submit an Assn. of Indus- | “Tower of Power’ slogan with the 
trial Advertisers media form. gasoline company. Thirteen per 
cent of the non-viewers correctly 
identified the slogan, compared 
with 21% of the occasional viewers 
and 31% of the frequent viewers. 


7. Those publishers who leaned 
heavily on the abilities of their 
editors and the drawing power of 
the editorial format of their books 
placed high in Youngstown’s sur- 


department report, a consistent use | 


Chernow Affiliates 
With Atlantic 


Bernstein Agency 


New York, Nov. 10—Sam Cher- 
|now, specialist in women’s fashion 
tie-in promotions, has affiliated his 
company, Chernow Advertising 
Agency, with Atlantic Bernstein 
| Associates. 

He will operate the Chernow 
Sales Promotion Co. division, to de- 
velop and merchandise fashion tie- 
ins both within and outside the 
|fashion industries. Mr. Chernow 
said the division would also service 
other advertising agencies and 
|public relations companies with 
| fashion-coordinated programs. 

He brings with him a group of 
| accounts billing a reported $300,- 
|000, including Sporteens, Korday, 
| Young Modes, Eagle dress, and 


vey. 


s All 85 publications which par- 
ticipated in the media evaluation 


= Another NBC survey showed | Flexees. 


that 33% of frequent viewers of | 
Proctor-sponsored shows said that |* Mr. Chernow entered the agency 


they would consider buying a Proc- | field following work as an exploi- 


Reig a 
4 “ . | | . 


Perrygraf Slide-Charts are precision made in facilities geared 
to turning out hundreds—or millions. In any size order, delivery 
and prices will amaze you. 


Here’s how you can get this modern inexpensive sales tool for 
your company. Give us a word picture of the job your Slide-Chart 
is to perform. Give us necessary data sheets or catalog pages if 
that’s convenient. Tell us who will use the Slide-Chart and what 
quantities you will need. No obligation, of course. We’ll tell 

you how your Slide-Chart can be made, what it will cost and 
we'll show you comparable jobs we’ve done. 


FREE — 36 page, full color booklet showing how Perrygraf Slide-Charts 
can work for you. 122 case histories. Write for free copy. 


PERRVGRAF 


slide-charts 


product facts at the fingertips 


150-F S. Barrington Ave., L. A. 49, Cal. 
1500-F Madison St., Maywood, III. 


tor ironing board, compared with 


ones were chosen for Youngstown’s 26% of he a en 
1961 media list. Mr. Farragher said | W¢t#ed and 16% of the non-view- 
hat 32 books have been picked oi. Thusty-one —, coms of the 
t h io al ss | frequent viewers of Admiral-spon- 
pa ed ways 3 peices programs considered Admi- 
is . ; . ral television sets a “good make,” 
ES th oy llamar we hag os | while 25% of the occasional view- 
hard product sell in a single |ers and only 10% of the non-view- 
‘ , - .’ ers thought so. 
er —— to in-| “4 quiz for Ford-sponsored NBC 
crease our penetration of the auto- | : i 
motive, oil producing, gas trans- | Pee tie showed that 29% more 
mitting, packaging, construction ie the light viewers than the non- 
and general metalworking mndeote os rated Ford as “one of the 
kets,” Mr. Farragher said. # | best cars. Also compared with 
4 : : ; | non-viewers, 129% more of the 
|moderate viewers and 157% more 
Franklin Buys WEW of the heavy viewers rated Ford in 
Franklin Broadcasting Co., Ft.|that category. Another test of a 
|Lauderdale, Fla. has purchased car-sponsored program showed 
| WEW, St. Louis, said to be the |that 12.2% of the non-viewers 
second oldest radio station in the | bought the advertised make, as 
| U. S., from Barrington Co. for a/|against 59% of the total viewers 
| reported $600,000. The buy is sub- | and 80% of the frequent viewers. 
Jeet to the usual FCC approval.| Among viewers of daytime pro- 
| The Franklin company earlier this | grams sponsored by Pond’s 31% of 
year added WWOM, New Orleans, | the frequent viewers reported hav- 
jand KOME, Tulsa, to its list of|ing Pond’s cold cream in their 
|radio stations, which also includes | homes, as against 26% of the oc- 
WMIN, St. Paul; WLOD, Ft. Lau-|casional viewers and 22% of the 
derdale; and KRIB, Mason City, Ia. | non-viewers. + 


were notified by letter today which 


Douglas C. Miner Honored 

Douglas C. Miner, advertising| Edward H. Burgeson has been 
| manager and member of the board | appointed advertising director of 
\of directors of E. F. Houghton & | Valley Times Today, North Holly- 
\Co., Philadelphia, has been named | wood, Cal. Prior to joining the 
,an honorary member of Eastern | newspaper’s advertising depart- 


| Industrial Advertisers for render-|ment three months ago in an ad- | 


|ing outstanding service to the as-|visory capacity, Mr. Burgeson was 
| sociat’on and to industrial adver- | retail vp of the Bureau of Adver- 
\tising Mr. Miner, in advertising | tising of the American Newspaper 
for over 35 years, is a past presi- |Publishers Assn: He succeeds Hal 
dent of EIA. Lindley, who resigned. 


‘Valley Times’ Names Burgeson § 


| tation director in the motion pic- 
|ture industry. He has been noted 
particularly for originating fashion 
tie-in campaigns for a long list of 
diverse advertisers. Among them 
have been Kent cigarets, Pontiac 
cars, Ban deodorant, United Fruit 
|Co. and Merrill Lynch, Pierce, 
Fenner & Beane. 

At various times since 1943, 
when he was not running his own 
|independent operation, Mr. Cher- 
|now has been with Williams Ad- 
| vertising, where he was board 
| chairman, and Lester Harrison Inc. 
Atlantic Bernstein Associates, it- 
|self the result of a recent merger, 
|is a general agency but has been 
identified in the past with tie-in 
/campaigns in the toy, textile and 
|men’s fashion industries. + 


Bleich Named Dole Marketing 
VP; Curry Succeeds at C&H 

C. Harry Bleich, vp in charge of 
sales of California & Hawaiian 
Sugar Refining 
Corp., has been 
named to the 
new post of vp 
and marketing 
director of Dole 
Corp., San Jose, 
Cal., effective 
Jan. 1. 

James Pp. 
“~£ eh eam * 
Southern Cali- 
fornia manager 
of California & 
Hawaiian Sugar 
Refining Corp., has been trans- 
ferred to San Francisco as vp in 
charge of marketing, succeeding 
Mr. Bleich. 


C. Harry Bleich 
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This Week in Washington 


U.S. Seeks New Supply of PR Men | 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, Nov. 10—Uncle 
Sam announced this week that he 
is in the market for “information 
specialists.” That’s his way of say- 
ing that there are public relations 
jobs available—and not enough tal- 
ent to fill them. 

The announcement has nothing 
to do with the fact that the Demo- 
crats are about to take over. There 
are substantial numbers of un- 
filled jobs now; and the civil serv- 
ice commission—which is supposed 
to drum up prospects—made up its 
mind several weeks ago that this 
was a good time to start looking. 

The impending arrival of the 
Democrats will have its impact on 
one portion of the governmental 
public relations profession, how- 
ever—the men in the top jobs. 


® As the election returns poured in 
Tuesday night (and Wednesday 
morning), career people were re- 
minded that government public re- 
lations is a field where it doesn’t 
pay to become too successful. 

As long as they stay in the rou- 
tine jobs—generally those paying 
less than $15,000—government in- 
formation specialists are largely in- 
sulated from the winds of political 
fortune. But the most successful 
among them—those who move into 
the highest information jobs—gen- 
erally have to relinquish the “pro- 
tection” that goes with a civil serv- 
ice appointment. 

Because these jobs usually in- 
volve confidential relationships 
with politically appointed policy 
makers, the top information jobs 


a particular project. When a gov-| 
ernment agency needs an informa- 
tion specialist, it scans the rolls of | 
the civil service commission and | 
makes its selection. 


s For months, however, there has} 
been mounting criticism of the} 
“material” which has been avail- 
able from the civil service rolls. 
It’s been more than five years since 
the commission invited outsiders to 
consider the pr opportunities avail- 
able in government. The commis- 
sion has been shuttling “insiders” 
from one job to another, until it 
found itself under fire for trying 
to fit round pegs into square holes. 

Behind the scenes there have 
been some strong opinions ex- 
pressed. A top level pr executive 
requests an expert on radio-tv 
writing or the periodical industry. 
In many instances he finds the rolls 
are clogged with “eligibles” whose 
qualifications in the specialty he 
has in mind are doubtful. 

In recent months there have been 
an increasing number of instances 
|where jobs were left unfilled, 
| rather than filled by someone lack- 
ing the necessary background. As 
\the number of unfilled jobs in- 
|ereased, the pressure mounted for 
the civil: service commission to 


|} open the rolls to newcomers. 


#- Presently there are about 7,300 
|“information specialists” on the 
|rolls of various government agen- 
‘cies. Nearly 4,000 of them are em- 

ployed by the military services. 
| The U.S. Information Agency is an- 
| other big employer, with more than 
| 1,300. 


Live Hippocampi 
Push Presentation 
for Reiter-Ross 


New York, Nov. 11—This is a 
seahorse tale. 

When a small agency expands 
its services but still lacks general 
recognition, what can it do? 

Reiter-Ross Inc., three-year-old 
advertising and sales promotion 
agency, has come up with a self- | 
promotion which may not bring 
in business but certainly ought to 
attract attention. 

On Nov. 14, a crew of eight actors 
and actresses decked out in full 
skin-diving gear will navigate 
Madison Ave. and environs deliv- 
ering live seahorses to more than 
50 prospective clients. 

As a precautionary measure, the 
seahorses will be in glass aquari- 
ums, complete with water, aera- 
tors and coral formations. Not on- 
ly don’t they care to take a dry 


TAKING A DIVE 
— Receptionist 
Gayle Baker, 
dressed in skin- 
diving gear, is all 
set for her sea- 
horse mission, 
slated for Nov. 14. 
So is the hippo- 
campus seahorse. 


‘L.A. Mirror’ to Offer 
National Ad Discounts 

Effective Jan. 1, 1961, the Los 
Angeles Mirror will offer a “flex- 
ible’. frequency and volume dis- 
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tions during a 26-week contract 
period. The discounts range from 
a minimum of 2% to 15% for a 
schedule of full pages. 


Jaycraft Resigns Teco Account 

Jaycraft Co., Burbank, Cal., has 
resigned the account of Teco Inc., 
Burbank, maker of airliner seats 
and accessories, following the com- 
pany’s sale to a new management- 
owner group. The agency said that 
after several months of working 
with the new management it found 
its policies incompatible with its 
own. 


Cowles Joins WNEW-TV 

Symon B. Cowles, formerly di- 
rector of advertising and promo- 
tion, WTTG-TV, Washington, has 
been appointed director of adver- 
tising and promotion of WNEW- 
TV, New York, replacing Hal Cran- 


count plan for national advertisers 
who will place six or more inser- 


ton, who joined WNTA-TV, New- 
ark, N. J., in a similar post. 


You Reach 
1,433,000 Negroes Thru 


ROUNSAVILLE RADIO! 


market is rich and getting richer 


run through Madison Ave., but 


in most government agencies are| Now that the rolls are open, men 
non-civil service, and they may be | and women who have five to six 
rated for as much as $18,000 per | years of professional experience in 
year. In many instances the policy | various information specialties can 
maker prefers to bring in his pr | qualify for jobs, here or abroad, 
adviser from the “outside.” 'paying between $6,435 and $8,955. 
|For those with broader experience, 
|there are “management jobs” that 
| pay $10,635 to $15,030. 

Individuals are rated on the basis | 


s Frequently, however, a_ policy 
maker will prefer to promote one 
of the government’s skilled pr vet- | . - ‘ 
erans. He knows that the govern- | Of their background, disclosed in 
ment man knows the ropes. From | Standard government employment | 
his fund of experience, he can help | forms. No formal examination is | 
the unskilled political appointee |invelved. Information is available | 
avoid some of the boobytraps|4t most large post offices or from | 
which are peculiar to public serv- | the U.S. Civil Service Commission, | 
ice. | Washington 25. # 

Such an appointment is flatter- | 
ing to the career man, and of| Financial PR Assn. Elects 2 
course the increased pay is wel-| vernon Schwaegerle has been 
come. Today, with the GOP beaten, | named exec vp of the Financial | 
however, he suddenly confronts the | public Relations Assn., Chicago, | 
fact that the top layer of govern-| and Wilson Parfitt has been named | 
ment public relations people can | executive secretary. Mr. Schwaeg- | 
be dumped, along with the Eisen-| erje joined FPRA in 1959 as execu- | 
hower appointees it has been serv- | 


ina tive secretary after 25 years with | 
ing. 
The ‘outsiders,’ 


\the American Meat Institute. He | 
who have been |takes over the post formerly held 

living by the sword, presumably |py Preston E. Reed, who has re- | 

were prepared to perish by the 


sword. The career men in the top | director of the School of Financial 
jobs, however, face torturous Public Relations. 


weeks of uncertainty. For many of | 

them will cling to the hope that) 

incoming Democrats will cherish Pear Bureau Sets Drive 

their know-how—and be merciful. The Oregon-Washington-Cali- 

fornia Pear Bureau, Portland, will 

s The information specialists | break a November-December cam- 

which the civil service commission | Pa@ign for fresh bose and anjou 

is seeking will not be serving as| Winter pears from West Coast or- 

“confidential advisers” to “glamor- |Chards Nov. 10 with radio spots 

ous” Presidential appointees. These |0 72 stations in 30 cities. Theme 

are career jobs in specialized infor- is, “It’s bose and anjou pear sea- 

mation “chores,” paying up to $15,- | S0D.” 

000. At that level, a public servant | 

can usually vote as he pleases—|Cather Joins Bristol-Myers 

without fear that he is voting him- | Myers Bud Cather, formerly sen- 

self out of a job. wees . jior vp of Grant Advertising, De- 
Since communication with the | trojt, has joined Bristol-Myers Co., 


’ 


publie is one of the major problems | New York, as a marketing execu- | 


of govern ment, the information tive at the staff level. 

specialist has emerged during the 

past 20 years as one of the skilled | 

career branches of the civil service. Rosenfield Named VP 
Applicants are screened for apti-| Jonas Rosenfield Jr., who is in 
tude in individual skills, such as|charge of worldwide advertising 
the ability to handle press rela- |and publicity for Columbia Pic- 
tions, prepare radio-tv scripts, de- tures Corp., New York, has been 
velop an information program for | promoted to vp. 


| tions of the Knabe Piano, West- 


| elected president of Olian & Bron- | 


tired. Mr. Parfitt also is associate | |. A. Olian. Mr. Bronner formerly 


seahorses feel out of sorts unless 
they have something to wrap their 
tails around; therefore the coral 
—proof that beauty and utility do 
coexist. 


s An instruction booklet accom- 
panies the seahorse, and in it is 
the donor’s name—the only Reit- 
er-Ross “sell” for now. Three sub- 
sequent mailing pieces, all keyed 
to a particular aspect of life among 
the seahorses, will carry news of 
the agency’s various services. 
Mimi Reiter and Mike Ross, | 
agency principals, currently por- | 
| 
| 
| 


Clayton in the Southeast today! 


about 15 clients, including por- media. Our staff's friendly, Negro 
ern Union, Coty, Talon and Tak- 
ashimaya Japanese department 
store accounts. And they are the | 
hottest agency in town for sea- | 
horse accounts. + | 


How is their 


them about 


Olian & Bronner Elects 
Maurice Bronner President 
Maurice H. Bronner has been | 


ner, Chicago, to succeed the late 


was exec vp. The agency also has | 
| added two executives. Robert C. 


ay aie 
\3 


~ 


Maurice H. Bronner 


WCIN 1,000 Watts (5,000 Watts 
soon)—Cincinnati’s Only all Negro- 
Programmed Station! 


WLOU 5,000 Watts — Louisville's 
only all Negro-Programmed Station! 


WMBM 5,000 Watts — Miami- 
Miami Beach's only full time Negro- 
Programmed Station! 


: = 


Robert Bullen 


| Bullen, formerly vp of Don Kemp- 
|er Co., has been named a vp. He 
also will have account supervision, 


planning and creative duties. Shel- 
don Riskin, formerly advertising 


manager of Alva Tranquil Co., has 

been named an account executive, 

specializing in the pharmaceutical R 
field. JOHN E. PEARSON Co. 


Olian & Bronner also named El- Nat'l Rep. 
mer Silha, an account executive, 


a vp. 


Rounsaville Radio programs to a positively receptive audience 
of 1,433,000 Negro customers with an annual cash income of more 
than 824 million dollars—AFTER TAXES! They'll spend 80% of 
it for consumer goods—name brand, quality products. The Negro 
. But the ONLY way to get your 
share of this vital growing buying-power is through the medium 
preferred by 95% of all Negroes—Negro Radio! And, in six im- 
portant metropolitan markets Negro Radio is Rounsaville Radio! 
Any budget you make for these markets must include Rounsaville 
Radio or you completely miss this $824,000,000 consumer group! 
Get the facts about Rounsaville’s six number-one rated stations! 
Call Rounsaville Radio in Atlanta, John E. Pearson or Dora- 


Personal Letter 


To understand the Negro today is to know why Negro Radio is so 
singularly effective as a sales medium. Rounsaville Radio is more than 
dominant with the Negro—it carries an impact not possible in any other 


voices carry your sales message to 


our Negro audience at home, at work, in the 
car... wherever they may be. Proof of our Know- 


quick, loyal response to those prod- 


ucts advertised on Rounsaville Radio. Let us tell 


your products. Rounsaville Radio is 


one of the oldest and the largest broadcasters 
in Negro Radio. 


HAROLD F. WALKER 
V.P. & Nat'l Sales Mer. 


FIRST U. S. NEGRO-PROGRAMMED CHAIN 
FIRST IN RATING IN SIX BIG MARKETS 


WVOL 5,000 Watts— Nashville's 
only all Negro-Programmed Station! 
WYLD 1,000 Watts — New 
Orleans’ only full time Negro-Pro- 
grammed Station! 

WTMP 5,000 Watts — Tampa- 
St. Petersburg’s only all Negro- 
Programmed Station! 


BUY ONE OR ALL—DISCOUNTS WITH TWO OR MORE! 


ROUNSAVILLE RADIO STATIONS 


Peachtree at Mathieson, Atlanta 5, Georgia 


ao PATON 
oe iil 
IR 
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HAROLD F. WALKER 
V.P. & Nat'l Sales Mer. 


Dora-CLAYTON 
Southeastern Rep. 
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FOR 
ADVERTISERS 


ONLY 
Look what’s been happening to 
circulation since Family Circle 
started its program of expanded 
service editorial for home- 
makers: 


May 1960 


124,000 
ahead of May ’59 


9'77,000 
ahead of June '59 


July 1960 


526,000* 
ahead of July '59 


Aug. 1960 
264,000* 
ahead of Aug. '59 


— 
Ck 


Sept. 1960 
1,265,000* 
ahead of Sept. '59 


Oct. 1960 
692,000* 
ahead of Oct. '59 


We're beating last year’s 
circulation by a big margin. 

Nov. forecast: 6,000,000 .. . 

Dec. forecast: 6,300,000 


FAMILY CIRCLE 
FOR 
HOMEMAKERS 
ONLY 


Also read our ad on page 110 of this issue 


Advertising Age, November 14, 1960 


other government agencies. 


‘Inviolable’ Census # FTC countered that Census Bu- 


|reau was promising more immunity 


|than it is authorized to give. The 
D t FTC So ht |commission said it could find noth- 

a a ug | ing in the law to provide immunity 
| for carbons of census reports in 
(Continued from Page 2) |company files. No one can stop an 
juct sales information reported in FTC subpoena, it claimed, unless he 
|the census would help prove its|can cite congressional chapter and 
| case. | verse to back him up. 

Beatrice had resisted the FTC; Census Bureau took the position | 
|demand, contending that the file|that the carbon in the company’s | 
|copies are entitled to the same files could almost be regarded as | 
| sanctity as the originals in the cen-| government property—lodged with 


sus files. In the behind-the-scenes | the company for the convenience of | a LA mas 
|government discussions, Census |the government. But FTC shot back | 


7 P Oahys | AIRBORNE AGENCY—Storm Advertising Co., Rochester and St. Louis, 

| Bureau said the carbon in the Be- that if income fax returns can be) nich has been operating its own aircraft for 15 years, has acquired 

atrice file had been retained for |subpoenaed, so can census informa- | : <a res ‘ : dt 

|the convenience of the government, | tion. a new Cessna 210 to maintain liaison between its two offices and to 

for checking purposes. expedite client services. Here Morry Storm (right), the agency pres- 
. The difference, Census replied, is | ident, who has 25 years of flying experience, is greeted after landing 

= Howard Grieves, assistant direc-|that taxes are compulsory, while | in St. Louis by Gerald P. Deppe, exec vp and general manager of the 

tor of the Census Bureau, said to-|much of the data collected by the St. Louis office. 

day that the bureau is “breathing |Census Bureau can’t be required nem 

easier” as a result of the decision.|law. The bureau maintained that | , 

Census officials have contended|it has to provide manufacturers | Benton & Bowles Carter, Galantin Sets 

that companies might be unwilling | with assurance fhat their sales fig- | ‘ | mn 

te contribute sensitive information | ures will be kept confidential, or it | Synchronizer for 

to the government statistical pro-| will be unable to print compre- L 400 000 z a - 

grams if the reports could be | hensive statistics. eaves $ r Movie, Slide Films 

seized by anti-trust prosecutors. | The court of appeals, in support- | é : 

Census Bureau argued that it ing the Census Bureau, ruled ant Red Cap Ale Cuicaco, Nov. 9—Movie and slide 


| = to analyze economic trends, and 
High Court Holds = not be made available to 


| 


‘had promised manufacturers that | “the U. S. has given its word and| | —side by side, automatically, with- 


| 
| the information would be used only | should be permitted to keep it.” # | out an extra operator, more “spec- 


| |tacular” merchandising presenta- 
(Continued from Page 3) | tions; sales meetings without an in- 
| with great reluctance and “with | crease in cost. 

full appreciation for all their fine| These are made possible by a 
| work,” has sought B&B’s advice | new electronic device, demonstrat- 
| about a successor. |ed for the business press today by 
| But the break pointed up a signi- |Carter & Galantin Corp., developer 
|ficant trend in the brewing indus- | and producer of sales displays and 
|try—the decline of ale as a big training aids. 

jfactor in the over-all picture.|» Its Duo-Pic automatically syn- 
B&B's backing out of the account | chronizes sound motion pictures 
noes a: agen Praga ee - 'and slide films in presentations 
\the ale market, which constitutes |voting the ie eat een dees 


\only 3% of the total U. S. brewing | tro] of the slides, the demonstra- 
‘market. Carling currently ranks | tion showed. 


es 
‘with your NS 
AAT + 3 
PAY 0.520225 
a ie |second to Ballantine as the are | The action is controlled by sub- 


apres r mote r |U. S. producer of ale. The company |audible tone signals, cut into the 
Pp 0 you |probably markets about a third of| sound track of the motion picture 
| Ballantine’s volume. film and transmitted through an 


product at the After having had 75% of the| interlocking cable to the slide film 


|New England market after World| advancing mechanism of a slide 

2 |\War II, for example, ale has) projector. 
point-of-sale dropped to about 25% of the brew-| The exclusive interlock device, 
|ers’ market there. Carling said to-| made for Carter & Galantin Corp. 


with |\day it now intends trying “a new|by its parent company, Dorsett 
approach with new people.” |Electronic Laboratories, Norman, 


Okla., will not be sold separately 

MEYERCORD |= Carling ale is marketed primari-| but will be used as a “competitive 

‘ly in the East, but there is no| Plus” in the sale of its productions. 

\distinct marketing pattern. With This extra will not add to a presen- 

Pressure Ballantine, it is the only nationally-|tation’s cost, the company said. + 

an a |distributed ale, but its distribution 
Sensitive jat best is spotty. If Red Cap ale Hoffman to Preiss & Brown 

dropped out of the advertising Edward N. Hoffman, who for- 

jscene, it would mean that only|merly headed Hoffman-Manning, 

DECALS |Ballantine of the chief producers | New York, has joined Preiss & 

and lis advertising ale. Jacob Ruppert| Brown Advertising, New York, as 

no longer advertises its ale. Rhein- |exec vp. Mr. Hoffman filed a per- 


a DRI-MARK gold, after a brief flurry in support |sonal bankruptcy petition March 
A rte —— me » 


ht 


” 
a 


_ @P@on't get caug 


on 


oe® \ 


of Scotch Brand ale, does not now | 25, listing liabilities of $132,500 
advertise it. and no assets. His agency was ad- 
If Carling follows the pattern of | judged bankrupt in June, 1958. 


| the rest of tae industry, its ale con-| 
stitutes less than 15% of its total | Downyftlake Launches Muffins 


Do you want to get 
more of your signs “up” 
at the Point-of-Sale? 
Naturally! The big question 


oor? tienediento al 'brew product. Last year, the com- Downyflake Foods Inc. New 
icing mestonel. ond deaiendl |pany produced a total of 4,418,000 | York, peng tien mec — — 
Pointooi-Sele oikeneslena bien bbls. of beer (AA, Oct. 10). |fins in a ready-to-bake disposable 


fourd the best answer in years 
...in Meyercord’s Pressure 
Sensitive Decals and DRI-MARK 
Films. The convenience and speed 
of waterless application make Pressure 
Sensitive Decal Signs popular with 
fieldmen and retailers alike. It's simply 
a few seconds’ task to install Meyercord 
Pressure Sensitive Decals or DRI-MARK 
Pressure Sensitive Films on windows, 
doors or any surface. DRI-MARK is the new 
Meyercord development that identifies a wide 
variety of new materials and appearance factors 
. .. Mirro-Cals, Mylar, Vinyl-Mylar, Laminates 
and others. One or more of these new signs will 
find a welcome and effective place in your 
Point-of-Sale advertising program. Drop us a“ 
line .. . let a Meyercord salesman show you how 
leading advertisers are using DRI-MARK to year (AA, Aug. 29). The bulk | . : 

promote the “new look” at the Point-of-Sale. of the company’s total ad invest- Thomas to Riverside Cement 
No obligation, of course. ment of $9,340,000 last year went; Richard J. Thomas, former ad- 
into its largest seller, Black Label | vertising and sales promotion man- 
|beer, which got a $7,600,000 boost.| ager of Revell Inc., Venice, Cal., 
Agency for Black Label is Lang,| has been named to the new post of 
Fisher & Stashower, Cleveland, director of advertising and pr of 
plus several regional agencies. + Riverside Cement Co., Los Angeles. 


| Ballantine chalks up 20%-25% |#!uminum pan, with a newspaper 
\of its brewing volume (4,325,000 | C@mpaign in the New York met- 
bbls. in 1959) to ale. |ropolitan area. Plans are to go na- 

|tional after the first of the year. 


|Smith/Greenland Co. is the agen- 
: ton | 
|@ Carling Red Cap, an old brand in | cy. 


|\Canada, came to the U. S. in the! 


early 1940s. Carling is the largest | Taft Net Names Lila Lambert 


subsidiary of Canadian Breweries | Lila Lambert has been appointed 


Ltd., the world’s largest brewing | to the new post of promotion and 
organization. In Canada, Carling’s | publicity manager of Taft Broad- 
ale has a 30%-40% share of the | casting Co. Miss Lambert, who has 
malt beverage business. _been associated with WKRC, Cin- 

The U. S. company ranked as|cjnnati, since 1952, will also con- 
the nation’s fourth largest brewer | tinue as promotion and merchan- 
and the 82nd largest advertiser last | dising manager of WKRC. 


~~ the MEYERCORD co. 


CY Dept. V-201, 5323 West Lake Street, Chicago 44, lilincis 
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[ELi3 announces a four-point program 


to help advertisers meet 


today’s marketing challenges 


More circulation: To meet the demand for expanding markets and 
exposure—LIFE during 1961 will be growing toward its January, 1962 
goal of 7,000,000—will be delivering anywhere from 100,000 to 300,000 
copies a week over its present rate base of 6,700,000. 


No change in rates: To assure marketers of predictable advertising 
costs in the year ahead—LIFE guarantees no increase in advertising 
rates during 1961. 


Seven regional editions: To offer the flexibility needed in today’s 
marketing—LIFE will now be able to offer for the first time full ad- 
vertising facilities in any one of seven regions in the United States 
or combinations thereof at no sacrifice of speed in distribution. 


New product test markets: To provide manufacturers with an effec- 
tive way to test new products through magazine advertising before 
coast-to-coast distribution—LIFE will also be able to offer national ad- 
vertisers a wide choice of test areas, frequently as small as a single city. 


These innovations—plus the fact that speedier delivery will enable 
LIFE to move its cover date from Monday to the preceding Friday, 
beginning with its issue of January 6th—all serve to underline LIFE’s 
continuing leadership as an advertising medium: 


e In the first 9 months of 1960, LIFE’s advertising revenue was over 
97 million dollars—21% million dollars more than the next magazine. 
LIFE is first in advertising revenue for the 18th year in a row. 


e For the 13th year in a row, LIFE leads all general magazines in re- 
tailer newspaper tie-in linage. Last year alone, LIFE had four times 
as many tie-in lines as the next two general magazines combined. 
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